


. 
aifag 





Return engagement on your request , . 
backed up by Consumer advertising 

in ESQUIRE, PARENTS' MAGAZINE 
MADEMOISELLE and CHARM. 


10K Yellow Gold Rings 
with white gold plates 
set in genuine onyx. 


You set your own Diamonds. 


 Dstbe sd Darton 


OF AMERICAN ASSOCIATES INC, 


Diviston 


Manufacturing Sewelens 


118 Richmond Street Providence 2 











FOR APRIL, 1946 






a4 


AK Dy 
Sax . 


Corks 


30 Years Experience mn 





Cutting, Polishin g and Drilling 
Precious and Semi-Precious Stones 


The cutting of gem stones requires the most delicate of jewelry 
craftsmanship. Our lapidary department is at your service to cut 
or re-cut stones to special shapes, to repair and polish chipped or 
broken stones, to supply stones of any type in any size or style to 


fit your particular needs. We invite inquiries. 


A, Sauer G Company 


439 RACE STREET e¢ CINCINNATI 2, OHIO 
as 











THE JEWELERS' 


Volume CXVI Number 7 


P. M. FAHRENDORF, President 
and General Manager 


FRED V. COLE, Editor 
and Vice President 


R. H. GOODRIDGE, Associate Editor 
THOMAS V. DUGGAN, Associate Editor 
RENEE FORBES, News Editor 

MADELINE LOVE, Gifts Editor 

JOHN E. McGINN, Art Editor 


L. W. MOFFETT. Washington Editor 
EUGENE J. HARDY, Assistant 
Natl. Press Bldg., Washington, D. C. 





JOHN J. BOWMAN, Technical Consultant 
SYDNEY H. BALL, Diamond Consultant 
DR. FREDERICK H. POUGH, 

Gem Consultant 

VIRGINIA DIXON, Display Consultant 





BUSINESS STAFF 


A. V. ANSEL, Circulation Manager 
ROBERT WATSON, Production Manager 


New York 

H. H. HETHERINGTON 
MADELINE LOVE 
ARTHUR J. TUVERI 


New England 
2 2 oy 

nd. Tr. Bldg., Providence 3, R. |. 
10 High St., Boston 10, Mass. 


Chicago 
CLAUD WHEELER 
29 E. Madison St., Chicago 2, Ill. 


ISRAEL DOBSEVAGE, ‘Harrison, Ohio 


West Coast 
SIMPSON-REILLY, LTD. 
Russ Bidg., San Francisco 4, Calif. 


Los Angeles County 
HARRY R. TERHUNE 
201 Oceano Dr., Los Angeles 24, Calif. 


©, 


The Cover—Jewelry from Somers- 
Ernst & Co., Inc.; wristwatch from 
Longines-Wittnauer Watch Co. 


CIRCULAR-KEYSTONE 


INNA 





FIAT 





HOUMA 


NANA 





APRIL 1946 


A Window For the Coming Month, 190 

Now It’s Time For Action, 193 

Store Talks Keep Employees On Toes, 194 
Surrealist Ads Arouse Public Curiosity, 196 
Hardness and Durability of Gemstones, 198 
Some Did Say That!, 200 

Keyed to Modern Merchandising, 202 

The Woman Behind the Counter, 206 
Gem of the Month, 208 

Gift Promotion For May 12th, 210 

He’s Still in Show Business, 214 

The Outlook For Diamonds, 216 

Retail Design in Wholesale Showrooms, 218 
Men’s Wedding Rings Build Store Volume, 220 
Jewels For Spring Go to Your Head, 222 
The Heat Treatment of Gold Alloys, 224 
Two Recent Modernizations, 226 

Travel Service Helps Sell Jewelry, 228 
Let a Specialist Do It!, 230 

Once Started, They Keep Coming, 234 
Spring Fashions Call For Jeweled Accents, 238 
More Room For Expert Service, 242 
Jewelry Makers Adopt Lost-Wax Art, 248 
Returning Employees Need Advice, 252 
Radio Promotion For Jewelers, 284 

Which Lines Pay Me a Profit?, 290 
Women In the Jewelry Trade, 294 

Small Store But Big Volume, 298 

Jewelry Retailing Rates High, 302 

You Can’t Say That!, 306 

Courtesy Comes First, 310 

These States Protect Jewelers, 312 


DEPARTMENTS 


Speaking of the Jewelry Trade, 187 
My Display Problem, 270 

They’re New, 300 

New Giftwares, 338 

Gift Chats, 348 

News, 359 

How to Case a Watch, 392 

Workshop Queries and Answers, 396 
Editorials, 416 


OWNED, PUBLISHED, AND COPYRIGHTED (1946) BY THE CHILTON CO., INC. 

Executive Office Editorial and Advertising Offices 

Chestnut and Séth Sts., ® 100 E. 42nd St 

Philadelphia 39, Pa.. U. S. A. New York 17, U.S. A. 
OFFICERS AND DIRECTORS 

JOSEPH S. HILDRETH, President; GEORGE H. GRIFFITHS, EVERIT B. TERHUNE, J. H. VAN 

DEVENTER, CHARLES S. BAUR, P. M. FAHRENDORF, JULIAN CHASE, Vice-Presidents; WILLIAM 


A. BARBER, Treasurer; JOHN BLAIR MOFFETT, Secretary; THOMAS L. KANE, G. C. BUZBY, 
HARRY V. DUFFY, CHARLES J. HEALE 


WILLIAM H. VALLAR, Asst. Treasurer 
PAUL WOOTON, Washington Member of the Editorial Board 
Published monthly by Chilton Company (Inc.). Entered as second class matter at the Post Uffice inp Philadelphia, 
Pennsylvania, U.S.A., under the Act of Congress of March 3, 1879. Subscription price—United States or its posses- 
sions: one year $3.00; Mexico, Central America, South America, Spain and its colonies: one year $3.00; in Canada: 
one year $4.00; other foreign countries: one year $6.00; singie copies 35¢ each. All subscriptions are payable in advance 














SPEAKING OF 


EMO to hold-up men: Stay 

away from Phil Markowitz, 
Cleveland, Ohio, jeweler. He packs 
two .38’s and, just to be sure, works 
at a watchmaker’s bench equipped 
with a rear-view mirror. 

Prepared in this way for years, 
the 57-year-old jeweler recently 
found out that such readiness was 
not in vain. When two hold-up men 





entered his store and drew guns on 
him, Markowitz whipped out two 
pistols, blazed away, and sent the 
thugs to the hospital with bullet- 
wounds in the head and abdomen. 

Ever since he was mustered out 
of the Army after World War I 
Markowitz has operated a jewelry 
store. He has always packed the 
pistols, too. Interested in target 
shooting, he set up a range in the 
basement of his home and became a 
crack-shot. Practice on outdoor 
ranges in the summertime elevated 
him to expert. 

The rear-view mirror? Just an- 
other one of Markowitz’s prepared- 
ness features. He’d always had one 
in his workshop so that he could 
keep an eye on the front of the store 
while engaged in repairs,-and when 
he moved to a new location several 
months ago he installed an even 
more effective one. As the two hold- 
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up men (ex-convicts from the Ohio 
State Pen) can testify, he didn’t for- 
get the pistols, either. 
o © 
LTHOUGH the rest of mankind 
can hardly wait, we of the 
jewelry industry view with alarm 
Hollywood’s announcement that 
next year’s dresses will be bosom- 
less, starting somewhere about the 
midriff. True, from a strictly mas- 
culine standpoint the notion is down- 
right intriguing. But where, Oh 
where, will the little ladies pin the 
various gadgets and geegaws which 
are our bread and butter? 

There are, of course, practical so- 
lutions which are immediately obvi- 
ous. Pins and clips on suction cups, 
for instance. Or, as one _light- 
hearted observer put it, perhaps 
“paste” diamonds will now come 
into their own. However, the danger 
lies not only in securing the baubles 
firmly to the (ahem!) person. The 
whole notion of jewelry as a femi- 
nine adornment is at stake! 

Our fears are not based solely on 


“ notions of modesty. We are being 


severely practical as well. A really 
shapely lassie affords too much com- 
petition for jewelry as things stand 
now. With additional feminine acre- 
age on display jewelry will become, 
to say the least, superfluous. 

Men of the jewelry industry, are 
we going to submit to this unfair 
competition? Are we going to let 
Hollywood bust up our business? 
Never! Down with the dress design- 
ers—up with the necklines! 


Jewelers 
Circular: 


Key stone 


DDITIONAL evidence that 

nothing is certain except death 

and taxes is afforded by the story of 

a jeweler who sold his store to a 

former employee and then went to 
work for him. 

For 22 years L. B. Shaffer con- 
ducted a jewelry business in Oak- 
land, Md. Recently, Donald E. 
Helbig, a former employee, was dis- 
charged from the Navy and decided 
to buy Mr. Shaffer’s business. The 
deal was completed but Mr. Shaffer, 
possibly for old time’s sake, decided 
to remain as a watch and clock re- 
pairman in the Helbig store. 

Completely satisfied with the new 
arrangement, Mr. Shaffer writes 
that he expects to remain “for sev- 
eral years to come.” 


o © 


E. OLDS, pioneer automobile 

e manufacturer, has had a car- 

illon installed in the clock above the 

Olds Tower Building in Lansing, 

Mich. When striking quarter-hours 

the clock plays, “In My Merry 
Oldsmobile.” 








SO chs 

No news from the Atcheson, To- 
peka & Santa Fe Railroad which 
might, conceivably, adopt Johnny 
Mercer’s current hit tune to the 
same sort of treatment. 
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“IT'S NOT A HOLDUP--HE‘'S SHOWING HIM HOW MANY 
PARKER "SI'S" WE JUST GOT "4" 


“Aa ‘ 
cep 


bie PARKER PEN COMPANY 


JANESVILLE, WISCONSIN 
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CLY/@A 
IFFLING through a copy of 
one of the very posh ladies’ 
magazines, we came across a para- 
graph which caused us to send an 
alert to Handy & Harman, the silver 
refiners. 

The paragraph said, in .part: 

“We should all go out and buy 
several things which we don’t need, 
but which we can’t do without. 
Silver powder for our eyelids, a new 
shade of lipstick... .” 

Is this a trend? 

Will the lovelies of 1946 pull out 
their compacts at the restaurant 
table and, after powdering their 
pretty noses, lightly dust their lids 
with silver? Heavens to Betsy! 

It isn’t: just the cosmetic effect 
which frightens us, either. How will 
this affect the jewelry industry? 

Will this powder be made from 
newly-mined domestic silver? For- 
eign silver? Or Treasury silver at 
$1.29 an ounce, not including a lux- 
ury tax and a small fee for grinding 
it up? 

What provisions will be made for 
recovery? Much of the dust will 
tend to drift from milady’s lids and 
be lost forever, rapidly depleting 
the world’s supply. Power plants 
will close down (bus-bars removed 
to be ground up for the cosmetic in- 





dustry). Hundreds of miners will 


die before their time (over-exertion © 


trying to keep domestic production 
apace with consumption). Western 
Senators will become sharp dressers 
(result of hob-nobbing with the chic 
editors of slick-paper fashion maga- 
zines. ) 

Where, Oh where, will it ever 
end? 


o © 


F course this story seems ridicu- 
lous, but as Mark Twain said, 
“it might have happened.” 

Fifty-seven years ago in Antwerp 
a young apprentice diamond cutter, 
at work at his bench, foolishly held 
a small fragment of the jewel be- 
tween his teeth, merely to see how 
it felt to “chew a diamond.” Un- 
fortunately, he happened to sneeze 
before he could remove the particle 
of gem and, of course,. it couldn’t 
be found anywhere. There was the 
devil to pay, but after a time the 
incident was forgotten. 

Several weeks ago the same man, 
now working in New York, was 
caused to remember the Antwerp 
incident. He had a sharp pain in 
his big toe. 

Going to a physician, he had the 
toe examined, and sure enough there 
was a lump right in the end of the 





"Well, don't just stand there! Make me an offer!" 
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toe. A few moments probirg with 
a scalpel dislodged the foreign body 
and, naturally, the diamond-cutter 
was much relieved. 

What was in the man’s toe? A 
diamond? Don’t be silly! It was 
a pebble he’d picked up at Jones 
Beach last summer. 


o 


ROMPTED by the intelligence 

that the Nation-Wide Watch Co. 
has, because of expanded business, 
changed its name to the World-Wide 
Watch Co., we began wondering just 
what effect the Army’s bouncing a 
radar beam off the moon might 
have on expansion within the in- 
dustry. 

Of course it’s pretty well estab- 
lished that the moon is not in- 
habited, so there isn’t much chance 
of setting up agencies and outlets 
for watches there. But how about 
the other planets? Mars, for ex- 
ample. 

A mere 35 million miles from the 
earth, Mars presents an excellent 
merchandising field for enterprising 
watch manufacturers. We know very 
little about the Martians, naturally 
(as a matter of fact we aren’t even 
sure there are Martians). But if 
there are, the situation is fraught 
with possibilities. 

For instance, Martians, for all we 
know, may have twice as many arms 
as the people of Earth, thereby 
being able to wear twice as many 
watches. Or, if you’re a pessimist, 
you can assume that the Martians 
might have only half as much inter- 
est in what time it is. But why bea - 
killjoy? 

Earthly watch manufacturers 
would have to build special models 
for the interplanetary trade, of 
course. Whereas our day is 23 hr. 
56 min. and 4.09 sec. long, it takes 
Mars 24 hr. 37 min. and 26.27 sec. to 
revolve on its axis. (We looked all 
this up so it should be correct.) As a 
result, watches for the Martian 
trade would have to be slowed down 
a bit. An Earthly watch would gain 
more than 15 min. each half-day and 
make everybody early for appoint- 
ments. 

JC-K isn’t making any immediate 
plans for a special Mars edition. As 
a matter of fact we haven’t received 
any subscriptions from retailers 
there. Soon as we do we'll let you 
know. 
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Here is completed unit. Mother's Day poster can be used in place of picture. 


A Window For The Goming Month 


Theme: 


MOUNTED photograph and a simply constructed 
honeycomb unit for displaying gift items combine 
for this month’s Mother’s Day display. 

“Mother” is no longer generally represented by an 
elderly lady in cap and shawl, so that you may have 
considerable choice in your selection of the photograph, 
but the pose should be such that the subject appears to 
be looking (preferably longingly), at the display of 
gifts, as in the model display. No doubt at least one 
member of the local Camera Club will have a suitable 
picture which he will be delighted to have exhibited, 
especially if he is given a credit line in the window. 
If not, one of the professional portrait studios will be 
sure to have something you can use. If you prefer, a 
mother and child picture may be used in place of the 
single figures. The official Mothers’ Day poster for 
1946, available from the National Committee on the 
Observance of Mothers’ Day, emphasizes this theme 
and may be used. 

The honeycomb unit offers space for showing a 
variety of gift suggestions in orderly fashion and in a 
small space. The unit shown here is quite small (15” 
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high and 15” wide), a suitable size for jewelry, com- 
pacts and other small objects, but if desired, a much 
larger unit could be constructed in the same way to 
accommodate silver, china and crystal gift items. The 
photograph would then be larger in proportion. 

Flower shaped cut-outs, fabric covered, are used for 
additional pieces of merchandise—some on the window 
floor, some suspended from the ceiling. 

No special background or floor covering is required 
for this display—any plain fabric which harmonizes 
with the colors chosen for the display unit may be used. 


‘For the model display, the uprights of the honeycomb 


unit were painted yellow, the shelves white; the photo- 
graph was mounted on maroon board; the flower cut-outs 
were white, pale yellow and maroon, and the background 
was a soft reseda green. 


TO MOUNT PHOTOGRAPH 


If the photo print does not have to be returned, mar- 
gins may be trimmed off and the print mounted directly 
on the beaver board panel with rubber cement. If the 
picture must be returned as you received it, the beaver 
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Adaptable for showing small gift items is this easy-to-construct 


display unit, with complete working plans and list of materials, 


for a featured spot in your window promotions for next month. 


board may be used as a frame, cutting out space for the 
picture and attaching it to the back with scotch tape. 

Paint the beaver board frame or mat with the maroon 
poster paint and have the copy—‘Precious Gifts for 
Mother” lettered on, or attach a separate card with the 
lettering on it. Instead of being painted, the frame 
could be fabric covered. 


TO MAKE HONEYCOMB UNIT 


Patterns are shown for the various pieces of this unit. 
These should be cut from masonite or beaver board and 
the edges sandpapered smooth. The three upright pieces 
are painted with the yellow poster paint and the hori- 
zontal pieces with the white. If masonite is used, sev- 
eral coats will be necessary to cover, especially in white. 
Lightly sandpapering the smooth side of the masonite 
will give a little more “tooth” for holding the paint. 
If preferred, a flat oil paint may be used. This will, of 
course, last much better. 


When the pieces are cut and painted they can be as- 
sembled by simply fitting the notches together in the 
positions shown in the small sketch. The extra set of 
notches at the front of the shelves is for holding the 
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by VIRGINIA DIXON 


picture. Notches must be carefully measured and cut 
to match the thickness of the board they are to fit. The 
two pieces of the base—one under the shelves and one 
under the picture—do not need to be attached. 

The dimensions here are for the small unit shown in 
the photograph, but the unit can be constructed in any 
size desired. Slots are indicated for 14” masonite. This 

(Please turn to page 259) 
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Patterns and construction 
details for making shelf 
unit. At right is flower dis- 
play placque which can be 
cut’ from beaver board 
and covered with fabric. 
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_ April Showers you're bound to like! 


Fa 





Never mind your raincoat and galoshes. 
When you see the kind of April showers 
that seem to go along with 1847 Rogers 
Bros., we think you'll say, ‘‘Let ’em 
pour !’’ Like these, for instance... 





The showers of advertising . . .. both 
magazine and radio... that cover 
America. Telling about 1847 Rogers 
Bros.’ proud record of 99-year leader- 
ship. Backed up by showers of brand-new 
merchandising helps . . . lush display 
pieces, counter and window cards. 


The showers of praise that are heaping 


1847 Rogers Bros. patterns! Women 
everywhere are saying, “‘Lovelier than 
ever!”’ “Such rich ornament—like solid 
Such exquisite designs!’’ 


9? 66 


silver. 





Then ...the showers of sales that come 
your way. when you make your store 
headquarters for ‘America’s finest sil- 
verplate.”’ Before the war, 1847 Rogers 
Bros. was the largest and fastest-selling 
line of quality silverplate in the country. 
And we’re working night and day to 
keep that record going UP ...now and 
for many Aprils to come! 


1847 ROGERS BROS. 
CHueiai Chines dilaeyelie 


International Silver Co., Meriden, Conn. 
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Now Its Time for Action 


Publicity Board’s proposed campaign to stimulate jewelry store 


sales meets universal approval, but still lacks money to put it 


into execution. 


SAID Mark ‘Twain of the weather, “Everyone talks 
* about it, but nobody does anything about it.” Is 
the future prosperity of the jewelry business going to 
suffer the same fate? 

We do not mean to imply that literally nobody has 
done anything about it—more than a thousand manu- 
facturers, wholesalers and retailers very definitely have 
done something—but they’re still only a very small 
minority of those who ought to be doing something to 
preserve and maintain their well being in the post war 
period. 

What we're talking about, is of course, the post war 
program that has been proposed by the Jewelry Indus- 
try Publicity Board for the cooperative promotion of 
jewelry store merchandise against the competition of 
other products in the months and years ahead. 

Jewelers have enjoyed a Mexican hay ride during the 
past few years when articles like automobiles and re- 
frigerators and radios, and so on, were off the market 
and the consumer had few things besides jewelry on 
which to spend his money. But that ride is just about 
over, and from now on it’s going to be a case of having 
to compete, instead of merely sitting under the tree 
while the plums fall into our laps. 

For don’t kid yourself—the reason you've done a lot 
of business, and made a lot of money is not because 
you're smart, but because you were the beneficiary of a 
favorable combination of circumstances. But soon, we're 
going to be in a buyer’s market again, where goods will 
have to be sold. 

What are you going to do about it? No one retail 
jeweler, or wholesaler or manufacturer can even hope 
to compete with such giant organizations as General 
Motors, or Ford, or Westinghouse or General Electric. 
Only by cooperative, united action can we meet them on 
an equal footing. 

That cooperative united action is exactly what ‘the 
proposed campaign of the Jewelry Industry Publicity 
Board offers you. The program is no hit or miss affair 
dreamed up on hunches or guesswork. -It’s a sound well 
thought out plan based on known facts that have been 
uncovered by thorough scientific study of the tastes, the 
preferences, the prejudices, the likes, and the dislikes 
of the buying public. It faces the facts squarely, taking 
full advantage of the favorable points, and providing 
the means to overcome or circumvent those that are 
adverse. 

The outlines of the proposed plan, together with a 
report of the facts upon which it is based have been 
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Have you pledged your support? 


if not. do it now. 


fully set forth in this and the other jewelry trade papers 
and in several meetings of jewelers in various sections 
of the country. Everywhere it has met with overwhelm- 
ing approbation—everyone who has been personally so- 
licited has pledged to contribute to the cost of the 
campaign. 

But to reach everyone in person is a long, slow and 
costly process. And action is needed NOW. 

The Publicity Board, therefore, is appealing to you 
here and now to send in your pledge if you haven't 
already done so, without waiting for someone to call on 
you-in person. It’s an appeal to act in your own self- 
interest. Can you afford to let this effort fail because 
you didn’t do your bit to support it? 

For your convenience a pledge card is printed in the 
lower right hand corner of this page. Fill it out, sign 
it, and*send it in today. 


§ To: THE JEWELRY INDUSTRY PUBLICITY BOARD 
' 366 Fifth Avenue, New York 1, N. Y. 


' 
: Gentlemen: You may count on us. We know you'll keep in 


a confidence this indication of eur sales volume. 


o 

i Company ... 5 cde 0S ES as ean 
i Street ee 
. City . State 


4 
; Check whether Manufacturer [] ~~ Importer [] Supplier (J 
! Wholesaler [] Independent Retailer [1] Chain Retailer 1 
« Jewelry Department [] If chain, how many stores 


| 

¥ Annual Fee Pledged (For information with respect to amount 
‘ to pledge, see below.) 

x oO $20 Cf $85 DO $350 0 $850 CO $3,500 

' O85 O $125 0 $450 $1,500 [0 $4,500 

' 5 $00 $240 ($600 1 $2,500 ( $5,000 

' 

4 


How to Pick THE Amount You SHOULD PLEDGE 


1 In the tables appearing below, under the column headed “1944 

a Sales Range,” find the bracket in which your total net sales for 

#1944 fits. Then check into the next column headed “Annual 

5 Fee.” The figure in that column opposite your sales bracket is 

§ the amount of your annual pledge. Please indicate that amount 
5 above. 


Annual Annual 

1944 Sales Range Fee 1944 Sales Range Fee 
© Up to $25,000...... $20 $500,001-$750,000...... $600 
$25,001-$50,000.... $35 $750,001-$1,000,000..... $850 
$50,001 -$75, 000. $60 $1,000,001-$2,000,000... 4 
$75, 001-$100,000... $85 $2,000,001-$3 000,000... i 





4 

: $1,500 
' $2,500 
1 $100,001-$200,000.. $125 $3,000,001-$4,000,000.. $3,500 
© $200,001-$300,000.. $240  $4,000,001-$5,000,000... $4,500 
¥ $300,001-$400,000.. $350 Over $5,000,000... $5,000 
5 $400,001-$500,000.. $450 
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Round Table Discussions 
Keep Employees on Their Toes 












tical 


The Websters (behind 
desk) conducting one 
of their weekly sessions 
which keep selling per- 
sonnel "on the ball.” 


Vernon Jewelers, Salina, Kansas hold 
weekly ‘trouble shooting’ confabs to 
get employee reactions as well as 


point out improvements in selling. 


Mr. Webster's selling ideas are not all ARKED improvement in customer-store relations 


theory, either. Here he puts his theories 
to work by showing goods to customer. 


has been the outgrowth of regular staff meetings 


maintained at Vernon Jewelers, Salina, Kan. Every 
week Vernon Webster and his wife, co-owners of two 
Kansas stores, one at Hays and the headquarters store 
by GRIER LOWRY . at Salina, gather the organization around them in the 
main office of the Salina store and conduct discussions 
concerning shortcomings in the service, recommend tech- 
niques which will strengthen customer contacts. 
Among Kansans, the Vernon Jewelers’ stores are no- 
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torious for their attractiveness, refined atmosphere. 
quality of merchandise handled, progressive newspaper 
and radio sales campaign, and for courteous and intelli- 
ent sales assistance. Vernon Webster and his wife have 
reached that enviable stage in merchandising where gift 
shoppers insist that the store name adorn gift packages 
because it is considered a mark of distinction. 


MEETINGS FOSTER TEAMWORK 


To guard this reputation, the Websters have devised 
means to re-enforce the elements that produced it. Store 
meetings, Vernon Webster feels, smooth relations with 
customers by promoting teamwork, accuracy. and cour- 
teous customer treatment. 

“The meetings are keynoted by an air of informality 
which we studiedly cultivate,” said Vernon Webster. 
“My wife and I both present brief talks, given from 
notes amassed by observing the force in action with cus- 
tomers during the week. Mrs. Webster has a panoramic 
view of the store from an office on the balcony and con- 
tributes suggestions that have the woman’s viewpoint, a 
valuable asset in this business. All criticism is construc- 
tive, and we introduce it as tactfully as possible. Em- 
ployees are urged to offer their own suggestions. After 
Mrs. Webster and I complete our chalk-talks, we polish 
the meetings off with a round table discussion which fea- 
tures a friendly exchange of conversation inspired by the 
points Mrs. Webster and I have introduced in our talks.” 


Accuracy is perhaps the most frequently used word 
in the Websters’ vocabularies and comes in for serious 
consideration at every store meeting. As a consequence 
of the owners’ efforts to cultivate exactness in customer 








dealings, the Vernon Jewelers’ sales force is renowned 
locally for precise handling of clerical detail. Sales as- 
sistants are frequently cautioned at store meetings 
to slow down when serving a customer, to proceed in a 
leisurely, painstaking manner. The hurried clerk flusters 
the patron, arouses distrust in the merchandise. 

“Advise them of the excellent features of our mer- 
chandise,” Vernon Webster told his staff at a recent 
meeting, “but never, never make it out better than it 
really is.” | 

Complete records on purchases of watches, diamonds, 
silver, china, glassware, etc., are maintained at the store, 
and in securing information from customers, clerks are 
admonished via store meetings to take special pains to 
record complete data, including addresses and telephone 
numbers, and to endeavor always to get the correct 
spelling of names. Such records constitute a mailing 
list used to inform the patrons of fresh shipments of 
merchandise, and are also valuable when patrons wish to 
insure jewelry, or when a patron’s jewelry has been lost 
or stolen. 


EMPLOYEES MUST BE WELL INFORMED 


Vernon Jewelers’ salesmen and women are expected 
to be well informed enough on the store’s stock to quickly 
advise a customer as to whether or not an item is avail- 
able, but their knowledge of the product isn’t complete 
unless they are also aware as to whether or not the mer- 
chandise is karat gold, gold filled, rolled gold plate, 
electro plated, sterling, or silver plate. 

Store meetings are only one manifestation of the 
progressive spirit evidenced in the merchandising pro- 

(Please turn to page 256) 


Over-all view of the Vernon store. The 
gift department was enlarged during the 
war, and an effort was made to keep 
wall cases full of wares at all times. 








Favorite spot for browsers is the ‘Crystal 
Room’ at Vernon Jewelers. The alcove fur- 
nishes appropriate setting for the glassware. 
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Surrealist Ads 





Extremely well-executed advertising 
lay-outs were used once the pre- 
opening "teaser campaign ended. 





Arouse Curiosity of Public 


ee HAT! An advertising campaign featuring 

Gertrude Stein and not even mentioning a 
jewelry store directly? That’s silly!” That would be 
the average jeweler’s reaction and, in many cases, he’d 
be right. 


But when Jack Landau organized the newspaper cam- 
paign to launch his new Baltimore, Md., enterprise, 
Rose Jewelers, he not only used such a strategy—he 
used it so effectively that he had the whole town guess- 
ing and forty-thousand people passing through his store. 
Is that silly? 

Jewelers interested in plotting a pre-opening adver- 
tising campaign may well take a few tips from the 
Landau technique. Of course ingenuity would have to 
be employed, since just copying the advertising methods 
used in Baltimore would not be suitable elsewhere. 
However, the basic idea is an excellent one: get the 
public guessing and, when they’re on the verge of a 
nervous breakdown, spring the “snapper.” 


It seemed logical, to Mr. Landau, to get all Baltimore 
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agog—develop a real public curiosity. So he conceived 
the notion of lifting a line from the poetry of Gertrude 
Stein, famed intellectual double-talker. The line, ob- 
viously enough, was the “A rose is a rose is a rose” 
business from “Sacred Emily.” At first just that and 
nothing more. 


THE WHOLE TOWN'S TALKING 


Sure enough, Baltimore started guessing! Those 
familiar with Gertie Stein’s stuff recognized the quota- 
tion but wondered why the deuce anyone should bother 
to buy advertising space to publicize it. It seemed 
better buried in anthologies. And those unfamiliar with © 
the lines, struck by their complete inanity, started re- 
peating them as a sort of stock phrase. In no time at 
all the marble stoops of Baltimore had ‘‘a rose is a rose 
is a rose” scrawled. on them by kids, and adults, too, 
muttered the phrase although they really couldn’t ex- 
plain why. 

Subsequent advertisements, featuring the same line, 
unbent a little and breathed “Ah! Lucky Baltimore!” 
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Still later, capitalizing on the rage, the ads mentioned 
“AJ] Baltimore is saying it.” Finally, presumably at 
a time when the local psycho ward was becoming 
crowded with Baltimoreans muttering ‘A rose is a rose 
is a rose,” the ads gave the tip-off: “tomorrow’s rose is 
a rose is a rose is Rose Jewelers.” The following day 
a full-page in the city’s newspapers announced the 


store’s opening. 


> 


‘TEASER’ RADIO SHOW, ALSO 


As though working all Baltimore into a frenzy with 
“s rose is a rose, etc.” wasn’t enough, Mr. Landau con- 
ducted a radio campaign concurrently with the one in 
the newspapers. However, the radio program merci- 
fully avoided any repetition of the Stein verses; instead, 
it opened and closed with the strains of “Only a Rose” 
and, in between, a suave announcer painted glowing 
pictures of the “world of tomorrow” and the “store of 
tomorrow. However, as in the case of the newspaper 
campaign, no initial mention was made of Rose Jewelers 
—the theme song was the only tip-off. In the final days 


of the campaign, of course, mentions of the store and 
opening were actually made, first by hints, finally 
directly. 

When the doors of the Rose Jewelers were finally 
thrown open on August 30, a huge crowd, softened up 
by the two advertising campaigns, was on hand to in- 
spect the “jewelry store of tomorrow.” In fact, the 
crowd became so large and insistent, and remained in 
the store so long, that Mr. Landau swears he was forced 
to employ an ancient Barnum wheeze to keep the people 
moving. A large sign reading “This Way to the Egress” 
was placed over a rear exit and the curious throng, 
never having seen a real live “egress” before, pushed 
through the door and found themselves in a back alley, 
outside. 


Considering the success of the “teaser” campaign con- 
ducted in the newspapers and over the radio, perhaps 
it would not be unfair to compare Mr. Landau with the 
great P. T. Barnum at that. Except, of course (and 
we add this hastily), his motto would be changed to 
“there’s a’ customer born every minute.” 


Get the public guessing and you automatically 


arouse interest in a store. That was Jack 


Landau’s idea, and it paid off remarkably well. 
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Examples of the pre-opening "teaser" 
ads which had Baltimoreans muttering 
to themselves—and turning out for 
the first day forty thousand strong! 
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Hardness and Durability 


Of the Various Gemstones 


A compilation of data relating to gemstone characteristics as 


gathered from a number of jewelers and lapidaries and integrated 


* 


into easily-consulted form for future checking and reference. 


LL of the books on gemstones list hardness, accord- 
ing to Mohs’ scale, as one of the properties of a 
gem mineral, but recognize brittleness or great strength 
only incidentally. Inasmuch as the hazards of shock 
are the more important factors in wear where gemstones 
are concerned (once the hardness of quartz is exceeded), 
it is not sufficient to know the hardness alone. Many 
properties are involved in a consideration of the wearing 
qualities of a gem, of which the Mohs’ hardness is but 
one, and the well-informed jeweler must take these into 
consideration. In the first place, due observance of the 
susceptibility of some stones to fracture will reduce his 
claims for durability of certain of the stones; and may 
save some explaining later. More important, it is hoped 
that this paper will influence the setting and use of 
unsuitable stones in mountings which are exposed to 
more than ordinary hazards. 

In the table which appears herewith, an attempt has 
been made to gather and integrate the knowledge and 
experiences of a number of lapidaries and jewelers. 
Facts were garnered from Anthony Espositer, Fred 
Hilliard, and Joseph Scordato, of New York, 
and Paul Juergens and Henry Essig of Chicago. 
None of these gentlemen will agree with all of the 
statements: the writer has tried to average their opinions 
to draw up the following table. It should be remem- 
bered in this connection, that experiences will differ. In 
addition, we have the factors of special techniques which 
one man or another may have mastered with one or an- 
other stone, making one gemstone easy for one man and 
difficult for another. The writer, therefore, assumes the 
responsibility for any differences of opinion, and hopes 
that the compilation will prove useful both to beginners 
and to lapidaries who may unexpectedly be called upon 
to cut a material never before encountered. 

As the tabulation progressed, new subdivisions kept 
suggesting themselves, and as it now stands, it*is far 
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by DR. FREDERICK H. POUGH 


Curator of Geology and Mineralogy, 
American Museum of Natural History 
Gem Consultant for JC-K 


more extensive than originally planned. Any lapidary 
whose experience differs markedly from the hardness 
and polishing ratings given here should look for methods 
of improvement if the rating indicates greater ease than 
he would expect. On the other hand, if his experience 
shows it to be easier than here suggested, it is to be 
hoped that he will communicate his discoveries to others, 
so that all may profit. Different cutting speeds, abra- 
sives, laps, and cooling media all play their part, and 
none is best for all stones, hard to soft. 


DISCUSSION OF TABLE HEADING REFERENCES 


1. By lapidary’s hardness is meant, in contrast to 
Mohs’ hardness, the rate of wear upon the lap. In many 
cases it will be noted that this differs markedly from the 
conventional hardness designation. This is not to say 
that ordinary hardness does not hold, where the only prob- 
lem is scratching one stone with another. The difference 
is found when the stone is set on an abrading lap, to grind 
down a face to make a facet. Then it is often found 
that stones with identical Mohs’ rating have very dif- 
ferent rates of wear on the lap. 

It should be kept in mind that the Mohs’ scale of 
hardness is a purely arbitrary sequence in which the 
higher number indicates only a harder mineral, but there 
is no intention of indicating how much harder one stone 
is than another. A recent paper by Horace Winchell? 
suggesting the use of the Knoop hardness in mineralogy 
tester points this out. In it he gives values for the Mohs’ 
scale minerals as follows: 





1 Winchell, Horace, ‘“The Knoop micro-hardness tester as a mineralogical 
tool,” American Mineralogist, vol. 30, pp. 583-595, 1945. 
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2. The rate of polishing is usually in accordance 
with the rate of wear, but there are a few exceptions 
where a stone is far harder to polish finally than its 
rate of wear -would indicate. This is especially true 
with some of the unusual soft stones, often cut for col- 
lectors but of no value in the trade, and hence not in- 
cluded in our compilation. A rating different from that 
of the preceding column indicates that it is propor- 
tionately easier or harder to polish than to cut. 

8. Resistance to fracture.—Some stones are relatively 
weak and brittle. A few of these can break to pieces 
easily, or relatively easily, from a sudden blow or change 
of temperature while in a setting. Others, by contrast. 
will almost never be broken in two, at worst we may 
find only a little chipping along the edges. Great brit- 
tleness may be in part due to internal strain. For ex- 
ample, though both are beryls, emeralds are more brittle 


than aquamarines, and it seems possible that the chro- 
mium which gives the color to the emerald has set up 
stresses in the crystal lattice. 

4. Resistance to chipping.—A distinction was made 
between this and the previous classification because some 
stones, while not likely to actually break in twain, may 
very often—or invariably, as is the case with zircons— 
be chipped along the edges. 

5. Resistance to paper wear.—This interesting clas- 
sification refers to the wear of stones against each other 
while in gem papers. The classification is indicated, 
naturally, for the facetted stones; cabochon stones have 
few sharp edges to wear. There is no apparent rela- 
tionship between hardness and paper wear, for in each 
case the stone is wearing against a substance of like 
hardness. A factor in this case may be one of great 
directional hardness differences, which would result in a 
hard edge abrading a softer direction. This is the prob- 
able explanation of great paper wear, it would be an 
interesting line to follow up, if mineralogists some day 
adopt true hardness testing.instruments as ordinary tools 
of their trade. 

6. Resistance to fracture or chipping on setting.—It 
is well known among jewelers that certain stones are far 


more likely to fracture during the setting operation than 
(Please turn to page 212) 


. 


Characteristics of Various Gemstones 
































































































































Superior numerals refer to text. 
Resistance® 
} Resistance* | Resistance‘| Resistance’ | to Fracture | Resistance’ 
Mohs’ Lapidary' Rate of? to to to or Chipping | to Fracture 
GEM Hardness Hardness Polishing Cleavage Fracture Chipping | Paper Wear | on Setting | on Cutting REMARKS 
Diamond 10 10 Octahedral | Very good | Moderate® | Very good | Moderate? | Very good!* | Polishing is simultaneous with cutting. 
7 Good Chipping usually girdles—see text. 
Ruby and 9 9 gil (Rhombo- | Very good Very good | Very good Very good | Very good | Stars are a little easier to polish, Aus- 
hedral | tralian slightly tougher than Kashmir 
Sapphire Parting)!2 or Ceylon stones. Rubies may be a 
_ little more brittle. 
Nephriteand | 614 BY, BY, None! Very good | Very good | Very good! Good | Very good | Never take a high polish. Low true 
Jadeite 1? ' . . — _— 7 | hardness necessitates sooner repolish- 
ing than most stones. Often very 
. thin, and hence break on setting. 
Agate 7 81415 8, None Good Very good | Very good | Good Good Note that this does not refer to the dyed 
black onyx. See remarks under onyx. 
Precious Topaz 8 81, 8 Basal!* Moderate Moderate Weak Moderate | Good White is most likely to cleave. Cleavage 
Good on brown Brazilian stones negligible. 
Chrysobery! 814 8 814 Several Good Good | Good Good Very good | Cabochon catseyes more durable and 
Moderate resistant to damage than facetted 
7 forms. 
Spinel 8 8 8, None Good Good Moderate | Moderate | Good — 
to good 
Zircon 7% 74 73, None Moderate | Very weak | Very weak |.Moderate | Good Hardness variable—between stones and 
within a single stone. 
Onyx 7 7 7 None Weak!7 Weak!? —M Weak!? Weak!’ The preparation of onyx materially 
- ly shortens its life. See notes. 
Aquamarine and | 8 7, 71, Basal!8 Great! Moderate” | Great Moderate | Moderate | Emeralds require more caution. 
Emerald Poor Weak Great Weak 
Amethyst and 7 7 7 None?! Moderate | Moderate | Moderate | Moderate | Moderate | The heating appears to have no adverse 
Citrine effect upon the wearing qualities of 
citrine. 
Kunzite 7 8 722 Prism Weak Good Moderate Weak Weak?s Must be cut with table across long axis 
Good for best color. 
7 Care must be exerted to avoid over-heat- 
ing in-polishing. 
Garnet 614% oe 61, None | Moderate Moderate Moderate Moderate | Moderate Almandine easiest to polish. 
TM, ly 71, | Demantoids softest. 
Tourmaline 7 7 7 None*5 Moderate | Weak to | Moderate Moderate — Moderate’ | Heating may tend to weaken the green 
7, | Moderate | | stones. 
Peridot . 6 7 None Very weak | Very weak | Very weak | Weak | Weak | Really too soft for hard wear. 
Opal 5% j 6 6 None Very weak | Moderate | —4 Very weak | Very weak | Care must be exerted to avoid over-heat- 
61, ing in polishing. 
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Some “Did Say That 
And Were Misleading 


R five months now (ever since November) JC-K 

has been publishing “You Can’t Say That!”, a 
digest of Better Business Bureau hints on straightfor- 
ward advertising. That jewelers have read it, and 
profited by the hints contained in the series is unques- 
tionable—retail advertising has definitely improved. 
But there are still some jewelers who have either failed 
to follow the series or, if they’ve read it, have failed 
to pay any attention to the facts as presented. Because 
they still tend to defy some of the FTC regulations 
(which, incidentally, were in force and binding long 
before “You Can’t Say That!” started to run). 


DIAMONDS OFTEN MIS-ADVERTISED 


Apparently, diamonds lead jewelers into rhapsodies 
which tread on the toes of FTC regulations more often 
than anything else—or so our check of over 1500 news- 
paper advertisements would indicate. There is still a 
strong tendency to label diamonds as “perfect,” ‘‘flaw- 












H you're contemplating mat. 
timony, «has the ring for 
your rediant bride! Unrivaled 
anywhere for beauty and qual 
ity are the brilliant "Regis. 
tered Perfect” diamonds, set 
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Jewelry advertising, by and large, has improved vastly 
and misleading ads are relatively scarce. But some firms 


make statements which do the industry’s prestige no good. 
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less,” or “guaranteed.” “Guaranteed” what? we'd like 
to know. Guaranteed to be diamonds? Guaranteed not 
to dissolve in soap chips? No—just plain “guaranteed.” 

One firm, for instance, invariably appends a tiny tag 
on illustrations of its diamond rings, and the tag says 
“Guaranteed Perfect Diamond.” The FTC maintains 
that terms such as “perfect cut,” “perfectly cut,’ and 
so forth, are misleading. Also, in several instances the 
FTC has indicated that the term “guaranteed” may not 
be used unless the advertising contains, in addition, a 
clear and unequivocal statement of what the guarantee 
implies, i.e., return of purchase price, etc. The Amer- 
ican Gem Society looks askance at the use of the term 
“perfect” and suggests, instead, “flawless” when that 
is actually the case. 

Another firm advertises engagement rings which are 
“certified perfect.” Another example of the use of the 
unfortunate word since there is precious little perfection 
anywhere in this world, and even less in the field of 
diamonds. 

One jeweler, probably through careless composition of 

(Please turn to page 259) 
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Before: The Rebajes store occupies the premises - 
in which a restaurant was formerly located. The 
building looked like this before the remodeling. 


Window Lighting: This decorator's shop on Fifth 
Ave., New York, is a good example of open front de- 
sign and unobtrusive but excellent window illumination. 























Open Front: One of the 
most cutstanding examples 
of this design is the Reb. 
ajes store in New York. 


Store Planning 


Architect J. A. Fernandez, known to JC-K 
readers as the designer of several 
outstanding jewelry stores, explains the 
basic principles of modern store design. 


LL through the war years nothing much has been 

done in the way of building except interiors and 
the buildings devoted to the war effort. There have 
been, here and there, some fronts built, but these did 
not require structural changes since the War Production 
Board regulations prohibited extensive construction 
changes and consequently these have been more or less 
makeshift jobs, “face lifting” we may say, where the 
columns, beams, etc., had to remain and the architect 
or designer tried to cover them up with non-critical 
material. Some of these fronts were called “victory 
fronts” and this name really described what they were. 
The result, of course, was not always an outstanding 
job although some of them were fairly good, no doubt 
due to the ingenuity of the designer. 

During the war years, there has been talk and articles 
written about the “post-war” or reconversion period of 
tomorrow when new materials, new ways of merchan- 
dising, new this and that, which would be used in build- 
ing, and naturally in new store designing and planning. 

There will be new materials, new methods of using 
the old ones, new ways of doing things brought to the 
public, but store fronts and interiors are not going to 

























Before and After: Result of a face-lifting and 
expansion job on a drug store. Old store below, 
formerly occupied space at right of pillar. 

























| Keyed to Modern Merchandising 


be, for a period of time at least, so radically different by JUAN A. FERNANDEZ, Architect 
: that the well-designed stores of the pre-war period Member of Amesicen lasillule of Architects 
would become obsolete at once. There will be a gradual 
change in their design, as we have had in the past, due 
to the evolution of the materials. But the basic theories 
of good store design will remain. 

First of all, a store must function properly. A store, 
no matter how beautiful it looks, if it does not function 
properly is a failure. And that is why modernizing a 
store is a “specialist’s” job. Merchants who plan to 
modernize should be sure to acquire the services of an 
expert. There are architects and designers who are 
trained in this particular field. They should be called 
upon to solve the problems for the merchant. Each 
merchant knows his own particular problem, has some 
ideas about it, but nevertheless he should retain an ex- 
pert to develop his (the merchant’s) ideas, correlate 


(Please turn to next page) 


Lighting: An even distribution of illumina- 
tion is aim in modern store design without 
attracting attention to source. This store is 
also a good example of open-front design. 








Lighting: Another example of adequate and 
well-distributed illumination. Note spotlight- 
ing of display cases; also silhouetted sign. 










































Display Units: Wall cases and showcases 
should be designed for the merchandise they 
will hold. Wall surfaces should not be over- 
decorated to distract attention from niches. 


Store Sign: Store signature should be sim- 
ple, readable, and conform with the char- 
acter of the store and the design of front. 


them, add to them, or perhaps discard them, whole or 
in part if they are not sound, so that proper merchan- 
dising is the result. 

A well designed store consists of— 

1. The exterior or store front, in proportion to the 
balance of the store, which is the medium of display of 
merchandise to the passerby. 

2. Signs which identify the store and what it sells. 

8. The interior, where the merchandise is properly 
displayed and is easily accessible to the sales people 
and the public. 

4, Stock space, large enough to take care of the 
store’s needs. : 

Now regarding the store front. The windows in the 
store front are its “silent salesmen.” One of the prime 
factors is integration of all the parts that form the 
whole. The store front with its display mechanism has 
three functions to perform: 

1—Displaying merchandise. 

2—Advertising the store. 

3—Acting as an entrance to the store proper. 

The interior, which is the mechanism for selling, and 
which displays, sells and stocks merchandise, must be 
combined with the store front into a whole. Thus the 
“open face” or “visual front” as it is called, has been 
developed during the past few years. There should be 
no dividing line or barrier between the store front and 
the interior. Through the extensive use of plate glass 
and tempered glass doors (these are doors without any 
frame and made of half-inch specially treated glass), 
the entire store, rather than just the windows, becomes 
a medium for display or advertising. The traditional 


closed window thus loses static quality and becomes 
"(Please turn to page 261) 








Wall Display: Note how these wall niches 
stand out from wall and attract attention. 
Dark backgrounds and light framed outline 
provide a stage setting for displayed goods. 





204 THE JEWELERS’ CIRCULAR-KEYSTONE 




















cat 
o~ 
a 
Zz 
= 
a 
Z 
- 
ros 
an 





The best record ever made by a wrist watch 
at Neuchatel Government Observatory 


In the 1945 accuracy trials for wrist watches at the Neuchatel Government 
Observatory, concluded in December, Longines won the first prize for the best 
watch in the competition; and established the best record ever made by a 
wrist watch at Neuchatel since the beginning of these trials in 1941. The 
record achieved by the winning Longines watch represents a performance 
that is, in every respect, extraordinary. In this latest competition, Longines 
wrist watches won a total of 20 prizes. 


These accuracy trials revealed, for the first time, the improvements in 
manufacturing technique on which the Longines Factory has been working 
for many years. It is because Longines engineers and watchmakers are 
ever improving the procedures and practices of watchmaking that Longines 
watches have won 10 world’s fair grand prizes, 28 gold medals, and so many 
honors for accuracy in all fields of precise timing—year after year. 


LONGINES-WITTNAUER WATCH cCOo., INC. 


New York Montreal Geneva 


LLL OY, the Wirtdi. Uo Nonored Walch 
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The Woman Behind ‘the Counter 


The war demonstrated that jewelry selling was not only a man’s 
job, and the author’s twenty-five years of experience prove it. 


T is a well recognized fact that women represent 

over 75 per cent of the buying power of the nation. 
This is true, also, in the buying of jewelry. Until the 
past few years few women have sold jewelry; however, 
during the war women have proven their adaptability 
and usefulness and they have won a definite place behind 
the counter in the postwar jewelry store. 

Statistics also tell us that small merchants operate 91 
per cent of the retail stores and do 42 per cent of the 
volume of all business. There are no figures available 
regarding the percentage of women, and especially 
wives, of owners that are assisting in the family business, 
but from observation I am convinced that a goodly por- 
tion of the small business firms in our nation are family- 
operated, plus outside help when needed. 

Returning veterans are expressing preferences for busi- 
nesses of their own and many rightly expect the help of 
their wives. In my twenty-five years behind the counter 
helping my husband carry on his business, I have seen 
many things and had many experiences that may help 
those young people. 
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by MRS. W. D. JACOBY 


In all transactions the human element is very impor- 
tant. This is especially true in the jewelry store where 
confidence, integrity and personal interest in the cus- 
tomer’s needs and preferences are so vital to success. A 
woman of good taste, good breeding, tact and gracious- 
ness can use all these abilities. 

As she learns to sell, she will find her interests broad- 
ened and experience will so school her that she will de- 
velop almost a sixth sense in her ability to assist her cus- 
tomer select the right thing. Nothing pleases a customer 
more than this sincere, intelligent interest, and a pleased 
customer will travel many miles for this personal 
attention. 

During the early part of the war a number of student 
soldiers were billeted near our store. In their purchases 


we gave them all the service we could, gift wrapping, 
(Please turn to page 265) 


The friendly “woman's 
touch" imparted by Mrs. 
Jacoby endeared the 
store to many service- 
men. One returning vet- 
eran, discharged, travelled 
over 200 miles to buy his 
engagement and wedding 
rings from the store which 
had shown such genuine 
interest and helpfulness in 
his previous purchases. 
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WATCH FOR RONSON ADVERTISING 


@ Here’s your preview of Ronson’s dramatic 
Spring advertising—traffic-building sales mes- 
sages for the May-June gift season! Never has 
there been as concentrated, as dominating a cam- 
paign in the lighter field. And this is just a starter! 


@ Ronson leadership stems not alone from prod- 


Ronson Art Metal Works, Inc., Newark 2, N. J. 
FOR APRIL, 1946 
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uct superiority, but from consistent, mass-circu- 
lation advertising. Both mean fast movement over 


your counters of every Ronson product you stock. 
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‘WORLD’S GREATEST LIGHTER 


OUR SOTH YEAR 


OF LEADERSHIP *Trade Mark Res. 
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--- A Merchandising Primer 


illustrating the various cuts 
of diamonds are the stones 
cut from the famous Vargas 
Diamond. The square-cut, 
emerald, marquise, and a 
novel heart shape are 
shown, as well as some tri- 
angle cuts and a baguette. 
The only well-known cut 
not shown is the brilliant. 


F all the known gem stones the diamond is without 

doubt the most universally known and used in 
jewelry. However, to say that the stone receives the 
appreciation which is its due as to its particular charac- 
teristics which set it apart from other gems, would be 
erroneous. 

The diamond is in a class by itself both in eye appeal 
and in its physical properties that is approached by no 
other stone. First of all, it is by far the hardest sub- 
stance known to man. The next hardest natural sub- 
stance is corundum—of which the ruby and sapphire 
are familiar forms—but the diamond is estimated to be 
85 times as hard as corundum. Other substances harder 
than corundum have been made by man (tungsten car- 
bide is one). Corundum cannot scratch this but dia- 
mond-pointed tools are used to cut it with ease. 

Secondly, of all the gem stones, the diamond has the 
highest refractive index. Refraction is the bending of 
a ray of light and in a properly cut diamond, this prop- 
erty is brought out to its best advantage, thereby giving 
the stone its brilliance. 

The third quality which the diamond has is its power 
of dispersion. This is the power of breaking up light 
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Facts about the birthstones in 
an easy-to-read form for jewelers 


to pass on to their customers. 


into its six major color components. Thus a ray of light 
entering a diamond is separated into its component colors 
and of all gems, the diamond separates these colors the 
widest giving the most play of color. 

No other stone has played such an important part in 
history and the growth of nations than has the diamond. 
While some gem materials have a longer history princi- 
pally because they were softer and thus more easily cut 
and polished for use in jewelry, the diamond was still 
known and recognized in ancient times. The first men- 
tion of it in literature was in the Old Testament of the 
Holy Bible in the Book of Exodus, which is said to date 
back to 1700 B.C. 


(Please turn to page 267) 
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A tradition to treasure 


This advertising appears in: 


LIFE 
THE SATURDAY EVENING POST 

THE NEW YORKER 

TIME 

NEWSWEEK 

BRIDE’S MAGAZINE 

MADEMOISELLE 

CHARM 

AMERICAN MAGAZINE 

NEW YORK TIMES MAGAZINE SECTION 


CHRISTIAN SCIENCE MONITOR 
MAGAZINE SECTION 


AMERICAN WEEKLY 


FOR APRIL, 1946 


All over America today, an essential part of marriage 
plans is the diamond engagement ring . . . and the signifi- 
cant new diamond advertising, in the country’s leading 
magazines, is giving emphasis to this stirring fact. 
167,626,841 messages are pointing to the diamond as the 
symbol of young hopes and dreams... 167,626,841 
messages are gaining new friends for the diamond tradi- 
tion. These striking four-color pages are telling young 
couples who are about to be married the all-importance 
of seeking the advice of a trusted jeweler. De Beers 


Consolidated Mines, Ltd., and Associated Companies. 
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Mothers’ Day, 1946, sees 
thousands of ex-GI’s back 
from the war and anxious 


to give a gift that lasts. 


Official Mothers’ Day Poster for this 
year, designed by Hayden Hayden, de- 
picts a young mother and son, with the 
discharge emblem as a_ background. 





Gift Promotion for May 12th 


HROUGH the war years thousands of sons and 

husbands were able to send Mother’s Day greetings 
only by V-Mail. Thousands of others, more fortunate, 
were able to convey a somewhat more tangible tribute in 
the form of candy and flowers, dispatched through the 
medium of Army or Navy special services divisions. 

Now, however, these men are home at last. And as 
Mother’s Day, 1946, approaches, they are seeking a 
somewhat more substantial tribute in order to compen- 
sate for the years past. 

What better gift than jewelry, precious and ever- 
lasting? 

Mother’s Day, 1946, is a tribute to a great soldier—a 
soldier who has served on the home front, fighting with 
prayers and quiet courage, warmth and cheerfulness, 
during four bitter years of war. 

The nation will unite in honoring Mother on May 12, 
and the official theme of the observance will be “Remem- 
ber Mother . .. She’s a Veteran, Too.” An official poster 
for the campaign, executed by Hayden Hayden, dis- 
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plays a young mother and son against the background 
of the official service emblem. 

Jewelers, justified in entering the campaign for ob- 
servance of the event, may secure effective promotion 
materials from the National Committee on the Obser- 
vance of Mother’s Day, 393 Seventh Ave., New York 1. 

Particularly designed for the small jewelry store, an 
18-unit set of materials contains two 22-in. x 28-in. re- 
productions of the official poster, two 11-in. x 14-in. dis- 
play cards, two 12-in. x 19-in. display pennants, two 
10-in. x 24-in. streamers and 10 “reminder” badges for 
salespeople. Available for $3.50, the set (or larger 
quantities if desired) can be used effectively and taste- 
fully to focus public attention on the 1946 observance. 

Honoring Mother—making her happy—has always 
been the theme of the Mother’s Day observance. Origi- 
nally, only confectioners and florists sought to commer- 
cialize the day. But as years passed, more and more 


“enterprising” merchants saw in it a bonzana. Even- 
(Please turn to. page 272) 
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* Simulated 


AT THE BETTER 
JEWELRY STORES 


Ask for Victoria Pearl* i 
earl” Necklaces, Rings, Victoria is a registered trade-mark of 


Earrings —in the handsome Jewel Box, VICTORIA PEARL CO., LTD. 
designed feo your permanent ese, Rockefeller Center, New York 20, N.Y. 
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The Pearls 
in thie Jewel box 


THEY SELL THEMSELVES 


Of course they do, because Victoria 
Pearls give you the happy combination of 


Highest quality simulated pearls, 
in a varied price range. 


Priced for quick resale and high 
profit. 


Attractively packaged in the perm- 
anent use Jewel Box. 


Backed by a National Advertising 
Campaign to reach more than 
10,000,000 readers. 


Backed by the reputation of a firm 
in business for 45 years. 


ASK YOUR WHOLESALER TO SHOW YOU 
THE VICTORIA LINE 


VICTORIA PEARL CO., LTD. 


A DIVISION OF 


S. NATHAN & CO., INC. 
Rockefeller Center . New York 
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Hardness and Durability of the Gemstones 


(From page 199) 


others. Great caution must be observed in some cases to 
avoid pressing the prongs too tightly over the stone, or 
to remove a stone from a setting without applying undue 
pressure on the stone itself. On the other hand, some 
stones are very rarely chipped or broken during the 
process, and hence, are good ones for beginners. 

7. Resistance to fracture on cutting.—This classifica- 
tion really represents a summation of some of the other 
classes, with a few special additions of its own. Expan- 
sion by overheating is probably the most important fac- 
tor in causing stones to split on the wheel. A pronounced 
cleavage can be a factor, and once a split has started, it 
is almost impossible to grind away. Some stones almost 


Pressing prongs of 
mounting too tight- 
ly over stone has 
caused this diamond 
to chip on girdle. 





never split on the wheel, while with others splitting can 
be avoided only with great care. The coefficient of expan- 
sion of the stones in question is undoubtedly the impor- 
tant factor here. Here, too, is a fertile field for min- 
eralogical research. 


DISCUSSION OF THE NOTES ON STONES 


8. Diamonp: Diamonds are extremely sturdy stones, 
but chipping along the girdle edge is not uncommon. 
This may be due in part to the octahedral cleavage, but 
it is even more often due to the exposed setting in which 
a diamond is customarily placed, the hard wear to which 
it is exposed, and to its proportions. Mr. Espositer has 
expressed this thought very clearly: “According to popu- 
lar notion among lapidaries, a diamond is very brittle. 
Actually this tendency toward chipping is due to two 
factors; the exposed type of setting and the acute, sharp 
angled, girdle edges with which they are usually cut.”! 

9. Diamonds will rarely break in two, but chipping of 
the girdles, especially under the prongs, is relatively 
common. Any jeweler who has had much experience 
with resetting old diamonds knows this by bitter experi- 
ence. Even though the diamond is the hardest substance 
known, the buyer should be cautioned against abusing it. 





1 Personal communication. 
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10. The breaking of a diamond on the wheel is almost 
unknown, but occasional stones are found which shatter 
on the saw. This is due to internal strains in the crys- 
tal, this danger can be recognized and avoided by the 
examination of stones which are suspect in crossed Pola- 
roids. Stones in a dangerous state of strain show colored 
bands in the danger area. 

11. Rusy anp Sappuire: The rate of polishing of the 
harder stones is listed with the assumption that a soft 
lap, copper, tin or lead, is being used. The rate of polish- 
ing with a diamond-impregnated resin lap is about uni- 
form for all of these stones. On the other hand, a better 
polish is obtained on the soft metal lap. The possibility 
that the polish imparted by a diamond lap is really a 
smooth grinding, as opposed to a flown-surface “Beilby 
layer” obtained on some stones by the older types of pol- 
ishing, should be investigated. 

12, While corundum has no cleavage, individual crys- 
tals are sometimes intergrown along a rhombohedral di- 
rection, giving a plane of weakness in that direction, but 
at a definite layer. This is in contrast to cleavage, which 
may take place between any layer of molecules in the 
cleavage direction; this is known as parting. Repeated 
twinning may give a series of planes along which parting 
might take place, sometimes they are visible as bands 
within the stone, especially in rubies. 

13. NeEpHRITE AND JapEITE: The structure of jade, a 
felted interlocking mass of needles is responsible for its 
unusual strength. A single lath of one of these minerals 
does have a cleavage, but the whole mass does not, at 
least in two directions. There is sometimes a tendency 
toward schistosity in nephrite, a result of its formation 
under directional pressure in metamorphic rocks. 

14, It is improper to include a stone usually cut ca- 
bochon in this classification. It has definite hardness 
differences in different directions, however, and hence 
can be worn away and require repolishing. This material 
never takes a really smooth finish and high polish on a 
soft lap, because it wears down more in the softer direc- 
tions, the surface is, from a micro standpoint, uneven. 
A really hard lap might give jade a smoother polish than 
ever achieved so far. 

15. Acate: The great hardness rating on the lapi- 
dary’s scale is due to the finely granular texture of 
microscopic quartz crystals of which it is composed. 
There is little resemblance in rate of grinding between 
this substance and rock crystal quartz—though accord- 
ing to mineralogists, there can be no hardness difference. 

16. Topaz: The fine basal cleavage in this mineral is 
of more importance in the blue and white varieties than 
the brown. The brown Brazilian crystals are marked by 
a series of flaws paralleling the elongation of the crystal, 


and cleavage cracks at right angles to these are not 
(Please turn to page 271) 
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San Sapphire Ring 


. bbe ever. perfect gift for men — 
for successful MEN of loday — for 


young men, headers of tomorrow. 


Hiavold heohen 





ROCKEFELLER CENTER, 620 FIFTH AVENUE, NEW YORK, NWN. Y. 
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He’s Still in 


Show Business 


Next to creating designs, Mr. 
Haimoff prefers to show them. 


Customers, seeking an individ 
ized jewelry item, visit Haime 


David Haimoff ran away with the circus 
as a lad—now he makes custom jewelry 


for some of Hollywood’s brightest stars. 


by JUANITA CASSIDY 


IX years ago David Haimoff could not tell a dia- 


mond from a zircon, but today he is one of film- 


dom’s favorite creative jewelers and proprietor of a 
Beverly Hills jewelry store that is rated tops by com- 
petitors as well as. residents of the swank Los Angeles 
suburb. He is also one of the biggest gem appraisers in 
the community. 

A minor repair job for which he would not charge the 
customer pyramided Mr. Haimoff into success. In 1940 
a beautiful young woman in distress entered his small 
costume jewelry store and asked if he would repair a 
link in her necklace. No one else in the neighborhood 
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Mr. Haimoff shows customer sketch 
of specially-designed jewelry. 


would bother with such a small job, and she did want to 
wear the necklace that day. Mr. Haimoff had the broken 
link mended in less than a minute and a customer for 
life. 

The customer, who happened to be a promising 
actress, became interested in the sketches of his unusual — 
creative pieces and asked him if he would design some- 
thing especially for her. She was so pleased with the re- 
sults that she told her friends, and soon the stars were — 

(Please turn to page 272) 
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A well-informed advertising and retailing expert 
provides jewelers with “plain talk”’’ in an address 
delivered before the annual convention of the Ohio 


Retail Jeweler’s Association. 


by MILTON H. WALLACH 
The New York Sun 


EFORE I venture into a subject which so many 

of you gentlemen know far better than I, it may 
be of some interest to you to relate some observations 
made by me during a recent trip to London and Paris. 
Needless to say, the jewelry markets in both of those 
capitals are intensely active. Business is brisk, and 
demand is exceedingly strong. Both large and small 
pieces of jewelry are moving readily. 

There are conditions in Paris which, I doubt, have 
ever been paralleled. All jewelry is price-marked ac- 
cording to the price of the piece and the number of 
grams of platinum, gold or silver consumed in its mak- 
ing. If the customer doesn’t have sufficient old platinum, 
gold or silver, she must pay varying amounts for the 
metal, so that the jeweler can replace his stock. When 
I was in Paris, there was an extra charge of 500 francs 
per gram of gold. 

Prices were relatively high. It is no exaggeration to 
say that jewelers as a whole were not too eager to make 
sales. Inflationary trends were giving them profits in 
appreciation of inventories, and more important pieces 


are difficult to replace. Once more Europe, and the - 


world for that matter, is learning that precious jewelry 
is a hedge against inflation. 


Despite conditions that do not encourage the develop- 
ment of active jewelry trading, French designers and 
craftsmen are creating magnificent designs. The shops 
along the Rue de la Paix would be an inspiration to 
every jeweler sitting here today. In them you would 
find many new conceptions of jewelry worked out beau- 
tifully and uniquely. I am sure that in the near future, 
you will have replicas of these designs available. 
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The Outlook for Diamonds 








MILTON H. WALLACH 


PRICES ABROAD ARE UNSTABLE 


It is difficult to tell much about prices over there, 
because there is no stability of price structures such 
as we know here. For example, a well-known American 
brand of cigarette lighter sells for 15,000 francs in 
sterling silver . .. plus the prevailing charge per gram 
of silyer. Prices are meaningless in many instances. 
For example, some pieces are grossly overpriced because 
the jeweler is not anxious to sell them. This is par- 
ticularly true of jewelry set with gem stones. And then, 
of course, there is the matter of the exchange rate. 
While the franc is pegged at 120 to the dollar, any 
enterprising person exploring the black market would 
probably be able to obtain at least twice as many francs 
for his dollars. 

This doesn’t mean that a piece priced at 120,000 
francs, or $1,000 at the official rate, can be bought at 
the equivalent of $500 by means of black-market francs. 
The value of the franc, or any other currency, lies in 
what it can purchase, and today in Europe, money can 
buy less in jewelry than it can in these United’ States. 
The reason should be quite obvious. You can deflate 
currency, but you can’t deflate the value of a gem dia- 
mond. In fact, the lower money drops in value, the 
higher in price precious jewelry soars. 

Europe has poignant memories of the inflations and 
deflations that followed World War I. It knows from 
those bitter memories that money can become worthless, 
but diamonds never. 

While the subject is a bit dated now, I’d like in 
passing to disclose that jewelry saved countless thou- 

(Please turn to page 278) 
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mare and Emerald Cut fic Ffewel y 


Svery diamond set in our jewelry is cut in our own 


modern Cutting Suctery 


Specialists in the cutting of Square and Emerald Cut Diamonds 


Established in New York City since 1914 


H. & J. BLITS 


Diamond Cutters 
64 WEST 48th STREET NEW YORK 19, N.Y. 
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Interior of store showing con. 
venience and sales appeal to 
be had from open displays, 
Outlets are provided in units 
for demonstrating appliances, 











by W. RAY WILSON 


Note the pleasing effect 
of the corrugated con- 
struction glass when 
lighted from behind, as 
seen here in the walls 
of these diamond rooms. 


Retail Store Design In 


New Wholesale Showrooms 


Customers are able to visualize how 


goods will look in their own stores 















when they inspect them in retail 


atmosphere of new Halpern showroom. 


OW modern design and modern materials can add 

sales appeal to jewelry without detracting from 

the dignity that is traditional in the trade is well demon- 

strated in the remodeled Nat Halpern wholesale estab- 
lishment in Los Angeles. 

Granted that with this design there is dignity, mod- 
ern equipment, and certainly facilities for giving mer- 
chandise a maximum sales appeal, it may still be argued 

(Please turn to page 278) 


After remodelling, the store appeared 
this way to customers stepping out of 
building elevators. Note clear view. 
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MOUNTED RINGS 


MAGIC CIRCLE diamond rings are 

available in special mountings designed 

for capturing the greater brilliance of 
the MAGIC CIRCLE. 


LOOSE DIAMONDS 


Most dealers prefer purchasing loose 
stones. For their convenience and display, 
the Lucite Placque pictured above is supplied 
free of charge to all authorized dealers. 





e MAGIC CIRCLE PRICES ARE ONLY SLIGHTLY HIGHER MAGIC CIRCLE DIAMONDS ARE SUPPLIED IN 
(ABOUT 10%) THAN REGULAR CUT STONES. ONLY ONE QUALITY—PERFECT, HI-BLUE WHITE. 


EXCLUSIVE DISTRIBUTORSHIPS STILL AVAILABLE IN MANY CITIES 





LUDOLPH DEUTSCH COMPANY + + + CLBVE 
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Members of the A. S. Shaddow 
sales staff are all trained in 
the psychology of suggesting 
a ring for the groom. The sug- 
gestion is usually made just as 
the bride-to-be has made the 
selection of her own rings. 


by ROBERT LATIMER 


“Wedding Rings for the Men” 
Builds Volume for This Store 


The ladies are pleased with the suggestion that the man 
have a ring also, particularly when it matches hers. 


HE sale of men’s wedding rings, carefully matched 

to wedding and engagement rings for women, has 
become definitely “major volume” at the A. S. Shaddow 
Jewelry Company, Fresno, Cal. 

Like other jewelry stores, Shaddow’s finds that the 
urge sparking most such sales originated during the war, 
when men overseas or about to leave their families first 
became interested in the masculine band. “This gave us 
a chance to play them up heavily, and to extend the sug- 
gestion not only to military husbands, but to all couples 
planning marriage,’ Miss Nadine Bierman of the dia- 
mond department pointed out. “We have made a definite 
consistent promotion of men’s wedding rings ever since.”’ 


Shaddow’s has put the double-ring ceremony upper- | 


most in all newspaper and window advertising since 
1941, and by means of careful buying, has been able to 
maintain an excellent match between styles for men and 
women at all times. This extra effort in buying means 
the difference between the loss of a sale and adding an- 
other $40 to the wedding and engagement ring sale, ac- 
cording to Miss Bierman. It has helped to establish a 
record of three men’s wedding rings for every four en- 
gagement-wedding ring combinations sold to the brides. 
(Please turn to page 279) 
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Simple, yet modern, the exterior of the Shaddow store fea- 
tures a large diamond as an identifying part of sign. 
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= CAUSE AND EFFECT ~ 





A small town paper recently announced the fact that at a 
church picnic Mrs. O'Leary won the ladies’ rolling pin throw- 


ing contest with an astonishing toss of 185 feet. 


Further down the list of events we observed that Mr. O'Leary 
won the 100 yard dash. 


The two items may have constituted merely a strange coin- 
cidence or they may have been a rather startling example 


of cause and effect. 


All around us in every industry we see an increasing number 
of examples which have to do with cause and effect. The 
“cause'' being that certain retailers, wholesalers and manu- 
facturers have learned how to adjust themselves to present 
conditions and the "effect" being that they are getting 
somewhere as a result of being just a little bit smarter than 


their competitors. 


It takes more than average brains, more than average in- 
genuity and more than the average amount of work to get 


anywhere under present conditions. 


If this be preaching. make the most of it but forgive us be- 
cause we have had to practice what we preach. In spite of 
present conditions, we have assembled a line of mounted 
tings that are the most saleable merchandise on the market 
—and at rock bottom prices. 

If you are interested in an “extra edge" that will mean 


“extra profits" for you, we will be glad to present our line 





and discuss its possibilities with you. 


Tehless Harpo G0: 
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Jewels For Spring 
Go To Your Head 





























by JEAN GILMAN, Fashion Editor 
Margaret Ettinger Co., Hollywood, Calif. 





Betty Rhodes, radio songstress, poses with 
diamond daisy jewelry, designed by Lack- 
ritz of Beverly Hills, to complement her John 
Frederic's '‘'Bicycle-Built-for-Two'' hat. 


This fisherman's hat of shiny navy blue straw 
is worn by Miss Rhodes with gold and diamond 
jewelry by Lackritz in a sea urchin pattern. 


Hollywood is noted for its many 
fashion originations. The film 





eapitol now offers jewelry that 
is matched to milady’s new hat. 





ASHION is singing a new song this Spring season 
with its demands for a correlated theme in jewels 
and hats. In Hollywood, where the stars are ever. ready 
to accept a new fashion, the idea of matching jewelry 
with hats has already become a style item. With this 
acceptance, startling innovations have been created in 
the fashion and jewelry fields, and as a result, creative 
jewelry designers are now working closely with famous 
milliners to promote this theme. 

For instance, John Frederics has designed a “parasol 
bonnet” for Spring, and Lackritz Jewelers of Beverly 
Hills have followed suit by creating a parasol lapel clip 
in gold studded with diamonds. There are several hats 
(Please turn to page 288) 





i 










Typical of the Civil War era is the pink rose 
and black lace trimmed bonnet and the antique 
black lace parasol she holds that matches the 
diamond studded gold parasol she uses as a pin. 
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_ Gemstone Rings 
achieve the highest 

~ levels of artistry and 
_ distinction ... Stones of 
| specially selected quality 
» set in glamorous mountings 
| of exclusive design... 
_ Gemstone Rings in all the 


Panay «=O Aa. ]/; 


_ every retail price level Y YY, 
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~ from $25 to $5000. i) 








Heat Treatment of Gold Alloys 


Gold alloys, stronger than structural steel, are 
available in various color ranges, extending 
from 10K to 18K. Their use extends manufacturing 


possibilities for the jeweler using noble metals. 


by JOHN S. SHELL 


Director of Research and Development 


Thomas J. Dee & Co., Chicago, Ill. 


URE gold is a soft, malleable, ductile metal, beau- 

tiful in appearance but low in strength and elas- 
ticity. Pure silver and pure copper are also soft, malle- 
able, low-strength metals, but when the three are me’ ‘ed 
together in the correct proportions, an alloy may be pro 
duced which is harder and stronger than any of these 
three metals individually. Why it is possible to produce 
a strong alloy from weak components is one of the inter- 
esting and unusual phenomena of metallurgy. 

By incorporating in the alloy the correct proportions 
of metals of the platinum group in addition to the three 
elements, gold, silver and copper, a metal may be pro- 
duced which has even higher strength and elasticity than 
the ternary alloys. In the early days of the alchemists, 
(circa 1800 A. D.), jewelers became aware of the hard- 
ening influence of copper on gold and silver and many of 
the articles of jewelry now prepared from the karat 
golds would be useless if it were not for the strengthen- 
ing influence of copper. 


ALLOYS HAVE HIGH TENSILE STRENGTH 


Though jewelers have long realized that alloying 
would harden both silver and gold, they have seldom 
utilized the very high strength alloys of gold which can 
be produced. Noble metal alloys in the industrial and 
dental fields are now being employed which have a ten- 
sile strength of more than 150,000 Ib. per sq. in. When 
it is remembered that structural steel specifications usu- 
ally call for less than 70,000 lb. per sq. in., this remark- 
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. JOHN S. SHELL 


able strength of gold alloys (over twice that of struc- 
tural steel) can be appreciated. Unfortunately, the 
jewelry industry has not taken full advantage of the de- 
sirable effects which can be obtained either by alloying 
or heat treatment, and very often finished articles of 
jewelry could be enhanced in value appreciably if a few 
of the fundamentals of metallurgy were known and ap- 
plied by the manufacturing jeweler. 


ALLOY RESULTED IN TECHNICAL ADVANCES 


It is an anachronism that a jewelry alloy was em- 
ployed for the early investigation which resulted in the 
explanation of the heat treatment of gold alloys and yet 
the jewelry industry has been the slowest to utilize the 
beneficial effects of such heat treatment. About 1916, 
three Russian scientists were investigating the proper-. 
ties of the jewelry alloy, 18-karat red gold, containing 
only gold and copper. This research was published 
in an English journal and serves as the foundation for 
the scientific heat treatment of gold alloys. It was found 
that if, after annealing by heating to red heat, the alloy 
was cooled slowly it became brittle and could not be 
drawn into wire. . But if it were quenched (quickly 
cooled) at a dull red heat, it became malleable and duc- 
tile. The scientists investigated the cause of this change 


in physical properties and found that the brittleness was 
(Please turn to page 289) 
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THE MOST DIVERSIFIED 
STOCK OF QUALITY STONES 
IN THE WORLD! 


Here is one of America’s most sales-commanding collections 
of popular precious, semi-precious, synthetic and 
mitation stones . .. ready to grace the proud creations of 
the country’s foremost creative jewelry manufacturers. 
Here, blazing with dramatic brilliance born of perfect 
precision cut, are quality stones of every shape, color and 
description. ..every one masterfully measured and 
accurately sized with traditional K&B craftsmanship. 
This significant perfection is inevitably evoking a new 
dynamic interest on the part of jewelers everywhere. 
Anticipate the retail demand of alert merchandisers who 
recognize the compelling effectiveness of K&B stones. 
Earn the confidence and the loyalty of a discriminating trade 
by using a stone source of unequalled excellence ... 


Kittay & Blitz, Inc. We invite your consideration. 


Ui, 


KirtaYoo BUTZ me 


22 WEST 48 ST., NEW YORK 19, N.Y. 
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The old Chinese proverb of a picture heing 
worth ten thousand words is amply illustrated 
by the two photos of the Scott Jewelry Co., 
Laurel, Miss., above and at the right. The nar- 
row, cramped appearance of the old store has 
given way to the opened-up and spacious look 
of the new store at the right. Below, the 
new Sanders, Jewelers, located in Cairo, Ga. 


Confronted with a narrow store (17 x 60 feet) 
Sanders worked out an arrangement which com- 
bined good looks with modern efficiency. The 
Celotex ceiling, about 134, feet high, has 
fluorescent lighting in the center and small spot- 
lights above the counters. Walls are a pale blue, 
fixtures of light primavera wood, and the floor 
of two-toned brown asphalt tile. Wall cases 
are illuminated with fluorescent lighting while 
the display cases have incandescent fixtures. 
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The window of the Leonhardt 
jewelry store in Jenkintown, 
Pa., gives scant evidence 
of the travel bureau within, 





Travel Service Promotes Jewelry 


TRAVEL bureau in a jewelry store? Why not? 

The idea has given prestige and authenticity to 
foreign-made or foreign-designed jewelry in the shop of 
Marie Leonhardt, Jenkintown, Pa., jeweler, and could 
easily be equally effective elsewhere. 

Several years ago Miss Leonhardt left college, where 
she was studying medicine, to go into the gift and 
jewelry business. She acquired a tiny store in an arcade 
in the aristocratic suburb of Jenkintown, outside of 
Philadelphia. But this tiny store was not filled with 
merchandise. On the shelves were neat, white boxes, 
carefully labelled. Most of them were empty. But, if 
she lacked stock, Miss Leonhardt had natural merchan- 


Miss Leonhardt’s penchant for 
travel led to the amassing of 
foreign items and, ultimately, 


a travel bureau in her store 


by ANNA M. ROBBINS 
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dising ability, an artistic flair and a radiant personality. 
She gradually built up her stock until it filled the little 
shop and there were more customers than she could han- 
dle herself. 

Moving around the corner to a larger store, Miss 
Leonhardt hired an assistant. Soon she had extended 
her search for lovely jewelry around the world. 

When she entered a country Miss Leonhardt made 
friends and let her curiosity lead her to many places not 
ordinatily frequented by the average tourist. Each time 
she returned to her store she had tales to tell of the 
countries from which she had brought goods and, also, 

(Please turn to page 314) 
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Inside, travel literature and brochures 
are deftly combined with merchandise. 
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Earrings, pendants, brooches, bracelets, 


lockets, rings, cuff links 


SOMERS-ERNST CO., Inc. 


O.jJ. SOMERS CO. . Diamond Importers 
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Let a Specialist Do It! 


Appraisals, long a bugbear to jewelers, have been put on a sound 
basis by Southern California jewelers. Certain rules they have 
discovered can be applied by other retail merchants, elsewhere. 


N Tue Jewevers’ Cincutar-Keystone for last Sep- 
tember, the problem of appraising was discussed 
from widely differing points of view by jewelers 


throughout the country. Perhaps the solution that has 


been worked out by jewelers in Southern California, 
and that seems to be satisfactory to everyone concerned, 


‘may be of interest. 


























Returning servicemen are frequent appraisal-seekers. 


Jewelers in Los Angeles and adjacent cities and 
towns usually refer appraisal seeking parties to an 
established appraiser (in many instances to my office), 
and confine their own appraising to their own regular 
customers. Many others show up in incredibly large 
numbers: Servicemen who load their pockets with cul- 


tured pearls from Japan, with sapphires and rubies - 


from India or Burma, with jade from China, with opals 
from Australia, with “antique” jewels from Italy or 
with a ring, inset with a glass stone, from Hitler’s re- 
treat in Berchtesgaden. People come who answered an 
ad in a local paper or who want to put an ad in a paper 
to dispose of some heirloom, but want to be sure of the 
value before they sell. Always a large group, before 
Christmas, are those who are buying some gem from a 
“friend” in the business, a retailing wholesaler, or a 
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by WALTER HERZ 


Gem Merchant and Appraiser 
649 So. Olive St. 
Los Angeles, Calif. 


retailer about whose integrity they are in doubt, an 
auctioneer, a discount house or even the post exchange. 
It is a full time assignment to handle properly all these 
appraisals in addition to insurance, estate and some un- 
avoidable courtesy appraisals. 

Most retailers have decided that they have neither 
time nor inclination to be burdened with this hardly 
profitable, but nevertheless responsible job. After all, 
they are in business to sell merchandise, and one im- 
portant sale may mean more profit than all the ap 
praisal fees in a year. Incidentally, it takes plenty of 
calls to make it worth while for an appraiser to stay in 
business and meet the expenses of maintaining an office, 
with experienced and trustworthy help, insurance and 
all the other items of cost. 


Q 





>\ 


Fees depend upon the value of the item to be examined. 


“What do you charge for appraising?” is a question 
I hear every day. The fee depends on the value of 
the item to be appraised, on the length of time involved, 
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on the hour of the day, and on other circumstances. I 
don’t charge a percentage of the value; I don’t think it 
is wise to do so, because I don’t-want skeptics to suspect 
a higher valuation for the reason of a higher fee, and 
because I consider it better business practice to let peo- 
ple know beforehand what their expenses will be. I 
therefore make it a point to quote the exact amount of 
my fee before I start the job, which eliminates possible 
later arguments. I also make an exception and charge 
a flat percentage to general appraisal companies for 
whom I do some work on a subcontract basis. 

The charge for individual appraisals ranges between 
$2.00 and $200.00. Two dollars is a minimum fee for 
an appraisal, which applies to items of retail value up 
to a few hundred dollars. However, if an item has lit- 
tle or no value I generally don’t charge at all unless a 
written statement is wanted. The fee for an appraisal 
of an item worth between $500.00 and $2,000.00 is 
$5.00 or $6.00. If several items are included in one 
appraisal the fee will be less per item. If a client is 
checking the price of an item which he has bought re- 
cently or intends to buy I feel justified in charging a 
higher fee than in a case of a “genuine” insurance ap- 
praisal. ; 

A diamond worth $20,000 demands a higher fee than 
one that is worth $2,000, though it will not be ten times 
as much. Perhaps it should be that way, but people 
just won’t pay so much. Recently a woman came to 
me with a $30,000 diamond ring which she admitted she 
was intending to buy, but tried to dicker about the ap- 
praisal fee of $25.00, claiming that she never paid more 
than $15.00 in New York! And yet the investment of 
a little fortune of $30,000.00 was entirely dependent on 
this appraisal. 








Fees should be higher at noon, the appraisal "rush hour”. 


Obviously, the amount of time to be spent on an ap- 
praisal must also play a part in the fee, though time 
alone should never be a determining factor. The hour 
of the day is also important because so many people 


want jobs to be done around noon. Therefore, I reduce ' 


the fee for important jobs which I can start at 9 o’clock 
in the morning and thus ease the peak load at noon. Fees 
for appraising outside of the office are considerably 
higher. I do it in the morning only and charge a mini- 
mum of $30.00 to $50.00, unless the location is close to 
my office. When I spend a complete day on an outside 
job I charge $200.00. 

I won’t do any appraising unless I have proper light, 
i.e., unobstructed daylight, with a preference of north 
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light. This eliminates bank vaults or similarly unspiteg 
locations. Every stone of importance is described ag to 
measurements, weight and quality. The quality de. 
scription of a diamond mentions color, cut, purity, and 
possible chips. Only diamonds which I examine loose 
may be called absolutely flawless. Stones examined jp 
mountings may be described only “apparently” flawless, 
We clean rings which are too dirty to be examined 
(and many are), but, strange enough, people will object 
to that occasionally too. We appraise all jewelry jn 
the presence of the owner, and thus assure the “doubt- 
ing Thomases” that their stones won’t be switched. 


Aan 














Appraising in customer's presence builds confidence. 


In order to know how to evaluate a gem, I inquire 
about the purpose of the appraisal. Though in most 
cases it will be clear from the beginning whether the 
appraisal is desired for insurance, for estate settlements 
or other definite purposes, it is amazing sometimes how 
hard it is to get the information necessary to make the 
proper appraisal. Yet this is essential. For example, 
if someone wanted to know the value of a piece of jewel- 
ry as collateral, I would serve him poorly with a retail 
replacement appraisal, and I would do an equally poor 
job by quoting the price a customer could expect to get 
for a gem that has just been or is about to be purchased 
from a retail jeweler. 

Sometimes after having given an insurance appraisal, 
I am asked, “What could I sell it for?” Well, the truth 
is not only honest but easy. By pointing out that the 
difference between the cash value and the retail price 
is not all due to the retailer’s mark-up, but also to excise 
and other taxes, to the ever-changing styles in design 
and to the very fundamental fact that there is a differ- 
ence between a brand new gem coming out of the fac- 
tory craftsman’s shop and a second hand piece (par- 
ticularly in the case of a wedding ring), I set at ease 
most angry moods. 

When the appraisal is desired for the express purpose 
of selling jewelry from one private party to another, I 
appraise the cash as well as the retail value and advise 
the seller or the buyer, as the case may be, to set his 
price somewhere between those two figures. An ap- 
praiser, like a lawyer or doctor, has to give such in- 
formation as will serve the concerned parties best. The 
trade will always have to contend with a good number 
of deals going on among the public, with no benefit to 
the trade, and at the present time where the private 
seller does not have to collect 20 per cent excise tax, as 
the retailer does, the situation is aggravated. 

(Please turn to page 315) 
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King's radio show packs them in every 
Saturday at the CBS Studios, Hollywood. 


Mr. Behrstock and his staff look over 


one day's mail resulting from his '3-B's 
half-hour radio show on Saturday. 


Onee They're Started KNX 
They Keep On Coming 


HREE of our old friends now have changed their 
spending habits. They are Mr., Mrs. (and very 
important) Miss “Weekly-Pay-Check-Earner.” 
During wartime, the change to buying more and bet- 
ter merchandise was attributed to a fatter paycheck. 


This was a condition brought about by steady work at’ 


high wages, plus overtime. But now, although wages 
are on a more normal level with overtime bonuses 
eliminated, our wage-earning customers are still buy- 
ing good quality goods and buying freely. Pre-war 
predictions that wage earners would pass out of the 
prosperity era the moment the war ended, have proven 
unfounded. 

Plane plants here on the West Coast, as well as prac- 
tically all wartime industrial activities, are now oper- 
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by SAM BEHRSTOCK 
The King Jewelry Co. 
Los Angeles, Calif. 





Newspaper ad draws attention 
to store's weekly radio show. 
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Entertaining! 
Thrilling! 2 


Presented by 
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ating on a full time basis. Many new industries are 
utilizing old wartime buildings, or erecting their own 
new plants. All this, apparently means a long, con- 
tinuous period of substantial weekly pay-checks for the 
several communities in which our stores are located. 

Since V-J Day, this organization has undertaken a 
thorough analysis of customer buying habits. This was 
necessary in order to have on hand, as far as possible, 
the kind, grades and types of goods which would appeal 
to the greatest number of our customers. 

Results of this analysis point to a steady demand for 
well-advertised brands of known quality goods. 

This brings us to two important questions in the 
operation of our stores: 
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BONDED DIAMOND RINGS 


Dramatic full-color ads in leading national magazines 


Movieland | tan al 
| 


command attention ...create customer demand for 
Cardinal Bonded Diamond wedding and engagement 
rings. Powerful sales promotion and merchandising aids. 
plus a unique new selling idea builds customer con- 
fidence and sales. An actual Bond, given at the time of 
%. , purchase assures customer satisfaction. Write today 


4 
\ for further details. 


e Full color ads in e Window Displays! e Radio Spot 
leading national e Counter Displays! Announcements! 


magazines! @ Dealer Ads! e Newspaper Ads! 


CARDINAL DIAMOND SYNDICATE 


BAUMAN-MASSA JEWELRY CO., ST. LOUIS, MO. ¢ M. B. BARKAN COMPANY, MILWAUKEE, WIS. 
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(1) How to warrant the trade of these newly-wealthy 
pay-check families? and 

(2) How to serve them so they will be permanent 
customers? 

First, we believe it is necessary to know the trade 
well, in fact intimately. Then comes an attractive store, 
well stocked with salable items. Thirdly, one must have a 
well-posted, courteous sales and office force, trained to 
give the utmost consideration to the customer. All these 
ingredients must be thoroughly mixed with the cement 
of true business friendship and understanding. 


FRIENDLINESS IS ESSENTIAL 


Regardless of how fine a store may be, or how exten- 
sive the advertising, unless that tangible asset of genuine 
friendliness is present, from the owner down to the 
porter, the store will be just another store and not a 
growing, living institution. 

An example of friendliness: We have customers in 
all of our suburban stores who, with no idea of making 
a purchase, never pass our doors without coming in to 
say “Hello!” These people are our friends, not just 
our customers. We sold them rings when they were 
married, and now we know their families and enjoy 
seeing their children. 


You ask “That’s all right in towns up to 100,009 
but what about the larger cities?” . 

The same feeling of friendliness may be developed 
where the traffic is heaviest. If friendliness works jp 
a town of 5,000, it will work a hundred times better in 
a town of 500,000. 

Friendliness is the only way in which to serve our 
newly created “wealthy” buying public. They may not 
be too well versed in who makes the finest watches and 
silverware, or what constitutes a satisfactory diamond 
purchase, but they are receptive to courteous, intelligent 
treatment. Realizing that, we insist that the customer 
be treated and handled with the utmost consideration. 

The example set by the management is of the utmost 
importance. The head of the concern must have the 
right mental attitude and it is natural for him to gur- 
round himself with people he can respect and trust, the 
kind of people who are in keeping with his way of 
thinking. They must be made to feel that he wants to 
conduct his business in accordance with the best prin- 
ciples. 

A dealer who is ruthless in his living will be ruthless 
in his business dealings, which in turn will be reflected 
in the treatment accorded his customers. 

(Please turn to page 817) 


Knowledge of your trade, an attractive, well-stocked store, and 


a keen, courteous and friendly selling staff are ingredients 


of the King Jewelry Co.’s recipe for a successful business. 
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Many customers occasion- 
ally drop in the store to 
say "Hello". — The visits 
are welcomed because they 
give Mr. Behrstock oppor- 
tunity of keeping in touch 
with his customers’ wants. 
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130 West 46th Street o New York 19,N.Y. 
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Simple Spring 
Fashions Call For 


Jeweled Accents 


HE fashion magazines are making quite a to-do 

about reviving the fashions of the twenties. They 
are all for having the girls turn themselves into the 
slouching, knock-kneed creatures John Held, Jr., immor- 
talized a few decades ago. The hats they'd like to see 
are the shapeless, head-hugging, ear-coveringe helmets 
that were the pets of the flappers. They’re quite taken 
with the new short bob, its “dips” and frizzes—and its 
long hours at the hairdressers. There’s no telling how 
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Spring fashions call for 
sweaters. and bright jewelry 
serves to complement these 


examples of vernal finery. 


Three bracelets, each in a different 
design, are all that is required with 
this fitted suit sweater of fine light 
wool with three-quarter length sleeves. 


by RENEE FORBES 


Jewelry consisting of silver necklace, 
earrings and bracelet hightlights this 
costume. The sweater features a ribbed 
neckline to accentuate the choker. 


$ 
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soon they’ll be advocating the dropped waistline and the 
rolled down stocking. We don’t set ourselves up 4s 
fashion arbiters but, gosh, girls, let’s be sensible! Con- 
ditions are bad enough these days without adding to 
the general misery by reviving one of the most unfortu- 
nate eras in the history of fashion. Everybody had just 
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... and advertised more than any other cultured pearls in the world, 


IMPERIAL PEARL SYNDICATE 
Chicago: 5 N. Wabash Ave. New York: 67 Fifth Ave. 





... Unsurpassed in quality 


The first post-war importation of 
treasured Imperial cultured 
pearls has just been received. 


These radiantly beautiful cultured 
pearls . . . in necklaces, earrings 
and pins . .. are available in limited 
quantity, to leading jewelers. 


OFFICES : 
Los Angeles: 607 S. Hill St. 
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A soft, two-piece suit of wool jersey, 
buttoned up the back, is set off by 
a massive bow pin and hoop earrings. 


Photographs from 
June Hamilton Rhodes. 


Jewelry by Napier. 


about agreed that the flapper age was a reaction against 
hide-bound Victorianism and that it went to all sorts of 
excesses in order to get away from bustles and chape- 
rones. Well, we don’t need that sort of psychological 
uplift today, ladies, so let us be... please! 
Furthermore, and here we come to something a bit 
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Additional jewelry may be worn with 
this suit sweater with its short sleeves 
and round neck. A silver necklace, 
bracelet and earrings are shown here. 


closer to the jeweler’s heart, jewelry suffered an almost 
total eclipse in the boyish twenties and an eclipse is 
something that we can very well do without. To calm 
any fears that may have been aroused, be assured that 
as of today, there is little danger from that direction. 
Jewelry store sales reached an all-time high last year 
and, from all indications, they will go even higher this 
year. All this in spite of taxes, shortages, and fashion 
revivals. 

If it isn’t too painful for you to look back, you will 
recall that earrings and finger rings held no such impor- 
tant place in the wardrobe of the heroine of “Flaming 
Youth” as did her raccoon coat and her rosebud garters. 
In glancing through a batch of photographs of that era 
we found that the only discernible adornment on most 
of the box-like figures was a long, dangerous looking 
string of pearls reaching sometimes to the hem of the 
very scanty garment. The object of the game, appar- 
ently, was to see how far you could walk without trip- 
ping over your necklace. 

(Please turn to page 319) 


THE JEWELERS’ CIRCULAR-KEYSTONB 








36 West 47 Street + N.Y. C. 19 


re ps RE RRO PES ang 
aii Etta, 

Teen Sea 
gee? 





| 


FOR APRIL, 1946 , 








Exterior view of the new Schmidt 
store shows the emphasis laid on 
the firm's distinctive signature. 
This device appears in identical 
form on all stationery, advertis. 
ing, boxes, and gift wrappings, 


by FRANCIS A. KELLEY 





| 
a More Room for That Expert Service 


| 
| OW H. W. Schmidt held his “light” high to guide efficient store employing seven people. ‘The store itself 


customers into his Duluth, Minn., store, has been is operated by two lady salesclerks, and the shop, in the 
amply demonstrated in “Emphasis On Expert Service” rear, boasts four men and a lady recorder. Mr. Schmidt 
(JC-K for August, 1945, p. 108.) himself is in charge of the entire enterprise. 
Now, however, the light can be held even higher. For The front of the building is finished in black with 
the Schmidt firm now boasts an ultra modern, highly- rectangular windows 40 in. deep. The entrance is wide 


The Sehmidt Store in Duluth 
now bheasts a completely new 
and highly efficient set-up 


for greater publie service. 


"Tipped in" display cases, which tend 
to be smaller at the base, are one of 
the features of the new Schmidt store. 
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Behind the corrugated glass display, the shop and 
office staffs work busily. Note glass-brick window. 


and close to the sidewalk and acts as another window 
into the store itself. The ceilings in the windows are 
of latticed construction through which the light comes 
easily, and for that reason no fixtures are required. The 
light bulbs and floor lights are so arranged that the 
light can be thrown at any angle. The background, 
sides and floors of the windows are of red mahogany. 


DIAMOND ROOM IN FRONT OF STORE 


The front part of the store itself is 50 ft. deep; on 
one side of the door is a diamond-examining room, and 
on the other side a small office. Twenty feet of lighted 
wall cases and twenty-four feet of display cases, all 
finished in dark red Philippine mahogany, stretch to 
the rear of the store. In the rear there is open shelv- 
ing for gift merchandise. Lights are all flush in the 
ceiling with additional spots over the show cases. The 
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General view of the Schmidt store 
showing lights which are flush with 
the ceiling and small spotlights 
over the various display counters, 


This center background of 
corrugated glass, displays gift. 
wares as well as camouflaging 
the entrance to the workshops 
and offices in the store's rear, 





center lane of the ceiling is recessed and has hidden 
neon tubing which disperses a soft glow. 

The center background, brought forward into the 
store approximately five feet, is made of corrugated glass 
with glass shelving on which choice pieces are display- 
ed. This panel camouflages the entrance to the shop, 
in the rear. 

The rear of the store, on either side of the corrugated 
glass panel has open glass shelves on which the finer 
and better grade gift merchandise is displayed. Through- 
out the store, with the red mahogany, is a light green 
center ceiling and the lower ceiling and walls are a 
delicate coral shade. The floor is of asphalt tile with 
a center lane of light cream and orange and brown sides. 
Show cases are of special construction with the front 
panel leaning back thus giving additional knee-room. 

Behind the corrugated glass is a lobby. An open 
counter forming a window closes off the repair shop 
which has a huge glass brick window for the back wall. 
Five watchmaker benches, a jewelry bench, and a desk 
for the girl who does the recording are evenly spaced. 
In addition to the shop which is modern and well equip- 
ped, there is a small stock room, a lunch room and a 
private office in the back part of the building. The 
packing and store rooms are in the basement, where the 
lapidary and heavier equipment for jewelry work is 
also located. 
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HIGHLIGHT THE SPRING CAMPAIGN FOR 


GENUINE REGISTERED 
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DIAMOND RINGS 


TRADE MARK REGISTERED 


” 


You have learned to\¢xpect great things from Keepsake... America’s 
largest selling diamond ting». .and Keepsake has never failed. Now 
comes the exciting news of Keepsake’s tremendous Spring Advertising 
Campaign . ..52 insertions in 15 leading magazines—Life, Glamour, 
Charm, Mademoiselle, Esquire, Good Housekeeping, Movie Story, 
Seventeen, Liberty, Motion Picture, Screen Guide, Screenland, Silver 
Screen, Movie Show and Junior Bazaar...all this in addition to 400 
newspaper insertions in the 100 largest American cities... 
A grand total of 452 advertisements. . . 115,163,856 
circulation . . . and a readership of 494,301,324. 


| pe Jorwdrd with 


GENUINE REGISTERED 


DIAMOND RINGS 


TRADE MARK REGISTERED 


A. H. POND CO., INC., SYRACUSE 2, N.Y. 
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Jewelry Makers 
Adapt Cellini's 
*‘Lost-Wax Art 





Above—After wax has been poured in 
die (or carved into shape) and has 
cooled, it is then checked for minor flaws. 
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Above—First step in the process is cut- 
ting steel dies of the article to be re- 
produced, In some cases this step can 
be entirely eliminated in jewelry-making. 


This Sixteenth Century process, found 
valuable in war production, is now 
used in casting intricate jewelry designs. 





N age-old jewelers’ secret, originally discovered in 
the Sixteenth Century by the Florentine goldsmith 
Benvenuto Cellini, was one of the cases of “know-how” 
which enabled American industry to set the production 
records it did—and lick the Axis! 

Faced with an order for an exquisitely-carved gold 
statue, the ingenious Cellini carved it of wax, surrounded 
it with clay and then, upon heating, hardened the mold 
and melted the wax which ran out of a tiny hole at the 
bottom. It was then a simple matter to pour molten gold 
into this mold and lo! the statue was completed. 


Four hundred years later American manufacturers 
were faced with the problem of mass-producing thou- 


Left—The wax model is removed . from 
the steel die by means of a small tool 
and infinite, painstaking care. Imperfec- 
tions, and cavities are then corrected. 
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Specialists in 
the Distribution 
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Good Merchandise 
to the 

Retail Jeweler 


A.6, Beclon be. Chicago : 
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BRANCHES IN DENVER, DETROIT AND NASHVILLE 
"THE BIG, FRIENDLY WHOLESALER THAT HAS EVERYTHING" 
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by FLOYD McKNIGHT 


sands of tiny precision parts for the instruments of war. 
Conventional casting methods, slow and expensive, 
would prolong the job. But a modification of the Flor- 
entine’s lost-wax method provided a simple and inexpen- 
sive method of producing the desired castings. 


Now, in the post-war period, the lost-wax method has 
come home again. It is being used for the manufacture 
of jewelry of all kinds and, in particular, those items 
which require a delicacy of line—such as rings. 

The advantage of the lost-wax method in jewelry- 
making, from its inception to the present time, is the 
fact that a delicate and intricately-shaped item can be 
produced in a single piece, eliminating the need for 
soldering or welding. The method also frequently per- 
mits tremendous reductions in manufacturing costs. For 
instance, a ring which might require from 12 to 14 hr. 
to make by other methods can be produced with the wax 
mold process in 15 min. and at a labor cost of a few 
cents. 

Development of this important and economical casting 
method for twentieth-century purposes is credited to 
Thoger G. Jungersen, president of the Jungersen Cor- 
poration, of Summit, N. J., which holds a series of pat- 
ents under which manufacturers desiring to use the 
methods are licensed. 

J. R. Wood & Sons, Inc., New York ring manufactur- 
ers, were among the pioneer users of the lost-wax tech- 
nique in war production. When the firm entered indus- 
trial precision casting production with the formation of 
J. R. Wood Products Corp., it drew on its fund of skills 
from the jewelry industry and came up with a modifica- 
tion of the Cellini system. 

The step-by-step procedure of applying the “lost 


(Please turn to page 320) 
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Left—After being covered with plaste; 
of paris or other "investment", wo, 
models are placed in a furnace and wax 
is evaporated out, leaving hollow shell. 


Center—Shells left by evaporation 
of wax from within the "investment" 
are filled with molten metal alloy, 
When cooled, shells are cracked and 
the finished metal items remain. 


Bottom—A wide variety of intricately 
shaped objects may be cast by this 
method. The plaster "investment" is 
always destroyed in the final stages. 
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BURGLAR PROOF 
SAFES 


AND BURGLAR PROOF CHESTS 
READY FOR IMMEDIATE DELIVERY 
WHILE THEY LAST! 


No. 845 Built like a 
bank vault, both fireproof 
and burglarproof. Outer 
door crane hinged with 
pilot wheel. Back of door 
glass covered. Combina- 
tion lock and Whatmore 
inner chest has 2 doors 
with combination lock for 
privacy affording double 
protection—"'It's a Gem" 
—Price $1745.00. Size out- 
side 62" high, 37" wide, 
30" deep. Interior 42" 
high, 25" wide, 16" deep. 
Inner chest size 241/," 
wide, 15!/," high. 




















CLOSED VIEW 
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No. 846 Fire and bur- AW 


KY 
glarproof, built accord- Kc) I Size outside 72"high, 
ing to Post Office spe- 43" wide, 34" deep. in- 
cifications. Combination terior 48" high, 27" 
locks on both outer wide, 17" deep. Chest 
doors and inner chest. size 15!" high, 27" 





















































Inner chest crane wide, 17" deep. Price 
hinged. $865.00. 
WE ALSO SEND US 
HAVE YOUR 
OTHER SIZES REQUIREMENTS 





TNo. 847 Burglarproof crane hinged 
chest.. Can be used "as is" also can be 
installed in your present safe. Combina- 
tion lock. Extra protection at little cost. $225.00. Size outside 18" high, 46" wide, 15!/2" deep. 
Inside, 13!/." high, 41!" wide, 734" deep. 


EMPIRE STATE SAFE CO. 


245 CANAL STREET NEW YORK 13, N.Y. 
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UR soldiers and sailors are coming home. 

For many months crowded trains will be pulling 
up at city stations and flag stops throughout the country 
debarking the home folks’ heroes. Soon these men and 
women will be taking off their uniforms and donning 
civilian clothes preparatory to resuming their places in 
the civilian economy. 

Are you, as an employer, prepared for them? 

The majority of veterans do not return to civilian 
life disabled or in need of vocational rehabilitation. In 
fact, the word “rehabilitation” has the same effect on 
the average returning serviceman that the waving of a 
red flag has on a bull. It’s anathema and should be 
dropped from the post-war. vocabulary. 

However, this does not in any way lessen the respon- 
sibility and obligation of employers. There is both a 
legal and moral obligation to see to it that the veteran 
is assisted in taking his place in his old community with 
a minimum of confusion or unnecessary delay. Rather 
than adopt the prevalent attitude that we are patriots 
discharging an obligation, however (there has been too 
much of that), we must keep in mind the fact that all 
have much to gain by the return of thousands as mem- 
bers of the Nation’s economy. If plans are made from 








Most important to the ex-serviceman is to know he's wanted, 


Returning Employees Need More 


Than a “Welcome Home’? Sign 


Consider the advantages that your former employees have gained 
as a result of being in the service; write to those not yet 
discharged and explain their part in your firm’s future plans. 


that standpoint, the veteran and employer will profit 
alike. 


FIND OUT HOW THE SERVICEMEN FEEL 

Does the employer know what has happened to his 
former employees? How many will want to return to 
the company? How many will want to return to the 


old job? Have any of them suffered injuries which © 


would disqualify them for the job they held before 
entering the service? How many have learned skills 
which would make them more valuable to the concern 
in a new job situation? 

These are questions to which every employer should 
get the answer now. He should know exactly what kind 
of men he will get back from the Army and Navy, and 
where he can use them to best advantage—to the best 
advantage of both the employer and employee. 

Many large corporations have kept in touch with 
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by Col. EMMET G. SOLOMON 


Chief, Veterans Personnel Division 
Selective Service Commission 


their former employees in the service through the com- 
pany publication. They have attempted to keep the 
serviceman up to date on company activities through 
this medium. Bulletins have been prepared and sent 
to servicemen, giving an historical summary of the busi- 
ness, general nature of the work, advancement possibili- 
ties for both men and women, and the personal qualifica- 
tions required. 

Such publications have been received with interest 
by the servicemen, but most of those who are returning 
to a former employer say “What I want is a letter from 
the boss telling me where I stand.” They are looking 
for a letter which will give them some idea of the job 

(Please turn to page 322) 
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A former pilot of the war-famous Flying Tigers launching a consignment of Wallace Sterling via the 
non-oscillating “baseball” parachute. Shipments by this advanced method have gone to seventeen cities 


‘ aeross the nation. These were the first regularly scheduled deliveries of the kind. 
From coast To coast. with the use of the high speeds. 

| dramatic new “baseball” parachute, ship- This promotion is typical of the progressive 

i ments of Wallace Silver sped fast and straight spirit at Wallace Silversmiths—the same 

/ from Wallace craftsmen to Wallace retailers! forward-looking attitude which created 

| The “baseball” parachute, a war advance, Wallace famous Third-Dimension Sterling, 
eliminates opening and landing shocks so the only flatware with “All The Aspects of 
that even the most fragile freight is landed Beauty,” featured in Wallace 1946 advertis- 
safely and accurately from planes flying at ing in full-color in leading national magazines. 


WALLACE SILVERSMITHS 


WALLINGFORD. CONN. 
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STORE TALKS KEEP EMPLOYEES ON TOES 
(From page 195) 


gram at Vernon Jewelers. The Websters have steadily 
steered a merchandising course designed to stimulate an 
interest in finer jewelry and giftware, and the inhabi- 
tants of this wheat-growing region have responded en- 
thusiastically to the merchandising lodestones the store 
has adopted. 

Beauty and efficiency are astutely blended in the Web- 
ster’s stores. Fluorescent lighting equipment is used 
throughout the Salina store, which embraces a space of 
113 feet long by 25 feet wide. 

“It is axiomatic among jewelry merchandisers,” com- 
mented Vernon Webster, “that fluorescent lighting is a 
decided disadvantage in showing diamonds, but we have 
turned this disadvantage into an advantage. We always 
advise the diamond shopper that he is examining the dia- 
mond under unfavorable lighting, and that the diamond 
will appear much more brilliant in natural sunlight. The 
strategem has been of help in allowing us to say, quite 
proudly, that ‘Our Diamonds Stay Sold.’ ” 

An inter-phone system, by which the front bench re- 
pair man talks to the more completely-equipped repair 
department in the rear, or the office on the balcony, pro- 
viding he wishes to check on a customer’s credit rating, 
has expedited service. 

Confidence in a firm can be generated in a multitude 
of ways, but an impressive, solid-looking vault connotes 








security as nothing else can to cautious, thrifty Kansas 
shoppers. A nickel-plated, barred door which fronts the 
Vernon Jeweler’s store vault, is in plain view of the 
shopper and the clerk who goes to the vault for a dia- 
mond brought in for repair or mounting dramatizes his 
visit to the vault a bit by exerting special care in opening 
and closing the vault door. 

Vernon Webster takes the very solid position that 
wall cases should be chockful of eye-catching merchan- 
dise at all times, and to achieve this goal during the 
war he enlarged his gift department to include fine 
sculptured and hand-painted vases, artwork in china, and 
glassware as replacements for silver hollow ware. 


EMPHASIS ON GLASSWARE 


Among the store attractions for gift buyers and cus- 
tomers with a pronounced predilection for owning fine 
glassware, is the “Crystal Room,” which measures seven 
by twenty feet, with mirrored walls on one side, which 
enhance the glamorous effect and give an appearance of 
greater width. A gold leaf sign over the entrance iden- 
tifies the room. Situated at the back of the main sales 
room, the “Crystal Room”’ serves as an appropriate back- 
ground for various patterns of fine crystalware. Tagged 
on each item is a small, neatly-lettered stock card dis- 
closing the price of the product per dozen, number in 
stock, which allows customers and clerks alike to dis- 
cover instantly the merchandise in open stock. The 
“Crystal Room” is in high favor with browsing clients 


Matched Pairs and Single Fancies in all sizes our 
specialty. We also carry a large stock of Mellee, 
Marquises, Emerald Cuts and Round Diamonds. 


Call on us for your needs. 


We wish to notify the trade that we buy 


estates consisting of 


diamond mounted 


platinum and gold jewelry and colored stones. 


\ | 


/ / 


ous diupren & 


NY a a ae 


Telephone MEdallion 34822 
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IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N.Y. 


Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 


DIAMONDS | 
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STAR: SAPPHIRES. 
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We have a large stock of Precious 
Stones — mounted and unmounted from 
which to make your selection. Let us 





cooperate with you on your special calls. 
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who have a penchant for leisurely scrutinizing merchan- 
dise. 

Engraving and mounting departments have played 
prominent roles in increasing the popularity of Vernon 
Jewelers. An engraver, who is an expert craftsman, 
extends 24-hour service, and the increasing demand for 
his services has reduced the amount of returned mer- 
chandise and exchanges. 

“A beautiful sterling silver compact is never returned 
for exchange if the owner’s initials are monogrammed 
beautifully on the surface,” reminded Mrs. Vernon 
Webster. 

Individual ring mounting is steadily gaining favor 
among the store customers, and Vernon Webster has dis- 
covered that more and more of his customers like to say, 
“T had my jeweler mount this ring to my specific tastes.” 
A large inventory of loose diamonds purchased directly 
from the cutters, together with a stock of several styles 
of mountings, allow him to offer the individual mount- 
ing service. 

A radio and newspaper advertising campaign is 
sharply geared to publicize the services, and the fine 
merchandise. Spot announcements, aired on KSAL, 
local station, twice daily, point out the smart effect 
achieved when a beautiful gold spray pin embellishes 
Milady’s new spring ensemble. Timeliness of the radio 
copy is illustrated by a recent announcement that empha- 
sized the thrill given the returned war veteran who re- 
ceives a homecoming gift of a new Gruen or Hamilton. 

The store’s radio advertising is a valued guide for 
discerning jewelry purchasers in making their selections. 


A series of announcements stressed the present-day pop- 
ularity of pearls. All radio copy is attuned to the times, 
emphasizes merchandise in vogue. 

The Websters artfully intersperse newspaper adver- 
tisements prepared by manufacturers with their owy 
copy which, through the use of appropriate words, 
weaves a magic, romantic spell around jewelry. The 
newspaper advertising budget at Vernon Jewelers ranges 
from $150.00 to $200.00 monthly. 

Plentiful supplies of appliances, motor cars, and fur- 
niture will make heavy inroads on consumer dollars, but 
the Websters will combat this competition by boosting 
the advertising campaign, which will underline the deep 
satisfaction that ensues from owning handsome jewelry; 
will steadily foster improvements designed to make the 
stores more attractive ports of call for jewelry buyers; 
will devote more attention to the store meetings which 
have proved so beneficial in improving personal rela- 
tions with shoppers. . 


OCCUPATION GI'S STUDY WATCHMAKING 


To refresh them in a trade which they have practiced 
in civilian life or to introduce them to a new occupation, 
soldiers in the American zone of Germany are attendiug 
the Seventh Army Ordnance Technical School in Heiden- 
heim. Chief among the nine phases of technical train- 
ing is one relating to watchmaking. 

The school is in the giant German plant which built 
88-mm guns for the Wehrmacht and, as pointed out by 
Col. Harold E. Hopping, Seventh Army Ordnance Offi- 
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eer, is open to all American soldiers interested in the 
courses. All instruction is along civilian lines. Courses 
last four weeks and certificates are given at the con- 
clusion. The school lasts for 8 hours a day, five and 
one-half days a week. Saturday afternoons are open 
for athletics and Sundays are free. 

At present there are 50 instructors, all enlisted men, 
carefully chosen from Seventh Army Ordnance units. 
Methods of instruction emphasize practical operations | 
rather than theory and both basic and advanced students | 
have equal opportunity. Study facilities are said to be 
excellent and living conditions ideal. 









A WINDOW FOR THE COMING MONTH 
(From page 191) 
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unit can be used for any number of displays by chang- 
ing the picture or copy card. 





TO MAKE FLOWER CUT-OUTS 

The pattern is shown for flower cut-outs. These 
should be cut from beaver board and covered in fabric, 
stretching the material and gluing or stapling it to the 
under side. The hanging flowers are held by lengths of 
heavy white crochet cotton, looped around small tacks 
driven into the under side of the “flower” and fastened 
to the window ceiling. 





One-of-a-kind 
pieces of jewelry 
advantageously acquired . .. 

now available 
to responsible accounts 
on consignment... 
for your special 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


If not available locally may requirements. 
Materials be ordered from: i. 
Photograph of woman or Camera Club member or 
woman and child—8"'x!0" Photographic Studio Bracelets . . . clips 
or : 
National Committee on the os hee ce 
Official 1946 Mothers’ Day Observance of Mothers’ Brooches . . . 
Poster by Hayden Hayden Day, 393 Seventh Ave., New Watches... 
York |. Precious Stones, 
Beaver or wall board 15"x15" Loose or 
for mounting or framing Mounted ... 
photograph. Antique 


Any lumber dealer Jewelry. 





Masonite or beaver board '/," 
thick - 2'x2' for honeycomb 
unit and flower cut-outs. 


Rich Art Poster Paint 
| jar White 
| jar Spectrum Yellow 
| jar Maroon Any art supply store 


Fabric for background and 


flower cut-outs. 





SOME DID SAY THAT! 
(From page 201) 


his copy, produced a masterpiece of misleading adver- 
tising. A man’s diamond ring, offered at $65, was 
boldly proclaimed “Man’s 14-Kt. Diamond.” True, the 
term “Karat” applies to gold and “Carat” to stones, but 
is the public well-versed in these niceties? The text of 
the advertisement definitely tends to make the reader 
understand that the weight of the diamond is under 
discussion, even though anyone should know that a 
14-karat (or carat) diamond just isn’t to be had for $65. 

An odd twist on the use of the word “perfect” was 


employed by one jeweler. He advertised an engage- nhdeetbe.teieen- aban 
ment ring as a “perfect ‘100’ solitaire, $100.” What is Auaitahte te Sicttenn ter one — ater 
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a “perfect 100”? One hundred facets? Probably not. 
More than likely, the term refers to the perfect $109 
which has to be paid for the ring—Confederate money 
is “out.” 

Another misleading term used by more than one 
jeweler, is the term “bonded” or “bonded perfect.” The 
FTC has stipulated that the term is not to be used un- 
less, in actual fact, a bond has been posted to guarantee 
protection of the purchaser. In the case of one jeweler, 
at least, the “bond” consists of a “guarantee bond,” 
strictly a piece of paper, proclaiming that the diamond 
purchased is of—‘standard quality.” 


IS IT MADE OF SOLID GOLD? 


Looseness of expression in advertisements frequently 
creeps in when gold jewelry is mentioned. In some 
cases the term “solid gold” is used without any further 
qualification, and in other cases the term employed is 
“14-karat solid gold,” as obvious an absurdity as a two- 
wheel tricycle. 

One firm, for instance, advertised a ‘ladies’ 17-jewel 
solid gold watch” for $39.31. Nowhere else in the ad- 
vertisement was there any reference to the gold content, 
and the reader was left with the assumption that at 
least the case and, in all probability the entire movement 
as well, was made of 24-karat gold. 

Another firm, equally venturesome, advertised a man’s 
diamond ring with a “large, fiery blue white diamond 
set in a massive solid gold mounting.” The price, in- 
cluding the “solid gold” mounting? Only $59.50 includ- 
ing federal tax. Quite a bargain—if true. 

Still another firm seems even more anxious to use 
solid gold in intriguing advertising. For $6.50 it offers 
a “child’s solid gold ring with syn. blue sapphire,” and 
for a mere $30 a “solid gold pendant and chain with 
floating pearl that shimmers when you walk”! (That 
“floating pearl” interests us, too—it must have been 
awfully uncomfortable for the oyster.) 

Members of the incredible “14-kt. solid gold” fra- 
ternity are legion. One firm advertises a “solid gold 
cable necklace” in large type and then, underneath, 
backs down a trifle by admitting that it is “made of 
14-k heavy solid gold.” (Heavy 14-k “solid gold,” you 
know, weighs more than light 14-k “solid gold”.) An- 
other firm apparently inserted the term “solid” in des- 
peration when the line appeared too short, because a 
choker is listed as “14-k solid gold” and a matching 
bracelet (which takes up more space) is simply referred 
to as “14-k gold.” 

Large advertisements for one jeweler are bespattered 
with references to “14-k solid gold,” there being seven 
mentions of the impossible metal in a single ad. An- 
other, run by the same firm, offers a “fine diamond soli- 
taire in a solid gold mounting” for only $75. 


WATCH THOSE PEARLS : 


The FTC, quite reasonably we think, insists that only 
genuine pearls be advertised as such; “replica pearls,” 
and “imitation pearls” must be labelled and “cultured 
pearls” must be clearly indicated as artificially pro- 
duced, not genuine. 

Despite this, some jewelers go merrily on, advertis- 
ing “pearl chokers” for $8.22, or “necklaces, of creamy, 
lustrous pearls” for $7.95. No mention whatsoever is 
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made of the origin of the pearls. Undoubtedly, if ques- 
tioned, the advertisers would take defense in the fact 
that “anyone knows you can’t get genuine pearls for 
those prices.” The trouble is, there are a lot of gullible 

ople in the USA, and that’s why the FTC insists on 
proper labelling of merchandise. 


AND WATCH THE WATCHES! 


In JC-K’s December, 1945, issue, we explained the 
proposed ban on the use of the terms “waterproof” and 
“shockproof” in connection with advertising of watches. 
Objection to the use of the terms springs from the fact 
that such attributes are manifestly impossible in watches 
as they are made at the present time, and the use of 
such terms as “water-resistant” and “shock-absorbing” 
ig recommended in their place. 


Not too many jewelers have been advertising watches 
as “shockproof” or “waterproof” in recent months—but 
some have. One firm, particularly, uses the term “‘shock- 
proof” in letters more than an inch high—an approach 
wnich will have to be abandoned if the FTC adopts the 
proposed trade practice rules. In the meantime, since 
such terms are questionable anyway, it would be best 
for all jewelers to refrain from using them since they 
are definitely in the “misleading” category. 


IT'S THE SAME AS APPLES 


As mentioned above, most jewelers’ advertising is 
splendid—the public is given the truth. But in the 
isolated cases which we have mentioned, where mer- 
chants have either deliberately or inadvertently ne- 


glected the truth, the entire jewelry industry is laid 
open to public mistrust. 

You only need one rotten apple in a barrel to spoil 
the others. And, while one or two jewelers misrepre- 
senting goods will not cause other jewelers to follow 
suit, they can cause the public to suspect all jewelers 
of shady advertising practices. 

To be blunt—Let’s clean it up! 

Don’t misrepresent your goods in your own adver- 
tising. 

If you note anyone else engaging in practices which 
will reflect discredit upon America’s jewelers, point out 
the error of their ways if that is convenient. It it isn’t 
convenient (or if they refuse to comply) notify the 
Jewelers’ Vigilance Committee, or the Federal Trade 
Commission. 


KEYED TO MODERN MERCHANDISING 
(From page 204) 


alive with the activity of the store. The prospective 
buyers approaching the store should feel that there is 
no real barrier between the front and the interior and 
that they are practically inside the establishment the 
moment they cross the building line. The great open- 
ness in the store front does not prevent the architect 
from achieving the maximum amount of display with 
the minimum of shielding the vision of the interior. 


THE STORE FRONT 
The design of the store front and the height and depth 








Any Diamond... 


Speedy on-approval Service 











Weinberg Diamond Company, Inc. 
Dept. CK, 580 Fifth Ave., New York 19, N. Y. 
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of show windows must be designed so that the particular 
kind of merchandise sold in the store will be displayed 
most advantageously. Large items like furniture, house- 
hold goods, radios, mannequins, etc., are displayed closer 
to the ground line, and the “bulkheads” or that part 
below the window floor that meets the vestibule floor 
are usually very low (from 6” to 10”) and very often 
discarded altogether, in which case the vestibule floor 
and the window floor are at the same level. Jewelry, 
candy, shoes, hats and accessories like gloves, hosiery, 
etc., are brought closer to the eye. 


Very few stores have successful window lighting. 
The properly illuminated window is one in which the 
source of illumination, except in special cases, is com- 
pletely concealed from the eye, but is nevertheless so 
arranged as to flood the entire window with a high 
intensity of overall lighting. A particular piece of 
merchandise may be accented by the use of spots of 
incandescent lighting. I have in the past successfully 
combined fluorescent and incandescent lighting, as their 
combination results in a more desirable effect. 


In the past, it was the custom either to build valances 
as part of the store front, or to hang valances in the 
show windows to partly hide the source of light, or in 
some instances it was done by arranging the exposed 
fixtures in a pleasant pattern. These devices have not 
proven too successful. They tend to hinder good design 
or they produce strong glare for the person looking into 
the store window. There are innumerable ways of solv- 
ing this problem, that is, where the actual light source, 





whether incandescent, fluorescent or cold cathode can be 
properly concealed. 


The sign is a means of identifying the store, It 
should never be too large or too small. Its design 
should be simple, readable and straightforward, ang 
the character of the letters should conform with the 
type of merchandise sold and the design of the store 
front. It should form a part and parcel. of the entire 
front and tie up with it. It should be decorative byt 
not flamboyant. Several illustrations are shown here. 
with. In the smarter shops and where the shop is not 
operated at night, then perhaps an illuminated sign jg 
not required. An illustration of this is seen in the 
photograph of the Rebajes store on page 202. 


THE STORE INTERIOR 


The merchandise is the most important thing. Onee 
the plan has been decided upon, it is important to re- 
‘member this, and then design the interior as a back- 
ground for the merchandise. There are two common 
failings that prevail, i. e.: 


1—The emphasis given to show cases, counters, etc., 
where the design sometimes is too elaborate and where 
the merchandise does not stand out properly. 


2—The other is the improper housing or displaying 
of the merchandise for its most efficient handling. 
Drawers, shelves, depth of cases, etc., must be of the 
proper sizes. 

The design of every wall case and show case should 
be studied in relationship to the merchandise it will 
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hold. The new trend is to design flexible cases that may 
be used for housing different kinds of merchandise. 
Never over-decorate wall surfaces as they will distract 
from what is being displayed. Plain painted or papered 
surfaces occasionally relieved with small touches of dis- 
play is a more successful way of handling the problem. 


LIGHTING 

In lighting the store interior, it is well to study this 
in relation to the store front. In other words, it must 
be of sufficient light intensity to overcome the dead 
appearance of plate glass during daytime, due to the 
great difference in light intensity between the outside 
and the interior. 

As we all know there are three types of lighting that 
can be used—incandescent, fluorescent or cold cathode. 
Each one has its own particular merit. Incandescent 
allows powerful light concentration and not much change 
in the color of the merchandise. -Fluorescent has good 





EARRINGS WITHOUT SCREWS, CLIPS 


An entirely new principle dispensing with screws and 
clips is featured in the “Wingback” earring back which 
fits the ear and stays in place securely and comfortably. 
Two wings slide over the curve of the ear just above 


the lobe, and a wire curves around the ear, securing it- 


from behind. Made of flexible metal so that wings may 
be bent to fit, the length of the wire may be adjusted 
to correspond with the length of the wearer’s lobes. 





Upper left—Straight Wingback earring back. 
Lower right—Shaped version which permits 
centering of earring. 

Suited to almost all types of ornaments except ex- 
tremely small ones, the “Wingback” holds particularly 
heavy earrings in place with ease. In addition to solv- 
ing problems for established designs, it also makes many 
new ones possible. Two different styles are offered: 
No. 10, the straight version defines an altogether new 
line, and No. 20 which permits correct centering of a 
round ornament on the ear lobe and correct adjustment 
of the length of wire by means of shaping. 

A patent has been applied for on the “Wingback” 
design, and application has also been made to register 
the trade-mark. 


FOR APRIL, 1946 
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intensity with not too much surface brilliance at its 
source. Cold cathode provides continuity of lighting 
in any form or shape and uniformity of light throughout. 

The problem of lighting would require too much time 
to discuss at the moment but let me say that too much 
or too little lighting is objectionable, as it would hamper 
the efficiency of the store as well as mar the architectural 
or decorative effect. There should be contrasts, and 
some merchandise should be more emphasized than 
others. Lighting should not only be used as a source 
of illumination but also as a decorative or directional 
medium. Customer circulation may be greatly improved 
by light disposition, as a pattern of flush light panels, 
or circular or square coves in the ceiling may guide the 
customers. 


COLOR 


Color will either make or break a store. It does not 
consist of simply covering walls with one color and 
painting the ceiling white. Color is and will continue 
to be more significent than in the past. More different 
colors will be used and more careful painting will be 
essential. Wallpapers simple in design may be used on 
certain surfaces as a relief from the painted ones or to 
separate or divide one section or department from an- 
other so as to avoid monotony. Most of the new modern- 
ization plans tend toward the modern or contemporary 
style which, in turn, requires more unusual combinations 
of color to bring out its character than the older archi- 
tectural periods. The decorative scheme of the medern 
store is closely linked with the product sold and the 





proper color scheme can do a great deal to enhance the 
appearance of the merchandise on the shelves or in the 
display cases. Pleasing colors will make broad open 
wall spaces attractive and even ceilings need not be 
dull. They may be painted or papered in color in con- 
trast to the walls. 

Another use of color in addition to creating a buying 
mood is to modify architectural features which cannot 
be otherwise corrected. Thus, a long, narrow shop may, 
by slight architectural changes of curved walls, broken 
wall spaces, the use of trellises or fins, and the correct 
colors, lose some of its apparent narrowness and extreme 
length. Color in a store should be the work of an expert. 


FLOOR COVERINGS 

Floor coverings vary with the type of store, decora- 
tion and merchandise sold. The client’s pocketbook is 
a deciding factor in many cases. Linoleum, carpet, as- 
phalt, tile, terrazzo, and many others have all been used 
successfully. Floors should be simple. Avoid compli- 
cated designs or very strong colors as otherwise they 
will distract from the merchandise. The color of. the 
floor should harmonize with the rest of the color used 
in the store. 


GROUP STORE REMODELING 

The post-war period envisages a simultaneous re- 
modeling of entire block fronts under the direction of 
a single architect. 

In searching for the best solution, certain general 
trends demand attention. The conclusion of experts in 
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this field is that group planning of stores rather than 
accidental grouping of store fronts is the logical ap- 
proach to the design of a community shopping center. 
The architect has two clients to please—the landlord 
and the individual storekeeper. Both should be given 
a building that meets all their needs. 

The stores should be a unified group under a single 
roof with interior walls and entrance fronts flexibly 
constructed. There should be good general control over 
space allotments within the building so that future ten- 
ant changes can be easily handled with a minimum of 
effort, both in plan and character. Some form of gen- 
eral control over signs, lighting and public facilities 
helps maintain the value of the landlord’s investment. 

On the other hand, too many restrictions will kill the 
tenant’s business. An intelligent balance must be main- 
tained, so that each storekeeper has a maximum amount 
of freedom in plan, sign and display arrangements 
within the boundaries of his leased space. In the ideal 
store group all these problems would be solved for the 
common benefit of landlord, tenant and the community 
in general. 


@ EVERYBODY'S CURIOUS ABOUT A SNAPSHOT 


Windows which normally attract scant attention can 
be “pepped up” through the use of ordinary snapshots 
as part of the background. Scenes of local interest, 
local personalities or events can be displayed as atten- 
tion magnets, and after the passer-by has looked at 
the pictures his eye will be drawn to your display. 


THE WOMAN BEHIND THE COUNTER 
(From page 206) 


mailing, advice, when they wanted it, and worked with 
the U.S.O. and other means to help in their entertain- 
ment. We never expected to see any of these boys again, 
their homes were scattered all over the United States. 


However, we have been pleasantly surprised at the 
number that have gone out of their way to come back to 
us. One boy on his return from overseas, traveled over 
200 miles just to buy his engagement and wedding rings 
from us. He told us that we had shown such an interest 
in his previous purchases, that he wanted to buy his bri- 
dal set from us. Experiences like this are very satis- 
fying, naturally. 


PERSONAL LETTERS BUILD TRADE 


The ability to express herself well on paper is a defi- 
nite asset to the woman behind the counter. Personal 
letters to customers worded with thought and care can 
often do more than the spoken word. They are an excel- 
lent medium of advertising, and often a diplomatic letter 
can handle a delicate situation with more tact than any 
amount of spoken words and turn an irate customer into 
a life-time friend. Write and rewrite your letters, never 
be hasty, even when sorely tried. It is marvelous self- 
discipline as well as a friend-making policy for your 
store. 

Books are to be kept, forms filled and letters typed in 
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any well-ordered business. Often an assistant cares for 
this, and many times it is part of the duties of the wo- 
man behind the counter. For the novice in business there 
are classes in business management in all metropolitan 
night schools and libraries are well equipped with books 
that are helpful. 

Jewelry designing is a thrill to those with creative 
ability and again there are classes in the handicraft of 
making jewelry. It may often start as a hobby and end 
as a lucrative vocation. One woman of my acquaintance 
has more orders than she can fill in the fashioning of 
silver jewelry and her work commands prices that are 
well above average. 

Other women have turned their manual dexterity to 
the repair fields and handle emergency repairs in their 
store, to good profit. Some have a real knack at clock 
repairing; a few enjoy watch work. 


WOMEN EXCEL AT GIFTWARE SALES 


In the jewelry store with a gift department most 
women are in their element, buying, selling and arrang- 
ing giftware displays. Here is sheer joy to the home- 
loving woman, to handle and care for objects of beauty 
in silver, metals, glass, and ceramics. Gift departments 
are proving to be a good source of profit as they also in- 
crease the traffic coming into the store and are part of 
the service of many up-to-date jewelry stores. 

Another important job for the woman behind the 
counter is the decorating of the windows and show cases, 
the care of the jewelry, and selecting the fabrics and 





color schemes to best feature the merchandise. To the 
artistic and beauty-loving woman these tasks are 
pleasure and since window displays are considered one 
of the most important forms of advertising, she will real- 
ize that her job is an important one. 

Care and handling of merchandise is an integral part 
of your job. Show your appreciation of the fineness of 
your goods, in the manner you use it. No customer is 
going to pay a high price for an article if it shows signs 
of being shopworn or is carelessly handled. 


THEY'RE ALSO GOOD BUYERS 


Many women make good buyers. After sufficient train- 
ing and experience, the keen-minded, conservative type 
of woman who closely observes fashion trends will find 
herself selecting merchandise with skill as she gains the 
essential knowledge so important in this job. 

The most important phase of all for the couple who 
are in business together is their relationship to each 
other. 

Many words of advice have been spoken to women in 
business regarding their dress, their grooming, attitude 
toward fellow employees, and their conduct toward their 
employer. I have never seen counsel for the woman wio 
shares her husband’s business. But the couple who work 
as well as play and live together are so close to each 
other that if wisdom and understanding are practiced, a 
harmonious life can be achieved. 

Both need to exercise tact and courtesy toward each 
other at all times. It is vital that the woman in this po- 
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sition keep her poise and serenity even under trying situ- 
ations, for the average man who has the initiative and 
the temperament to establish and run a business is high 
strung, generally overworked and very much in need of 
the soothing qualities that his wife can bring to the part- 
nership. Most men like to feel that they are running 
their business, and rightly so. The wise wife does not 
try to undermine this quality, but to spur him on to suc- 
cess. The wise woman learns when to make the sugges- 
tions and when to keep quiet. 

Perhaps this may seem like a formidable list of quali- 
ties all for one woman to possess, but as a final word to 
the novice in business; do not be discouraged when you 
make mistakes. Of course you will make them; we all 
do. Don’t agonize; analyize. Try not to repeat the same 
mistake twice; observe, listen and learn. It won’t all be 
sunshine, but neither is anything else in life. There will 
be days when you can’t go to a luncheon with “the girls,” 
especially when you are just getting started and so often 
need to be on the job, but don’t let that get you down. 
There is a lot of fun behind the counter, you make many 
friends and have many interesting experiences; it isn’t 
all work and no play. 

Also here is another tip. Look at the middle-aged 
women—compare the ones in business and the ones that 
perhaps party too much; the business women look 
younger, are more alert and keep their figures longer. 
Also, did you ever stop to notice how very few divorces 
there are among the couples that are in business to- 


gether? The fact that they are almost constantly with 
each other, seems to bind the marriage ties closer. 

So, to you young wives who are starting, and all the 
other women behind the counter, have joy in your work; 
remember you are helping bring more happiness into a 
world that needs all it can find. 


GEM OF THE MONTH 
(From page 208) 


It is thought that diamond mining as an industry was 
first originated in India some time between 800 and 600 
B.C. In fact, India and later Borneo, were the only 
known sources of diamonds for over two thousand years, 
until the Brazilian discoveries in the 18th century. These 
Oriental stones were solely found in alluvial deposits— 
that is, in the beds of ancient rivers, where they had 
been washed. The original sources of these diamonds 
have never been found. 

In 1726 diamonds were discovered in Brazil by miners 
panning for gold. Today, after producing some sixteen 
million carats, these Brazilian mines have declined, hav- 
ing been eclipsed by the great African fields. Again, 
as in India, the Brazilian diamonds were found only in 
alluvial deposits and the source of the mother lode re- 
mains undiscovered. 

It was only 80 years ago that the first diamond was 
found in South Africa, in 1866, to be exact. This was 
an alluvial stone and the resultant activity following 
this initial find centered along the banks of the Orange 
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River where many of the stones were dug from the 
gravel. It was not until a few years later that diamonds 
were first found at their source in a peculiar yellow clay 
miles from the nearest river bed. This was the first of 
the “pipe” mines and here in the center of these “dry 
diggings” was born the village of Kimberley that is today 
the hub of the great diamond empire. 

It needs a volume to be able to fully tell the story 
of the diamond and there are many books that have been 
written on this subject. This summary and the follow- 
ing information in question and answer form is designed 
solely to bring out those pertinent facts about the stone 
which can be passed on to the customer in a readily 
understandable form. 

What is diamond? 

Chemically, a diamond is pure carbon, one of the 
earth’s most common elements, crystallized under ter- 
rific heat and pressure. 

Have synthetic stones ever been made? 

Although various experimenters from time to time 
have reported the making of diamonds synthetically, 
none of these claims has ever been substantiated. 

What determines the quality of a diamond? 

Four factors: Color, freedom from flaws, perfection 
of cutting, and weight. 

What is a “perfect” diamond? 

Absolute perfection rarely, if ever, occurs in Nature. 
A Federal Trade Commission ruling frowns on the use 
of the word “perfect,” or other word or term of similar 
import, to describe a stone that shows flaws of any sort 





when examined by a trained eye under a loupe of not 
less than ten power. 

What are “fancy” diamonds? 

A stone with a pronounced color, included in which 
are such colors as canary-yellow, golden brown, deep 
blue, green, pink, or even red. 

Where are the principal sources of diamonds? 

Today, the only fields of major commercial impor- 
tance are in Africa and Brazil, with small quantities 
being produced in Venezuela. 

Are diamonds found in any other countries? 

Yes. Diamonds have been found in several of the 
states in the U.S., in British Guiana and in Australia, 

How rich are the diamond minesP 

Consider for yourself. In the world’s richest mines in 
South Africa, for every ton of blue ground taken out, 
only one-fourth carat of diamonds is recovered. Thus, 
only one part of the rock in 14 million, by weight, is 
diamond. Of that part, three-quarters of it is worthless 
for gem stones. 

What is the largest stone ever found? 

The Cullinan, discovered in the Premier mine, South 
Africa, January, 1905, weighing 8106 carats (1 1/3 
pounds). 

Were the ancient diamonds cut and polished? 

Only roughly. In the early days it was thought that 
because of their hardness diamonds could not be cut and 
all that was done was to remove the gum-like skin which 
usually disfigured the Indian stones and polish the natu- 
ral faces. 
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Who first learned of using a diamond to cut a 
diamond P 

Ludwig van Berquem, a Belgian of Bruges, is credited 
with the discovery in 1475. He“found that iron wheels 
charged with diamond powder could successfully be used 
in grinding diamonds, : 

When did faceting first originate P 

As we know it today, the first form that this took was 
the rose-cut which is believed to have originated in India. 
This took the form of a stone with a flat base and the top 
hemisphere covered with 24, regularly-disposed, trian- 

ar facets. 

When did the diamond really come into its ownP 

With the introduction of the brilliant form of cutting 
by Peruzzi, a Venetian lapidary, in the latter part of 
the 17th century. This form of cutting was so obviously 
superior to all others, with its revelation of the dia- 
mond’s amazing fire, that upon its discovery, owners of 
large rose stones had them recut in the new shape de- 
spite the loss in weight that resulted. Except for minor 
alterations in detail, this style of cutting has since 
remained essentially the standard form for diamond. 

How many facets has the brilliant cut? 

Fifty-eight, including table and culet. Recent varia- 
tions of the “brilliant” have additional facets added on 
the crown, girdle, and pavilion. 

What are other known cutsP 

The emerald and baguette cuts, both rectangular in 
outline; the pendeloque, which is pear-shaped; and the 
marquise, which is oval in shape and pointed at both 


ends, are the most usual. However, diamonds are also 
cut in many fancy shapes such as the pentagon, the kite, 
the triangle, and so on. 

How much is lost in cutting a diamond? 

About half the weight of the rough, but the resulting 
stone more than compensates for this with its brilliance 
and added value. 





TASTEFUL BILLBOARD PROMOTION 
To augment rationed newspaper advertising space 
and to give greater penetration to what newspaper ad- 
vertising the store does, Wright, Kay & Company, De- 





troit’s leading and most conservative top-drawer jewelry 
establishment, uses a billboard campaign of an institu- 
tional nature. The solid blue ground, minimum copy and 
AGS seal produce a billboard of conservative appeal, 
completely in keeping with the character of the store. 
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Can You Heip Me? 


My Display Problem Is; 


————— — — 











by VIRGINIA DIXON 


Readers’ questions about window and inside-story displa 
will be answered in this department each month by Miss Vir- 
ginia Dixon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field, 
Miss Dixon is already well known to JC-K readers as the 
author of many stand-out articles on jewelry store display. 


E are planning to modernize our store and would 

greatly appreciate suggestions as to design of the 
store front, window arrangement, lighting, and arrange- 
ment of cases and displays inside the store. Can you 
suggest a good color scheme for us and where can we 
purchase the equipment and fixtures we will need? 


We have been very much interested in your articles 
on store design but would like to have some specific sug- 
gestions for our own problem.—J.R.C. 


Answer—With varying specifications as to the size of 
the store and the extent of modernization planned, this 
question has been repeatedly submitted to this depart- 
ment in the last few months. It is very gratifying to 
know that the series of articles which appeared in last 
year’s JEWELERS’ CircuLar-KeystTone were of such gen- 
eral interest, but the answers to such questions as this are 
the province of the architect, not the display designer. It 
was hoped that the articles would stimulate interest in 
new trends in store design and offer some suggestions 
which individual stores might wish to incorporate in 
their plans, but theamodernization of any store is of such 
vital importance as far as the investment of money and 
the effect on the store’s business is concerned that it 
cannot be too strongly urged that employing the services 
of a competent architect is the safest and in the long 
run the most economical method of handling the problem. 


The principal reason for this is that the architect can 
plan the entire store as a unit and unless this is done, 
the results are not apt to be happy. There are so many 
aspects to be considered—how the store will look, how 
much the job will cost, what materials should be spe- 
cified, how the best possible utilization can be made of 
the space available. This is the architect's job—to co- 
ordinate all of these problems into a harmonious unit. 


The display designer can tell you how the store should 
look; the contractor can specify materials and tell you 
their cost and you certainly should have some definite 
ideas yourself about the results you want. It is the 
architect’s ability to combine all of these factors into a 
workable whole that makes him valuable. 


An outstanding modern architect who has done a num- 
ber of fine jewelry stores is J. A. Fernandez, 25 West 
54th Street, New York. Charles S. Telchin, 22 West 
48th Street, New York, has more or less specialized in 
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jewelry store design. There are, of course, innumerable 


others. 


SHOPPING NOTES 

TTRACTIVE signs for Mother’s Day, Father’s Day, 
A Spring, Easter, and so forth are available from 
Harris signs, 143 N. Central Avenue, Chicago 44, IIl. 
The Mother’s Day sign is 2114” by 1314”, lettered on 
white paper mounted on heavy blue cardboard with easel 
back. Copy reads “Remember Her—Mother’s Day— 
May 12th.” These are $1.95 each. 

Fren-zee Store Equipment and Fixture Company, 223 
Orange Street, New Haven, Conn., in their line of Sam- 
son visual display fixtures, have a unit of six cylindrical 
elevations which would fit well in many jewelry store 
windows for displaying both larger hollowware and china 
articles or with fabric covering for groupings of jewelry. 
They have a number of styles in fixtures, but this one 
seemed better adapted to jewelry merchandise. Their 
catalogue is now in production. 

Good quality felt can often be a very satisfactory 
floor covering—or even background covering. The Adar 
Company, 39 West 32nd Street, New York 1, N. Y., 
boast of nearly sixty colors available in 54” and 72” 
widths. They will send sample color cards and prices. 
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HARDNESS AND DURABILITY OF GEMSTONES 
(From page 212) 


common, and seem to be unimportant as a cutting 
hazard. 

17. Onyx: Inasmuch as onyx is merely a dyed variety 
of agate, it would seem anomalous to find it so differently 
rated. Two special factors are involved, however. In 
the first place, the onyx undergoes an acid soaking, fol- 
lowed by heating, vicissitudes which obviously reduce its 
resistance to wear. The second factor is the shapes into 
which it is customarily cut; thin plates of onyx, so thin 
that they have very little strength. The heat treatment 
also increases the brittleness, and makes it more sus- 
ceptible to chipping than its rugged parent, agate. 

18. AQUAMARINE AND FMeratp: The basal cleavage 
of beryl is rarely conspicuous enough to be considered a 
real cleavage, in the sense of some of the other cleavages. 
A measure of the ease of cleavage in minerals, and the 
ease of cleavage in different directions, giving empirical 
figures in place of impressions (“hard,” “easy,” “per- 
fect,” “imperfect” are customary mineralogical listings) 
would be a valuable contribution. The presence of 
numerous flaws in emeralds make their fracture far easier 
than the characteristically flawless aquamarine. The 
pessible influence of foreign molecules was mentioned 
above. 


19. The beryl family shows marks differences in brit- 
(Please turn to page 297) 
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MOTHER'S DAY PROMOTION 
(From page 210) 


tually, the advent of Mother’s Day became a period of 
torture for sensitive people, since the most improbable 
wares were advanced as the only method of “making 
Mother happy.” 

Jewelers, however, have never been faced with the 
problem of having their sponsorship of Mother’s Day 
seem absurd and repugnant. Dignified, tasteful promo- 
tion has always been entirely in order. What better way 
to show appreciation for Mother than with jewelry, the 
most precious and everlasting of gifts? 

The National Committee on the Observance of 
Mother’s Day does not want to have the day ballyhooed 
in the tear-jerking style of a few years ago when por- 
traits of Whistler’s “Mother” were placed in shop-win- 
dows alongside new washboards “to make her happy.” 
Advertising should be tasteful and dignified and a per- 
centage of the proceeds derived from the sale of promo- 
tional] materials is used for a maternal education division 
which makes pre-natal and post-natal care available to 
all mothers, rich or poor. 


The post-war aspect of Mother’s Day this year makes 
it entirely suitable for jewelry display, particularly 
when considered in connection with the previously-men- 
tioned fact that to many servicemen it will be the first 
real Mother’s Day in many years. 

Promote Mother’s Day? Certainly. But not blatantly. 
with all of the stops out. It’s not worth the risk of of- 





fending the many people who dislike seeing Mother 
high-pressured and over-commercialized. 





HE'S STILL IN SHOW BUSINESS 
(From page 214) 


beating a path to his door. Today his list of clients for 
whom he creates jewelry reads like a copy of Holly- 
wood’s “Who’s Who” and includes such luminaries ag 
Joan Davis, Joan Fontaine, Tamara Toumanova, 
Paulette Goddard, Ella Raines and Vincent Price. 

Because he still loves to wait on customers, no matter 
how smal] their needs, Mr. Haimoff spends most of his 
time out front while four craftsmen execute his designs, 
many of which he dreams up at home in his leisure time. 
His judgment of the appropriate design for each client 
is so uncanny that his sketches are usually approved on 
the first draft. 

Most of the patrons for whom he designs jewelry 
leave everything up to him, which works out with amaz- 
ingly happy results because he knows his clients’ tastes 
well by this time. Some of the jewelry he has created 
from a vague idea in the mind of a client or from adapt- 
ing a rare objet d’art into a brooch or a pair of earrings 
would have tested the patience of Job. But not Mr. 
Haimoff, who is a man of infinite patience and imagina- 
tion. He can copy the most patinaed piece of heirloom 
jewelry to such perfection that his model cannot be dis- 
tinguished from the original. 

Such achievements are all the more remarkable when 
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viewed in the light of Mr. Haimoff’s lack of any previ- 
ous experience in the creative jewelry field before 1940. 
It seems all the more incongruous when he describes the 
humble background that was to prepare him for the 
jeweler’s career. 

Thirty years ago he ran away from his native Bokhara 
(a tiny country adjacent to Turkestan) to join the cir- 
cus which, to his surprise, arrived in Baltimore. He grew 
weary of the big top and journeyed to New York, where 
he got a job as a.dishwasher, since it was the only occu- 
pation where his inability to read or speak the English 
language would not handicap him. 

As he learned the strange new tongue he ascended 
from the galley to become a bus boy and, eventually, a 
waiter. With his mastery of the language complete, he 
decided to embark upon a merchant’s career. By ped- 
dling merchandise on the streets of New York, he 
acquired enough capital to venture to Hollywood where, 
in 1922, he opened a lingerie shop. 

In 1937 he switched to selling high-priced costume 
jewelry in Beverly Hills. At first he sold this type of 
merchandise exclusively, but as he gradually learned the 
intricacies of the jeweler’s trade through tough, practi- 
cal experience, he added new departments and startéd 
designing his own jewelry and featuring fine gems. In- 
advertently, other gem buyers and wholesalers helped 
him to acquire an education in precious stones. 

Today his store is twice its original size, and the new 
black glass and gold facade and stunning interior are a 
far cry from the modest little costume jewelry store that 
was to give birth to this jeweler to the stars. 


THE OUTLOOK FOR DIAMONDS 
(From page 216) 


sands of lives when the Nazis were overrunning Europe. 
Money had little meaning then, as it has little now in 
many parts of Europe. There was little that it could 
buy, therefore there were few who sought it. But dia- 
monds were riches that everyone coveted. The for- 
tunate people who, in escaping the Gestapo drag-nets, 
were able to convert their fortunes into diamonds, and 
any other jewelry, emerged with enough capital to pur- 
chase their freedom and start life anew. For these 
reasons, jewelry is a commodity held in the greatest 
respect in Europe today. It has saved lives and con- 
served life’s savings. In a world in which most forms 
of tangible assets are slipping into the quicksands of 
inflation, jewelry not only retains its value, but en- 
hances it. 


VALUE OF JEWELRY IS STABLE 


Nobody can spend any time in Europe in these par- 
lous times and fail to return to these blessed shores 
without a new respect for jewelry, and the economic 
role it is playing in the global scheme of things. I tell 
you these things only to remind you that you are not 
traders in a luxury. You are merchants in a commodity 
that keeps its worth intact when all other commodities 
are fluctuating wildly and unpredictably. However, I 
am not going to advise you to sell either diamonds or 
other precious jewelry as investments, unless you make 
it clear to the purchaser the nature of the investment. 
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The family that buys ‘an automobile, considers it an 
investment of a kind. It is an investment in transpor- 
tation, convenience, pleasure and recreation. Yet, within 
a period of five to six years, in normal times, that in- 
vestment can be almost completely written off. 

A diamond is an investment in beauty, in pride of 
possession, and in a commodity that for many genera- 
tions has held its re-sale value to a greater extent than 
almost anything offered for sale to the consumer. After 
years of enjoyment of a diamond, it still may be re-sold 
and a substantial portion of its cost recouped. If a 
$500 diamond is worn pleasurably and pridefully for 
twenty years, and then cashed in, let us say for $200, 
it has cost the possessor of the gem a mere $15 a year 
for her enjoyment. Today, a pair of good quality 
women’s shoes cost $15 or more. A pair of seats to a 
hit show on Broadway cost more. A piece of costume 
jewelry that is discarded in a matter of months usually 
costs as much or more. So that if you look upon dia- 
monds in those comparative terms, they are investments. 
Not merely investments of principal, but investments 
in beauty, in the stamp of success, in expression of 
lasting sentiment, and in many other things. 

But, let’s be frank among ourselves: only a first 
quality diamond, even under those circumstances, can 
be considered an investment. Only a fine diamond has 
a realizeable value which a jeweler conscientiously can 
project into the future. You will demur perhaps at this 
statement, and point out that every customer cannot 
afford to buy a gem diamond. To some extent, I will 
concede your point. At the same time, I would suggest 





that often it is a matter which the jeweler himself 
either decides or greatly influences. 


VALUE OR OSTENTATION? 

The customer who demands size rather than quality 
is not investing in diamonds, but in ostentation. Natur. 
ally, if that is the customer’s wish and fixed intention, 
the jeweler cannot sensibly do anything but accom- 
modate it. If this sort of demand prevails, however, | 
firmly believe the basic reason for it is a lack of knowl- 
edge of diamonds on the consumer’s part, and the only 
effective cure for it is education. That education must 
be undertaken by all factors in the jewelry industry. 
Most of you have seen De Beers’ excellent advertise- 
ments which make it perfectly clear that diamond values 
vary with quality. Many retail jewelry stores through- 
out the country are laying increasing stress in their ad- 
vertising on the elements of value that are contributed 
by quality, clarity and cut. I venture to say that if 
this type of advertising became universal, cut-throat 
competition would be eliminated. 

How can you educate the consumer about diamonds? 
By advertising, by publicity, by over-the-counter coun- 
sel, and comparison. In short, by all the means avail- 
able in space and time to present the facts to the public. 

.Aren’t the vast majority of jewelers still competing 
with each other on the basis of size for price? While 
the sharper merchant may eke out a satisfactory trade 
on that basis, isn’t it true that a far more profitable 
business can be developed on the basis of lasting value? 
Isn’t it true that you would do a sounder business if 
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you promoted not less quality at a cheaper price, but 
good quality at a fair price? Again, I concede that the 
consumer must be educated to value, but why delay this 
education any longer? 

At the risk of appearing redundant, I would like to 
remind you that your watch business is on a more satis- 
factory basis than ever before because you are centering 

our attention on advertised brands which retail at 

established prices. The manufacturer and you have a 
stake in maintaining quality and fair value. As a result, 
fewer customers than ever walk into your stores today 
and simply ask for a watch. They ask to see a brand, 
which they name with confidence. And, I might add, 
it is usually a brand that you sell with confidence. 

No longer is your watch business dependent on the 
skill with which some maker turns out the poorest watch 
that can be sold at the best price you can get. Today, 
therefore, your stocks of Gruen, Waltham, Bulova, 
Benrus, Hamilton, Elgin and a score of other brands, 
is worth 100 cents on the dollar . . . to you and to your 
customers. 


DIAMOND MARKETS INCREASE 


Today, in the United States, more people than any- 
one ever dreamed of, are able to buy diamonds. In the 
foreseeable future, their number at worst will remain 
constant, and at best will increase. The war raised wage 
rates and consumer earnings. It acquainted millions of 
“forgotten men” with higher standards of living. The 
oft-quoted ‘‘one third of the nation” which lived in 
humble circumstances has emerged as a new middle 
class, 

It is my opinion, as I am sure that it is yours, labor 
will not surrender the advantages it gained when it held 
the upper hand. Legislation is raising the floor of 
wages, and it is inevitable that subsequently, further, 
successive rises will occur. 

There is scarcely an adult man or woman in your 
community today who cannot be rated a prospective 
diamond purchaser. During the war, jewelry became 
one of America’s billion dollar industries. I am confi- 
dent that it will never drop again below that figure. It 
is fay more likely that it will penetrate the two billion 
dollar bracket, and go on to higher ones. Under those 
circumstances, I ask you, is it necessary to concern one’s 
self with diamond prices? Prices become a source of 
concern when demand is lacking. 

The extent to which you participate in the benefits 
of our new economy rests entirely with you. If you are 
content merely to accept what business is offered, you 
cannot and will not participate fully. If you regard 
your windows merely as things to dress, not as promo- 
tional media to exploit, you will not avail yourself of 
more than a modicum of your opportunities. If your 
advertising is uninspired and uninspiring, it will never 
return your full dollar of value. If you are content to 
sell anything less than the best product, you cannot 
hope to realize the volume of business that the best can 
develop. 

I have been speaking of the generic “you,” but I 
would like to make it clear that I include your men- 
behind-the-counters as well. If they are given the neces- 
sary education, aids, and incentives, their productivity 
will increase proportionately. 


FOR APRIL, 1946 
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Let us not forget that the average person who enters 
your store, comes in to buy. If she leaves with a pur- 
chase, you may or may not have made a sale. Selling 
begins when you succeed in inducing her to better her 
investment in jewelry. In order to accomplish that end, 
you must know whereof you speak, you must engender 
her own understanding and appreciation, and, most im- 
portant of all, you must stock the kind of merchandise 
which will warrant larger unit purchases. 


WHY ALL THE MYSTERY? 


In some jewelry stores, there still is a tendency to 
act or talk mysteriously about diamonds, as if one had 
to be admitted into an occult science to know anything 
about them. At the risk of offending some, I denounce 
that approach to jewelry retailing. I cannot emphasize 
too strongly my belief that the more the customer 
knows, the more confidently she will buy, and the 
greater the likelihood that she will purchase not what 
is cheaper, but what is better . . . better for her, and 
better for you. 

As jewelers, most of you stress your reliability above 
everything else. I believe that this stress is well-placed. 
It is the very keystone of your business. But if reli- 
ability is to be more than an advertising catch-phrase 
or claim, it must be reliability that is a demonstrable 
fact. It must be a reliability based on the reliability of 
the merchandise you sell, as well as the reliability of 
your methods and practices. No jeweler is reliable if 
he sells a watch that is unreliable or a piece of silver 





that is too thinly plated. Nor if he sells a diamong 
whose quality is subject to question. 

The greatest jewelry name in the land has acquired 
its prestige by the flat refusal of the firm to compromise 
in the slightest degree with quality or reliability, ang 
I believe few will disagree that reliability built upon 
the merchandise, methods and practices of any jewelry 
store anywhere is an essential to either lasting success 
or continued progress. 

The war has caused many businesses to fall victim to 
flabby muscles. Success was easy and cheap. Competi- 
tion hardly existed except in comparative terms. The 
jewelry industry, like most others, may have become 
inert where it should have held firm to initiative. This 
is mere generalizing, and each jeweler knows if such 
comment fairly can particularize in his case. 


TIME FOR TAKING INITIATIVE 

The time has come to resume the initiative. One day 
soon, the customer won’t come to the store that has the 
item he or she wishes, but to the store that convinces 
him that it, and it alone, is the place to buy it. My 
sincere advice to everyone is not to wait for competition 
to set in before he becomes competitive in spirit. 

Reconversion is the order of the day. To jewelers, 
it should mean reconversion of stocks that during the 
war “got by.” Reconversion of selling methods that 
stressed lassitude or indifference. Reconversion of your 
very attitude towards the market you hope and intend 
to sell more fully. 














THE JEWELERS’ CIRCULAR-KEYSTONB 











Create positive reasons why your consuming public 
should patronize your store in preference to any other. 
Renovate where it is necessary, innovate where it is 
possible, and be first in the consideration of every pros- 
ective customer. 
The most enviable diamond business hereafter won't 


be enjoyed by the store that merely “shows” diamonds. 
It will be the store that “sells” diamonds, and by “sell 
I mean the store that carries the best and the most 
modern. 

Capitalize on national advertising by featuring the 
prand-names that are pre-sold to your customers. Re- 
member that it is turn-over that counts finally, not the 
occasionally inordinate profit made on the unnamed and 
unknown item. 

Turn-over is the key to profit. You can’t make money 
until you sell, and the best stock always is the freshest. 
The ring you have to hold for a few years before you 
can realize an extra $50 of mark-on is a drag on your 
business. While it’s being zealously “held,” a more en- 
lightened retailer is turning over quantities of rings at 
an eminently satisfactory return. 


The world is your oyster today. But you've got to | 


pry it open and hold it open. You can’t sit on it, and 
hope to God it hatches. Your chances were never better, 
your opportunities never greater. If you miss them, it 
will be because someone did more about them. I wish 
everyone boundless success and prosperity . . . everyone 
who merits it. 
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HAWAIIAN JEWELRY EXPRESSES TRADITIONS 


“Flowers, leaves, birds and a few of the conven- 
tionalized old Hawaiian motifs form the inspirational 
background of modern Hawaiian jewelry as a result of 
a long tradition dependent upon texture of material and 
functional necessity” according to George H. Moody, 
vice-president and manager of Grossman-Moody, Ltd., 
Honolulu, writing in Paradise of the Pacific. In an 
article entitled “Ancient Lore in Modern Hawaiian 
Jewelry,” Mr. Moody maintains that the arts and prod- 
ucts of a race are clean in line and proportion so long 
as they are produced for the use and appreciation of 
the people themselves. Confusion and elaboration 
usually come with the desire for export and after trade 
routes are well opened. 

“The Islands offer a few gems for the jeweler to use,” 
Mr. Moody continues, “including the green olivine, soft 
brown and yellow topaz, agates and crystal-like stones 
in white, pink and blue shades. However, a great many 
modern pieces are designed with stones from India, 
China and other parts of the world.” 

There is some jewelry made today using shells in 
combination with metals, according to the article, and 
silver, gold, platimum and palladium are all used in 
various ways. Almost all of these pieces are hand made 
and the craftmen in Hawaii today are as competent in 
their lines as are to be found anywhere. Great emphasis 
is put on simple handling of the metal itself and on 
placing the stones in order to high-light the designs 
rather than to create heavily-jeweled pieces. 

Flowers leis have been fashioned in crystal or in soft 
polished ivory, and ivory with silver or gold has been 
utilized for brooches, clips earrings and _ bracelets. 
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RETAIL DESIGN IN WHOLESALE SHOWRROM 


(From page 218) 


that the design was created for a wholesale house, rather 
than retail. 

That argument, however, is easily disposed of. The 
Halpern establishment was remodeled, purposely, to 
look as much like a retail store as possible. It was 
thought that by displaying stock exactly as it would ap- 
pear in a retail store, a wholesaler would be giving his 
customers an extra service, would demonstrate the best 
display methods, and enable the retailer to visualize the 
merchandise as it would appear in his own store. 


NON-RETAILERS ATTRACTED BY SET-UP 


In one respect, designing a wholesale house to look 
like a retail store has lessened efficiency. Prospective 
customers who are not retailers inquire about merchan- 
dise they see displayed, and time is lost in explaining 
to them why a wholesaler cannot sell to laymen. 

But this feature, annoyance though it is, proves that 
modern dignity has the ability to create sales appeal, 
yet still retain tradition. 

Ever since the 18th Century, when Robert Adam 
carved a wreath on a piece of mahogany, his style has 
represented all that was decorous. And it may well be 
that, as jewelers, we have clung to his ideas, without 
noticing that the rest of the world has gone on, and now 
accepts a completely different style of dignity. It may 
be, even, that, to outsiders—those who enter jewelry 
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establishments only half a dozen times or less in a year 
—the customers—our idea may represent not dignity at 
all, but downright stuffiness. 

Thus, in sacrificing modern methods of merchandis- 
ing to achieve an erroneous idea of dignity, we are pos- 
sibly losing both dignity and sales. 

On the other hand, no one wants a return to the crass, 
blatant methods and displays of the 1930’s. They were 
born of desperation during the depression and, if con- 
tinued, could undo our standing as much as the ham 
sandwich has undone the profession of pharmacy, 

The solution, as Virginia Dixon pointed out in an 
article in the July 1945 issue of THe JEweters’ Cir- 
cuLar-KeysTonE, lies in a compromise between stately 
dignity and crashing brass. And this compromise can 
be achieved by a discriminatory combination of modern 
materials and modern design. 

No particular feature may be said to be more impor- 
tant than another. Lighting, materials and design are 
interdependent. 

Their purpose is to combine in such a way that they 
will provide (1) comfort for both store personnel and 
the customer; (2), beauty that is neither shocking nor 
breathtaking; and (3), proper settings for individual 
types of merchandise. 

This has been done well in the design created by 
Gruen and Krummeck for the Nat Halpern establish- 
ment. Bleached mahogany seemed to provide the most 
beauty and, at the same time, attract least attention to 
itself, so all wood in the salesroom is bleached mahog- 
any, save showcase-bases which have been made black. 
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ing with the black velvet on which the smaller 
ieces of jewelry are displayed. 

F Gins is as important as wood, in this particular de- 
sign. Not only is glass used for shelves, windows and 
showcases, but the back wall and office partitions are 
made of corrugated construction glass. And this latter, 
lighted from behind, adds further to the aura of modern 
ignity. 

_ materials, glass and wood, have been utilized 
to furnish as much open space as possible, enabling the 
customer to see the merchandise he requires, at once; 
to examine it, and to choose the pieces he wants, with- 
out losing time or enthusiasm while a salesman searches 
closed cabinets and drawers for the desired article. 


in keep 


STOCK ON DISPLAY IS CLASSIFIED 


Three sides of the salesroom feature tiers of built-in 
glass shelves, adjustable to any convenient height, and 
each tier is individually lighted. Jewelry, silver service 
and electrical appliances are out in the open, arranged 
in their respective groupings. Partitions between tiers 
are equipped with electrical outlets, so that appliances 
may be demonstrated where displayed. This is particu- 
larly good, inasmuch as one salesman need never disturb 
another, as is the case where outlets are scarce or incon- 
veniently located. 

Only the smaller, more valuable pieces of jewelry 
are kept in the showcases, and here, too, the design is 
such that all possible efficiency is provided. Showcases 
are divided into sections; between each pair of sections 
is a table where both customer and salesman may seat 
themselves. 

Merchandise displayed in showcases can be seen from 
any angle because lighting has been arranged to elim- 
inate glare and reflection from the glass. This was 
accomplished by spacing the overhead lights directly 
behind, rather than directly over, the cases. 

There is no excess stock storage space in the sales- 
room, itself, except for drawers located in the base on 
which the showcases rest, and since these drawers open 
from the salesman’s side of the counter, they are un- 
seen by the customer. Reserve stock is kept in a sepa- 
rate room. 


MEN'S WEDDING RINGS BUILD VOLUME 
(From page 220) 


There are several unusual features in the way which 
Shaddow’s presents men’s wedding rings, both in display 
and inside the store. For one thing, there are no men’s 
wedding rings on display in the main case devoted to 
wedding and engagement rings. Instead, Miss Bierman 
has found it excellent sales psychology to keep all men’s 
wedding rings concealed in slide drawers beneath the 
feminine ring displays in the case. This is an 8-ft. case 
surmounted with blue lamps, trimmed in blue sateen, 
and made as feminine as possible to attract prospective 
brides. Men’s rings would “clash” in this atmosphere, 
Miss Bierman believes, and her experience has proved 
her right. 

Thus, instead of displaying the three rings together, 
the men’s models are concealed in the drawers beneath, 
and arranged according to style to correspond with those 
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CENTRIFUGAL CASTING 
EQUIPMENT & SUPPLIES 


Centrifugal Metal Casting Machines 
(Kerr, Vaughn, Dee, & Ecco—Spring & Motor Driven) 


Centrifugal Wax Casting Machines 
(Spring & Motor Driven) 

Rubber Mold Holder for Wax Casting Machines 
Electric Vulcanizers & Wax Pots 
Two-Piece Frames for Rubber & Metal Molds 
Bismuth Alloy No. 200 for Metal Molds 


Machines for Injecting Wax into Metal Molds 
(Hydraulic Hand Pressure & Air Pressure) 


Wax Eliminator Ovens 
(Saunders, Baker, Hones, & Hoskins—Various Sizes) 
Melting Furnaces 
(Gas Fired & Induction—Various Sizes) 


Melting Crucibles 
(Dixon Sand & Graphite—Wesgo) 


Casting Crucibles 
(Sand, Mullite, Carbon, Carborundum & Graphite 
for All Types of Casting Machines) 


Vacuum Pump Units 
(Table, Pump, Metal & Rubber Plate, Glass Bell Jar) 
Stee! Flaske—Carbon & Stainless—Rubber Sprue Bases 


Investments—(‘‘Cristobalite”’ for Gold & Silver) 
(Saunders for Palladium) 


Waxes—(Kerr’s Precision & Modifying—Saunders) 
Tongs for Crucibles & Flasks—All sizes 
Fluxes—Asbestos Gloves & Mittens 


ALEXANDER SAUNDERS & CO, 


(Suec. to J. Goebel & Ce.) Est. 1665 
95 BEDFORD STREET, NEW YORK 14, N. Y. 
Price List Sent Upon Request 














Cutters of 
SYNTHETIC RUBIES 
and 


BLUE SPINELS 


Buff Top 
Faceted 
Cabochon 


PROMPT DELIVERIES 
EXPERIENCED WORKMANSHIP 
GUARANTEED SIZES 


METROPOLITAN LAPIDARY 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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ANOTHER WINNER! 





The latest in a series of 10K and 14K Gold 
rings for Ladies and Gentlemen—Set with 
Synthetic or Genuine Stones and Onyx 


also 
BRIDAL SETS... BABY SETS 
EARRING MOUNTINGS 
MEN’S MOUNTINGS 


JOBBERS ONLY 


Always Ready to Serve 


KEYSTONE 


Jewelry and Mfg. Co. 
101 Maiden Lane New York 7, N. Y. 


Designers Manufacturers 
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on display. T hrough selective buying Shaddow’s has 
been able to obtain men’s wedding rings in yellow gold, 
white gold, platinum, silver and mounted with diamonds 
either exactly following a popular wedding set pattern, 
or close enough to form a good match. With this classi- 
fication, each style of ring is kept in the drawers below 
the women’s rings, where it is always convenient for 
salespeople to reach. 


MEN'S RINGS NOT INTRODUCED IMMEDIATELY 


“This fits in with selling psychology very well,” Miss 
Bierman explained. “Our policy is never to mention the 
man’s ring until a certain point in the transaction with 
the woman in the case. Usually, this is immediately 
after the lady has definitely made up her mind on her 
own rings, and is admiring them on her fingers. At that 
moment it is a simple matter to reach underneath, bring 
out the man’s wedding ring which most closely comple- 
ments the others, and suggest a double-ring ceremony. 
Women are invariably delighted with the suggestion, and 
it has been our experience that many of them have com- 
pletely forgotten this new form of wedding, in the ex- 
citement of getting ready. It doesn’t matter whether 
the man is along or not—we sell almost as many men’s 
wedding rings direct to brides as to the prospective hus- 
band himself under today’s conditions. Of course when 
things level off to prewar conditions there will be few 
such instances.” 


At one time men were inclined to feel a bit “silly” 


about the purchase of a wedding ring, Miss Bierman in- 
dicated. However, since the war when the wedding ring 
was about the only gift a man overseas asked for, they 
have become so natural that this sensitivity has vanished. 
Even the most rugged of men now cheerfully exhibit 
wedding rings, and many want them made up to exactly 
the same design as those worn by their wives. 

Shaddow’s price range for masculine wedding rings 
runs all the way from $10.50 for a plain band to $200 
for diamond-set varieties, although the average sale is 
somewhere between $20 and $30. There are many op- 
portunities to increase this unit sales, particularly where 
the bride’s rings are in the upper price bracket. In re- 
cent months Shaddow’s has made up and sold several 
diamond wedding rings for men built to the husband’s 
specifications, and amounting to three figures when de- 
livered. The demand for diamonds in men’s wedding 
rings as well as women’s is steadily increasing, Miss 
Bierman emphasized—requiring little extra selling effort 
over a plain gold band. 


MEN'S RINGS SELL AFTER MARRIAGE, TOO 


The Fresno store’s masculine wedding ring merchan- 
dising program doesn’t begin and end with bridal-couple 
contacts. “We find there are plenty of other opportuni- 
ties to sell the man’s ring,” Miss Bierman added, “par- 
ticularly in connection with remounting ladies’ wedding 
rings, cleaning them, adjusting prongs, resetting dia- 
monds, ete. In all cases, we make a point of good service 





ee Alloys 4,22 


For casting, for rolling, for drawing, 
Niatt ALL PURPOSE ALLOYS make 
jewelry of radiant beauty and color. 


Nias ALL PURPOSE ALLOYS malle- 
able and haveaa high tensile strength. 


Sold in all colors and 
fealo bale b delet al ba-lo Mb de) act IMD dot cet ae 
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{ (IRN Re i RRR ROE EE RE AINAR  Re T E 


ANNOUNCING THE ADDITION OF THE 


“McCuntock Euectric Lock Line” 


To Our Already Well Established Clock 
Department. 


THE WALLENSTEIN-MAYER COMPANY 


31-39 East Fourth Street, CINCINNATI 2, OHIO 


DISTRIBUTORS FOR 
DIVISION OF GENERAL TIME 
INSTRUMENTS CORPORATION 
SETH THOMAS CLOCKS 
WESTCLOX 
THE UNITED STATES 
TIME CORPORATION 
INGERSOLL 
WATERBURY 
THE E. INGRAHAM COMPANY 
O. B. MeCLINTOCK COMPANY 
HERSCHEDE HALL CLOCKS 
REVERE ELECTRIC CLOCKS 


WHOLESALE JEWELRY, DIAMONDS, WATCHES, 
SILVERWARE, ETC. 
Write for Catalog 











Popular Priced 
Boys and Girls Rings 











Made in 14Kt Yellow Gold with synthetic 
Sapphires and Rubies 
Wedding Band in 14 Kt Pink Gold, set 
with 12 genuine Rubies 


No. 176... .$5.50 
No. 607. ..$35.00 


No. 392....$6.00 
No. 203....$4.75 


No. 219....$5.75 
No. 174... .$5.50 


For immediate delivery Order Today 


AARON LEIKIND 


Manufacturing Jeweler 


94 Canal St. New York 2, N. Y. 








WaAlker 5-8869 
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Light hearted 

miniatures the newest... MECHANICAL CHARMS 

Tiny pencil sharpener—egg beater—baby carriage— 

high chair, etc... . all fashioned with Caprice Original 

appeal and perfection into perfect little sterling silver 

mechanical charms! 355218 illustrated $9 per doz. 
(Also order our unusual sterling silver charm assort- 
ment #$5217 at $6.75 per doz.) 
Sterling silver charm bracelet #$5252 illustrated is 
$6 per doz. (For heavier charm bracelets in sterling 
silver order #S5244, $13.50 per dozen; #S5242, 
$19.50 per dozen.) 









Immediate delivery 
FREE velvet 
covered charm 
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Permanent showroom, 
8th Floor, Hotel New Yorker, N. Y.1 
General Offices: 404-06 Fifth Ave., McKeesport, Pa. 








REG U S 


Hand-knotted 
Pearl 
Necklaces 
$48.00 a doz. 
* 
and 
Necklaces 
of 
Graduated 
Pearls 
without 
Knots 
$18, $33, $39, $45 


Diversified Line of 


* Simulated Costume Jewelry 





366 5th Ave., Cl. 6-2176 
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ty the wife, and sometg@eMaring our contact with her, 
ascertain whether her husband is with her, etc. If the 


lady isn’t a widow or a divorcee, we then suggest a wed- 
ding ring for the husband to match the wife’s ring—first 
being sure that we can match it closely of course. Many 
wedding rings are thus bought by wives without their 
husbands being brought into the matter at all——as gifts, 
surprises, etc. This was particularly true during the 
closing months of the war when wives whose husbands 
were going away thronged into the store for the purpose. 
We suggest them wherever possible, secure in the knowl- 
edge that although we may not make the sale at the mo- 
ment, we’ve implanted the idea firmly. The chances are 
that the lady will be back later on when an anniversary 
rolls around, or when there is some other opportunity 
for giving an intimate gift.” 


WILL ALSO USE DIRECT MAIL 


Direct mail will be brought into the picture shortly, 
to add as many men’s wedding ring sales to past all- 
feminine ring transactions as possible. Shaddow’s has 
always recorded the name and address of every engage- 
ment and wedding ring customer, and thus has a long 
list of brides who will form the basis for direct mail pro- 
motion. Most of them were sold before the fad for men’s 
wedding rings came along, and are considered logical 
prospects for adding this ring now. ‘We plan to in- 
crease the percentage of men’s wedding rings set with 
diamonds,’ Miss Bierman summed up, “because this 
type of masculine jewelry appears to be permanently 


popular, and will be more and more important in the 
future.” 


DETERMINING SMALL AMOUNTS OF GOLD 


A method of determining the thickness of an electro- 
deposited layer of gold on jewelry and other items, has 
been developed by W. Stanley Clabaugh and is de- 
scribed in the February Journal of Research. 

Briefly, a sample of the object to be tested is obtain- 
ed by means of a punch and die designed to cut out 
samples of a small area (1 square millimeter, or 0.00155 
square inch) from material that has a thickness of 1/32 
inch or less. The sample cut out with the punch is 
treated with dilute nitric acid, which dissolves the base 
metal, and leaves a small circular piece of gold. This 
is washed by decantation several times with water, and 
is then dissolved in a few drops of aqua regia, after 
which it is evaporated to dryness by impinging a jet of 
purified air on the surface of the solution. 

The quantity of gold from which the thickness of the 
gold layer is calculated is determined with a spectro- 
photometer from the intensity of yellow color produced 
when a measured volume of a solution of o-tolidine (3- 
3’-dimethylbenzidine), dissolved in normal sulphuric 
acid, is added to the air-dried resjdue. 

Quantities of gold up to 10 micrograms (0.010 milli- 
grams), corresponding to 0.00050 millimeter (0.00002 
inch) of gold on 1 square millimeter (0.00155 square 
inch) of surface, can be determined accurately by this 
method. 













Patent Pending 


Some territories available for direct representatives. 
Wholesalers inquiries invited. 





INTRODUCING... 


SILENT BUTLER 


REALISTIC VIOLIN DESIGN 


MANUFACTURED BY 


HAROLD A. STOLTZ AND ASSOCIATES 


Empire Bldg., 1783 East 11th St., Cleveland 14, Ohio 


Wount Vernon Ware 


Irs beautiful! It’s useful! It’s brand new! 
Women buy this Silent Butler on sight! Here 
is a sure fire hit that sells the year around. 
Precision made of aluminum. Individually 
gift-boxed. 


Overall length, 11 3/4 inches. 
Width, (at widest point) 5 
inches. Depth 1 1/2 inches, 
* 
PROMPT SHIPMENT 


FINISHES 
Ivory Antique 
Satined Aluminum 
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Radio Promotion for Jewelers 


First of a series of articles considering radio promotion 


as applied to jewelry retailing. The general purpose of 


radio advertising is discussed in this first installment. 


ee ND now.we bring you 15 min. of recorded music 
through the courtesy of Smith’s, Blankville’s 

leading jewelers. At Smith’s... .” 

Ever hear a radio program start out that way? 


Of course you have! And so have 140 million other 


Americans—time and time again. It has come to be a - 


standard format for radio shows promoting the wares of 
a jeweler, possibly because it is the easiest type of pro- 
gram to “throw together.” Undeniably it keeps the mer- 
chant’s name before the public—but frequently that’s 
the best that can be said for it. It becomes as monoto- 
nous as eating corn-flakes three times a day. 

Although over 25 years old, commercial radio is still 
in its infancy. Many new sales and promotion tech- 
niques are yet to be discovered and applied. Realizing 
this fact, and acknowledging that radio promotion is 
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by MARIE FORD, Editor 
Radio Showmanship 


playing a greater and greater part in the advertising of 
an increasing number of jewelers, THe Jeweters’ Cir- 
cuLAR-KeysToneE presents herewith the first in a series 
of articles designed to assist jewelers in their selection 
and production of programs which will capture the in- 
terest of listeners, create goodwill for a store and, in 
short, stimulate jewelry sales. 

Numerous factors enter into the planning of a radio 
program series. First of all, it must be decided whether 
the program’s purpose will be to elicit direct pull (i.e. 
sell specific items immediately), or act as an institutional 
advertisement. Also, careful consideration must be given 


THE JEWELERS’ CIRCULAR-KEYSTONE 








Thijse bes! 


SCREW-BACK INITIALS FOR SIGNET RINGS 


Styled ty Burt 


Flere it is! Burt's answer to the question of 


how to have the right initial ring on hand at Bought indivi ty it 


all times, without a large investment! Simply 
select the initial needed and fasten it to see tray, and in 


the ring! 
This special offer will save you money! 


‘Here's what you get! Six heavy 10k gold 
initial rings, “Styled by Burt’’ in genuine 
“~ bBlack onyx, plus 12 additional, assorted 


solid gold initials and a handsome tray— 
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to four closely inter-related factors; the type of audi- 
ence which is to be reached, the time the program is to 
be broadcast, the type of program which is to be offered, 
and the station which will handle the broadcast. 

Discussion of these various factors, at considerable 
length, will form the basis of this series. While the 
material to be presented is not offered as definitive and 
conclusive, it is felt that it will, at least, spur the think- 
ing of the jeweler who wishes to use radio as an adver- 
tising medium. Quite possibly, also, it will present 
angles of the subject which might not ordinarily occur 
to the layman. 


WHAT WILL RADIO ADVERTISING DO? 


Establishing a priority rating with the public is trail’s 
end for all advertising effort and to that extent radio 
advertising is no different from other advertising media. 
However, as the youngest member of the advertising 
family, radio is not as generally well known as the other 
types of public-reaching enterprise. 

When an advertiser buys space in a newspaper he has 
a clear-cut idea of what he wants to put into that space. 
The same should be true of radio time. It is not enough 
merely to purchase a slice of ether time—only a planned 
campaign can achieve any measure of success. 

First and foremost, the jeweler must determine to 
what uses he wants to put his radio time. While radio 
can perform a variety of useful functions, the advertiser 
must decide which are best adapted to his specific needs 
at a given time. If the jeweler determines at the outset 
which of two main functions, sales or institutional, he 
wants his radio series to perform, his chances for success 
with the medium are that much greater. 


INST:ITUTIONAL APPROACH COMMON 


The jeweler whose approach is primarily institu- 
tional tends to use radio on a year-round schedule. 

The Wilkens Jewelry Co., Pittsburgh, Pa., summed it 
up this way: “Like the majority of other U.S. retail 
jewelers, we used to have the idea that the only time to 
use radio was during appropriate seasons such as June, 
Christmas and other holidays. But the Wilkens Ama- 
teur Hour taught us an important lesson in the profits 
of consistency. We promote continuously on a year- 
round basis. Some call it folly. We have another word 
for it. Fool-proof!” It could well be—the firm re- 
ceived over two and one-half million votes for contestants 
over a six-year period. 

If the jewelers’ approach is the institutional one, 
there’s no question but what the year-in, year-out sched- 
ule is what it takes to do the job. For example, with 
three shows a week on KRBM, Bozeman, Mont., 
throughout the year, Harry Miller, Jeweler, isn’t throw- 
ing money down the drain. He’s building a store name 
that insures sales during the peak seasons and through- 
out the year. 

Likewise, the Davidson & Licht Jewelry Co., one of 
the first jewelers in the Bay area to take a full-time 
strip on the air, didn’t switch from spot announcements 
and time signals to a six-times-a-week quarter-hour show 
on KROW, Oakland, Calif., without first giving serious 
thought to the matter. Evidence that the year-round in- 
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stitutional approach was the correct one for the sponsor: 
Davidson & Licht sponsored the program for more than 
five years. 

Similarly, Cousins’ Jewelry Stores went into radio on 
a consistent schedule. According to the manager, Charles 
Simon, Cousins’ main objective, was to establish a foun- 
dation of friendship with the listening audience. That 
is the essence of the institutional approach. 


RADIO STIMULATES DIRECT-SALES 


Direct-sales appeal, of course, is sought by many 
jewelers. Programs of this sort strive for immediate 
effect on the audience and their effectiveness is gauged 
by increased store traffic. 

For instance, in connection with its “Kay Treasure 
Chest,” the Kay Jewelry Co., Toledo, O., awarded a 
card redeemable for cash at the store, or War Stamps, 
to the first person each day who correctly guessed which 
of six keys opened the Kay Treasure Chest on its 
WSPD man-on-the-street show. 

The constant repetition of a store message is another 
means of developing store traffic. In Los Angeles, Calif., 
for example, the May Diamond Co., retail jewelers, used 
120 live announcements per week on each of the follow- 
ing stations: KFAC, KMPC, KFWB and KECA. Such 
a concentration of effort is almost certain to create store 
traffic. 

When the Kay Jewelry Co., Oakland, Calif., held its 
twenty-sixth anniversary sale, its program on KROW 
was practically the sole sales stimulant used for the 


_ event. 


Will Sales, Jewelers, Louisville, Ky., used a three- 
times-a-week series on WINN to promote the sale of 
diamonds. In Danville, Va., the Kingoff Jewelry Co., a 
long-time, heavy user of radio, aired a news program 
over WBTM to step up the sales of such items as 
watches and rings. American cut diamonds and other 
merchandise of similar quality were what the Selle Jew- 
elry Co., St. Louis, Mo., pushed on a series aired over 
KSD. 

There are other ways of doing it, too. In the case of 
the Slavick Jewelry Co., Los Angeles, Calif., listeners 
were reminded that monthly program schedules were 
available at the store. Likewise in the case of Crothers 
Jewelers, Yakima, Wash., listeners came to the store for 
handy forms on which to list a give-away, sale, or the 
like on the Mr. Fixer show. 


RADIO EFFECTIVE FOR SPECIAL OCCASIONS 


Even for special occasions, the creation of store traf- 
fic is desirable. For example, Milens, Oakland, Calif., 
credit jewelers staged a Hollywood opening with plenty 
of fanfare to celebrate a $55,000 remodelling job. Radio 
was used to create public interest in the event and 
KROW was on hand to broadcast the highlights of the 
day. 

Seasonal sales, too, may be boosted by radio programs 
—the creation of store traffic through a combination of 
the direct-sales and institutional approach. Lichtey’s, 
Philadelphia, Pa., sponsored a football series over 
WBIG to good effect in pre-Christmas days by con- 

(Please turn to page 331) 
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WHERE VISION COUNTS ... with "SIR APEX” 






























Ha 
WHERE PROFIT COUNTS . ITS APEX! 


It's APEX for value ... APEX for quick sales . . . and APEX for 
volume! Mass orders from the Armed Forces resulted in produc- 
tion economies. That's why APEX'S sun glasses can be sold at 
amazingly low prices without sacrificing quality. Increase your 
sun glass sales by selling APEX, the Outstanding Sun Glass Value. 


APEX SUN GLASSES __ Plastic 
wi th GLAR E -B AR LE N S E S Re-use utility case, ideal for 


home and office use. This beau- 
tiful transparent-plastic topped 
simulated leather gift box is 
free with each pair of APEX 
deluxe sun glasses. (RETAILING 
at $3.95 and up.) 





EACH PAIR IS COMPLETE WITH 


ce 
: "Flight Leader . “Bermuda” CARRYING CASE AND SPECIALLY 
ver u Aviati s Gl — : 
Rhodium Plated, RETAILING AT.” 9495 CncioGsre'padle temples, Re=" gagg TREATED LENS CLEANING CLOTH. 
Gold cen ite Luxury Model RE- $595 FRILING AU ccccvecccccicscces 
WMILING AT ..0ccccerccccccrenenes Write for catalogue of Complete Sun Glass Line. Retailing from $1.50-$9.98 


Apex Specialties Company * 38 West 33rd St., New York 1, NLY. 


COPYRIGHT 1046, APEX SPECIALTIES CO., NEW YORK 
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JEWELS FOR SPRING GO TO YOUR HEAD 


(From page 222) 


in the Frederics collection that are perfect complements 
for a jewel. Not only does the hat itself become more 
important, but with the added interest of a specially 
designed piece of jewelry, the ensemble becomes a 
“conversation piece.” 

In the correlated jewelry and hat field is the John- 
Frederics’ fisherman’s hat of navy blue straw with jew- 
elry designed by Lackritz that follows an oceanic theme, 
in that it is a stylized version of a sea urchin, with dia- 
mond-tipped gold spikes jutting from a center dome of 
gold, studded with’ diamonds. 

The “bicycle-built-for-two” hat inspired jewelry 
based on the old song of that title which starts with 
“Daisy, Daisy, give me your answer true, etc.” Lack- 
ritz designed diamond earnings in a daisy pattern and 
a platinum ring with diamond daisy center to comple- 
ment the John Frederics hat of navy blue and white 
checked taffeta, gathered onto a white straw base. 

A promotion of this sort lends itself perfectly to 
Spring window displays and advertising. It requires 
only a bit of imagination and ingenuity to work up 
hat-jewelry ensembles: the new realistic rose pins and 
rings plus a large cabbage rose hat is one idea, and the 
popular trick lapel gadgets will give you many others. 
A leading milliner (not necessarily John-Frederics) 
in your city will be more than willing to cooperate with 
you on such a promotion. Tie-ups between chapeau and 





jewel, regardless of how far-fetched they are, make 
good conversation pieces for your customers and more 
sales for you. 


—_——___—- 


INVENTORIES UP AS PLATINUM SUPPLY GAINS 


The supply of refined platinum made available to the 
various consumer industries during November, 1945, 
were somewhat in excess of sales and as a result, in- 
ventories of refiners and dealers showed a slight upward 
turn, according to the latest figures released by the Bu- 
reau of Mines, U. S. Department of the Interior. 

Platinum sales to the jewelry industry showed a 
moderate decline during the month as compared with 
October but this decline was more than offset by sales 
to other industries and as a result, total sales showed a 
small gain of 5 per cent. 

In October, sales of platinum to the jewelry industry 
amounted to 13,662 troy ounces; in November, 12,964 
troy ounces. Sales of palladium were 1797 and 3066 
troy ounces, respectively. 

The refining of platinum during October was 20 per 
cent less than the preceding month but in November 
a gain of 13 per cent was shown over October. In the 
latter month, refining was again less than sales but this 
deficit was made up by imports of 4000 ounces of refined 
metal and by the release of 2591 ounces by the Office 
of Metals Reserve. 

Refining of palladium in November was greater than 
in any other month in 1945 but was again less than 
sales. 








1942-45 WITH U.S. 





Successful Watch, Jewelry & Diamond Sales- 
man of High Pre-War Earnings Desires 
Contact with Quality Firm That Can Handle 
Large Volume of Business at Present Time 
and is also Interested in Building for the Future. 


STRICTLY COMMISSION BASIS IN CAPACITY 
OF SALES REPRESENTATIVE. SUBSTANTIAL 
SALES RECORD SINCE 1930. 


ARMY. HONORABLY DISCHARGED RECENTLY. 


Highest Type References in Regard to Ability, Honesty, Integrity 
Former Territory: Southwest—Texas, Oklahoma, Louisiana, Arkansas, Kansas 


Am very well known in my territory and have strong personal friendships with 
practically all the largest operators and hundreds of the smaller jewelers. 


Box #B. 3328, c/o Jewelers’ Circular-Keystone, 100 East 42nd St., New York 17, N. Y. 
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HEAT TREATMENT OF GOLD ALLOYS 
(From page 224) 


produced by the development of a crystal transformation 
which occurs rapidly at about 700 deg. F. and continues 


to occur, although more slowly, until the temperature de- | 


creases to 400 deg. F. 

Practically all of the red and yellow karat alloys con- 
tain enough copper to permit this crystal transformation 
and these alloys can be hardened by slow cooling and 
softened by quenching from the annealing temperature. 
If the metal is cooled slowly from the annealing tem- 
perature more or less of this transformation takes place, 
depending upon the composition of the alloy and the rate 
of cooling. Consequently, a slowly cooled karat alloy 
will be harder and stronger than one which has, been 
quenched or cooled rapidly after annealing. 

The incorporation of platinum and palladium into the 
*karat alloys increases the beneficial effect of this heat 
treatment and the resulting heat-treated article will have 
greater strength, resiliency, and hardness than the 
simple karat alloys. By controlling the temperature and 
the time at which the alloy is held between the tempera- 
tures of 700 and 400 deg. F., a definite amount of heat 
treatment can be produced and the resulting physical 
properties can thereby be controlled. 

The following examples of the effect of heat treatment 
after annealing serve to show the increased beneficial re- 
sults in an alloy containing platinum and palladium over 
a simple 14K-gold alloy. Even though the total of cop- 
per, platinum and palladium is less than the copper con- 
tent of the platinum-free metal, and even though the 
karat of the platinum-palladium alloy is higher 
(15.17K), the increase in tensile strength caused by the 
heat treatment is greater (over 65 per cent) than with 
the 14K alloy (less than 40 per cent). 





Alloy #1* Alloy #2* 

WRN co sete cca alste nn ceii em aie areertas 583 (14K) 632 (15.17K) 
EMO % oc Suncivdneredduewmeenen 110 125 
Ce OREO CC Rr Cer cry 264 149 
OUOMOD, (ais:ib wUls& eaidimenios neomenues 20 — 
NS oa cass elacd i cvianwiaane ceelena aia alan’ 23 6 
MMMM. sco cslweceancedecniecewas 45 
IO: safe o's wie Readinciereeeeiees —- 45 
Ultimate Tensile Strength in lbs. 

per square inch, annealed....... 79,000 86,500 
Ultimate Tensile Strength in lbs. 

per square inch, heat treated. .110,000 148,000 


The heat treatment which causes the crystal transfor- 
mation in the alloy increases the hardness, the strength, 
the elastic limit and the resiliency, but decreases elonga- 
tion. Translated into terms of workability, this means 
that the alloy is less workable, more brittle, but much 
harder, stronger and springier when heat treated. Con- 
sequently, it is desirable to work the metal in the an- 
nealed state, obtained by quenching the alloy from the 
annealing temperature.’ This produces a metal with a 
high elongation, low hardness, and low strength, so that 
it can be bent, formed, stamped with ease and without 
danger of fracture. After all of the forming operations 
are completed and the finished article is ready for the 

(Please turn to page 297) 





*“Age Hardening of Metals,” Vines and Wise, American Society of 
Metals Symposium, 1940, pp. 195, 196. 
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ANNOUNCEMENT 
To Watch Importers 





In addition to our Watch Repairing Depart- 
ment, we now have a complete Watch Casing 
Service. 


All watches cased by us are timed for 48 hours 
before they are returned to you. Minor 
adjustments made without additional charge. 
We will also attach all types of Watch 
Attachments. 


All work fully guaranteed 


MARUDO WATCH CO. 


48 WEST 48th STREET 
NEW YORK CITY 
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Which Lines Pay Me a Profit? 


A method for the jeweler to use in analyzing his revenues and 


selling costs so as to bring to light those segments of his 


business which are not contributing their share to his profits. 


Editor's Note: The following article is a condensation 
of the retailing section of “Distribution Cost Analysis,” 
written by Charles H. Levin, under the direction of 
E. It. Hawkins, and published by the Bureau of Foreign 
and Domestic Commerce, U. S. Department of Com- 
merce. Facts for “Distribution Cost Analysis” were, 
mainly, drawn from the results of the Louisville Grocery 
Survey, conducted by the Department of Commerce. 
Although this survey considered only the operation of 
grocery stores, it is obvious that the results may readily 


be applied to any retail enterprise, jewelry stores in- 
cluded. 


HE principal objective of cost analysis in the 

retail store is to help the merchant adjust his 
inventory and his merchandising efforts to sales possi- 
bilities so as to yield the greatest profit. The retailer 
typically is concerned only with commodity-cost prob- 
lems, for usually he is not in a position to select his 
customers, his order sizes, or his territory (once he has 
located his store). He is, however, constantly con- 
fronted with questions concerning commodities. 

Shall I add this new item to my line? Of the various 
brands of item X that I sell, each with different mark-up 
rates, which is the most profitable? Do I make more 
money on nationally advertised brands or on private 
labels? Is department A as profitable as it should be? 
Is it more profitable to advertise and give a preferred 
display position to item A or B? It can be seen that 
the answers to these questions are of interest not only 
to the retailer, but also to the manufacturers and whole- 
sale distributors who sell to him. 


PROFITABILITY MOSTLY BASED ON JUDGMENT 


The typical merchant does not now have any practical 
and accurate method for determining the relative profit- 
ability of different commodities, and questions such as 
the above are usually answered on the basis of the re- 
tailer’s sole judgment. Most base their judgments of 
relative profitability on relative percentage mark-ups. 
Many comments have been noted, for example, that item 
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A is “unprofitable” because its mark-up is only 35 per 
cent while the average operating-expense ratio for the 
store or for the trade is 50 per cent. Likewise, state- 
ments are seen to the effect that A is “more profitable” 
than B because it is sold at a higher mark-up. 
Judgments of relative profitability which are based 
on mark-up rates and average expense ratios can be 
very misleading. For example, in one chain (in another 
field than jewelry), one item with a gross margin of 
approximately 12 per cent showed an apparent net loss 
of 5 per cent on the basis of a comparison with the 
average expense ratio of 17 per cent, while another, 
with a gross margin of 22 per cent, showed an apparent 
net profit of 5 per cent. 


PERCENTAGE RATE MISLEADING 


After the chain made an allocation of expenses to 
commodities, however, the picture was found to be ex- 
actly the opposite. The expense ratio for the first item 
was 10 per cent, which, compared with a gross margin 
of 12 per cent, yielded a net profit of 2 per cent. On 
the other hand, the second item had an expense rate of 
24 per cent so that with a gross margin of 22 per cent, 
it showed a net loss of 2 per cent. 

This study also demonstrated that the average ex- 
pense rate could not be applied indiscriminately to 
articles which vary widely in unit price. It was found 
for example, that it cost almost the same amount in cents 
to handle the second item as it cost to handle the first. 
The retail price of the first item, however, at the time 
of the study was about three times that of the second 
item, so that if the average expense rate were applied 
to each it would appear that the cost—in cents—of 
handling item A was three times as much as that of 
handling item B. 

It was also found to be misleading to use a percentage 
rate in measuring the expense on the same item on two 
different dates, if the retail price fluctuated widely. For 
example, the price of an item might vary from a low of 
around 50 cents to more than $1 within a period of a 
few years. The actual expense of handling, in cents 
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INVITATION 


-» worth waiting for 





LADY CAROLINE 





Gorham Silverplate, the next thing to Sterling, is in 
production. Deliveries, if all goes well, will be made in 
late spring or early summer. Quality, as always, will 
be the best that can be made in every particular. Which 


is why people say, “We’d rather wait for Gorham!” 


SILVERPLATE 
Tbe neat dhing lo Herling 


© 1946 The Gorham Company PROVIDENCE 7, RHODE ISLAND 
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per item, might be approximately the same at each 
retail price. Using a percentage rate, however, it would 
appeaf that it cost twice as much to handle the item 
when it sold for $1 as when the price was 50 cents. 

In contrast to the method where the mark-up rate is 
compared with the average operating-expense ratio to 
arrive at relative profitability, the impression appears 
to be prevalent in certain quarters that the relative 
mark-up rate reflects the relative expense rate. That 
is, it is believed that as result of long experience and 
judgment as to the relative costs of handling different 
commodities, retailers have arrived at mark-up rates 
which closely approximate these relative costs. 

However, retail prices and, therefore, mark-up rates 
are subject to the influence of consumer demand as well 
as to the cost of handling. Further, the cost-allocation 
studies that have been made in the past do not reveal 
any consistent relationship between customary mark-up 
rates and commodity-expense rates. 


SOME BASE JUDGMENT ON TURNOVER 


Some retailers base their judgments of relative com- 
modity profitability on turn-over, instead of mark-up, 
rates. For example, according to the turn-over basis of 
judgment, a commodity with an inventory turn-over 
rate two times that of the average inventory turn-over 
rate for the store as a whole has an expense rate half 
as great as the average operating-expense ratio for the 
business. Likewise, a commodity with a turn-over rate 
half as great as that of the business as a whole, would 
have an expense ratio twice as great as that of the 
entire business. Other items would have expense rates 
in proportion. These expense rates are then compared 
with the commodities’ gross margin rates to determine 
relative profitability. 


Although, in some respects, this turn-over concept is 
an improvement over the mark-up rate method for judg- 
ing profitability, it has certain implications which are 
misleading. Under the turn-over basis of judgment, it 
is assumed that all the expenses of the retailer vary 
directly with the rate of inventory turn-over, or, what 
is the same thing, with the total dollar value of the 
average inventory. As will be shown below, however, 
not all retail costs vary with the average inventory 

' value. 

Under the turn-over basis of judgment it is further 
assumed that a single commodity accumulates certain 
costs with the passage of time, until, if it stays on the 
shelf long enough, these costs eat up the gross margin 
and the item becomes increasingly more unprofitable. 
Thus, this assumption implies that the space and capital 
costs, which are related to turn-over, are variable with 
respect to the single commodity; that these costs stop 

, accumulating when the commodity is sold; and that the 
share of these costs which is allocated to the individual 
commodity could be eliminated if the commodity were 
dropped. 

This is erroneous, since these space and capital ex- 
penses are “fixed’’ costs in relation to a single com- 
modity. (Fixed costs may be defined as those which do 
not change in total amount when the sales volume is 
varied.) Space and capital charges do, of course, ac- 
cumulate with the passage of time, but only in the aggre- 
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gate. From the standpoint of getting maximum Profits, 
the amount of these expenses for a given period of time, 
such as a month or a year, is the static factor, while 
the dollar gross margin earned by the commodity ig the 


dynamic factor. In other words, the amount of expense 
related to turn-over which is allocated to a single com. 
modity for a given period is a fixed expense which yi] 
neither be increased if the turn-over of the item js 
stepped up nor eliminated if the item is dropped. Since 
these are fixed expenses, however, the net profits of the 
store will be enlarged if the dollar gross margin earned 
by that commodity or by some other commodity sub- 
stituted for it is increased. 


RANKING BY DOLLAR MARGINS 


The objective of building up profits could therefore 
be approached simply by ranking the commodities sold 
in the store according to their dollar gross margin, and 
replacing those bringing in the smallest dollar returns 
with others earning larger dollar margins. This would 
be a much better approach than to judge relative profit- 
ability on the basis of relative mark-up or turn-over 
rates or a laissez-faire attitude. Such ranking, however, 
would not indicate certain opportunities for building 
profits which would be brought to light by the cost- 
allocation method outlined in the following paragraphs, 

For example, two commodities have the same dollar 
gross margin, and therefore appear to be equally profit- 
able. One of these (item A), occupies twice as much 
shelf space and requires twice as great an inventory 
investment as the other (item B). The cost-allocation 
method would indicate that item A is relatively less 
profitable than item B. The merchant might find that 
if item A were eliminated the space and capital thus 
made available could be used for carrying two new 
items, C and D. so that the dollar gross margin obtained 
from items B, C, and D would exceed that formerly 
obtained from A and B. 

Of course, the relative gross margins for commodities 
A and B could be ascertained, and their relative profit- 
ability in terms of their characteristics as regards use 
of space and capital could be determined by observation. 
But with many hundreds of items carried in stock by 
the typical retail store, this observation method would 
not be an easy task. Cost allocations would not impose 
a large additional burden of work—as compared with 
this dollar gross margin and observation method—and 
would have the advantage of providing a quantitive 
measure of relative profitability. 


COST-ALLOCATION METHOD 


A fairly simple method is needed for determining the 
relative profitability of commodities in retail stores so 
that the retailer can avoid the fore-mentioned pitfalls 
of judgments which are based on mark-up rates, turn- 
over rates, and average-expense ratios. But to devise 
a simple, workable, and yet accurate technique is n0 
easy task. 

The retail cost-allocation method presented here, al- 
though simpler than the previous procedures, may still 
be rather difficult for most retailers to apply. It is 
hoped, however, that this method is a step in the direc- 


tion of simplification, and that manufacturers, whole- 
(Please turn to page 323) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
















YOUR MAJOR PROBLEM 
E GETTING ENOUGH 


letlireg BY FRANK M. WHITING 
te wel he ibddidttdl’ 


That sounds as though we're pessimistic about production — and 
we're anything but! The problem is: How much is enough! You 
know there's a terrific pent-up demand for sterling which in it- 
self should result in a banner year. Add to all this the business 
bound to come to Frank M. Whiting & Co. retailers as a result 
of the largest advertising program in our history and you see 


what we mean! Let’s hope supply and demand balance nicely. 


FAA NDA MUTLTTMVG 
and Company 










Soltomuth E, ng 
/redtiiton Cece 1460 
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Women In the Jewelry Trade 


REAT IDEAS are usually simple little things, apparently obvious, 

which no one had ever thought of before. That was true of the 
original safety-pin. Also, it was true of Dorothy Meng's idea—com- 
bining a jewelry store with a florist shop and focussing all of the 
ardent swain's attention in one spot. Formerly a nurse, this Arizona 
lady saw the enormous possibilities behind the notion of centering all 
romantic accoutrements in one shop, outlined her plan to the local 


florist and presto! a successful enterprise was launched. 


UT in Tucson, Arizona, when a young man decides 

to buy a gift for his best girl, he is likely to head 
straight for Meng and Ahlgren at 35 East Broadway, 
because chances are that somewhere in their diversified 
stock he’ll find exactly the right thing. Meng and Ahl- 
gren, you see, aren’t just jewelers. They’re jewelers 
and florists and there isn’t a girl in the world for whom 
one or the other doesn’t hold charms. It is entirely pos- 
sible that the Tucson swain will leave with a string of 
pearls from Dorothy Meng and a corsage of roses from 
Karl Ahlgren. Doubly fortified, he will probably feel 
that half the battle is won. 

Until five years ago, however, he would have had to 
manage without the convenience of a florist and jewel- 
er under one roof. It was in December of 1941 that 
Dorothy Meng, one of Tucson’s most popular young 
women, suggested to Karl Ahlgren, the florist, that they 
become partners in a jeweler-florist enterprise. When 
Mr. Ahlgren agreed, he did so with full confidence be- 
cause he knew that Miss Meng had more friends than 
anyone else in town, that she was a collector of gems, 
and that hers was a personality perfectly suited to re- 
tail selling. Mr. Ahlgren knew that she had never be- 
fore done any actual selling, but he also knew. in spite 
of the schools of retailing and the current crop of 
weighty treatises on the subject, that salesmanship is 
a skill that can be developed in a comparatively short 
time. 

Miss Meng entered the jewelry business after a dis- 
tinguished career as a nurse. A graduate of the school 
of nursing of Masonic Hospital, Oklahoma City, Miss 
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DOROTHY MENG 


Meng had been a hospital administrator for many years 
before she decided to try her hand at selling jewelry. 
Now she combines one of the spare time hobbies of her 


nursing days with her new career. She had started 


collecting jewelry and gemstones when she was quite 
young and she is now the owner of the largest collec- 
tion of Arizona smoky topaz jewelry in the state. The 
gems are made up into rings, brooches, necklaces and 
bracelets and now are often the high spot in the Meng 
and Ahlgren display window. 


An appreciation of line and color, form and detail, 
is quite as important to the jeweler as is a knowledge 
of the properties of the precious things he sells. Miss 
Meng’s artistic sense has served the store in good stead 
in many ways. It was she who planned the recent re- 
decoration of the entire store, and it is she who has 
charge of the displays. Moreover, in the every-day job 
of selling, her good taste has saved many a patron from 
making an unflattering selection. She has also intro- 
duced an antique department in one section of the store 
which caters to customers who are seeking individual- 
ized, out-of-the-ordinary pieces. Because of its popular- 
ity, she recently added antique clocks and hollowware 
to the section. . 

An accomplished pianist and organist, Miss Meng 
plays the organ at St. Philips-in-the-Hills Episcopal 
Church, and is an officer of the Southern Arizona chapter 
of the American Guild of Organists. A handsome grand 
piano and great stocks of music are the things you notice 


(Please turn to page 331) 
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NEW START IN LIFE... ea 
NEW CUSTOMERS FOR WATSON 


No NEED to tell you who the best customers will be | 

from now on. No need to tell you, either, that 

they'll want — and get the best to start their new 

homes on. 
In this picture you can bank on that being 

Watson Sterling Silver, for Watson backs its famous 

silver with steady consumer advertising tailor- 













ind, at your jeweler’s Bae 






made for new-home makers. In each advertisement oe of traditional etn 

Watson tells the story of “Modern silver with the of patterns ia ite? —8 generous choice 
. . . j as “* . 

beauty of old masterpieces” to the 22 million / beauty of old master ner” silver with the 








mpany, 1 ‘he Watson 
thong Watson Park, Attleboro, 





readers of LIFE magazine* -a magazine of un- 
paralleled popularity today, and as local as your 
nearest newsstand. 

Of course there are still some production com- 
plications to straighten out, but with good fortune 
Watson will soon be able to supply the demand 
created by Watson quality —- and Watson Sterling 
advertising in LIFE magazine. The Watson 
Company, 846 Watson 
Park, Attleboro, Mass. ptt = Porgy iat fone of LIFE 
















MODERN SILVER WITH THE BEAUTY OF OLD MASTERPIECES 








FOR APRIL, 1946 295 








to feel like crying 


I DIDN’T KNOW till tonight what wonderful 
friends I have. 


When they said they were having a little 
pre-wedding party for me, I thought it would 
be the usual thing. . . embroidered guest tow- 
els, or red-and-white pot-holders, or lacy slips. 


I didn’t dream that under their pretty hats, 
the girls were planning to give me my starting 
pieces of solid silver, in the International 
Sterling pattern I'd set my heart on... wanted 
most of all. 


It begins to come back to me now, though. 


There was.the time that Helen slid a mag- 
azine into my lap and said, ‘‘I always read 
these International Sterling ads, don’t you? 
If I were getting married, that’s what I'd want 
..« the best.” 


There was the day Mary took me into the 


jeweler’s, to help pick out a pattern for her 
cousin, who, Mary assured me, had exactly the 
same tastes I-did.. . 


If 1 hadn't been wrapped in my own rosy 
cloud, I might have caught on. But that doesn't 
matter. The thing 1s, here | sit with beautiful 
“family silver’’ of my own, too choked with 
happiness to say the things in my heart. 


I guess the girls understand. They know 
me so well. . . how I'd rather have a little of 
the best than any amount of something second- 
rate... how I've planned my marriage and 
everything that goes with it fora whole life- 
time . . . how nothing could be more right for 
all my dreams than this shining gift. 


People are nice... 
* _ 
When you start your own home, one thing 
more than any other helps establish its charac- 


ter... your choice of silver. 


It isn’t enough that it be sterling... you 
want the best. Sterling that’s beautiful in every 
way ... design and balance and details. . . as 
International Silver is. 


Ask your jeweler to show you the exquisite 
International Sterling patterns... designed by 
artists to give character to your home, to give 
you lifetime satisfaction. 

Make International Sterling your head-and- 
heart choice, whether you choose it for your- 
self or as a gift. Begin, if you prefer, witha 
few place settings; add more later. 


* - . 


TUNE IN toThe Adventures of Ozzie and Harriet, 
starring Ozzie Nelson and Harriet Hilliard. 
Sunday evenings, 6:00 p.m.,E.S.T., Columbia 
Broadcasting System. 


Copyright 1946, International Silver Company, Meriden, Conn, 
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HEAT TREATMENT OF GOLD ALLOYS 
(From page 289) 


final polish, it can then be heat treated to bring out the 
hardness, giving it resistance to indentation (nicking), 
and more springiness and strength if such qualities are 
desired in the finished piece of jewelry. 







CAUTION: TREATMENT ALSO REVERSIBLE 


= | It must be remembered that this heat treatment is re- 

yersible. This means that if an alloy is heat treated for 
increased hardness and then subsequently heated to the 
annealing temperature, all of the previous effects of heat 
treatment are lost. A gold-soldering operation after 
heat treatment would destroy the effects of the previous 
heat treatment, because the temperature would be over 





1 | § 700 deg. F. Soft soldering, on the other hand, would not 
| | 3 destroy the heat treatment because the temperature re- 
1 quired for soft soldering is below 400 deg. F. For this 
fs reason, the heat treatment to increase strength and 
i hardness must take place after all soldering and welding 


‘Be operations have been completed. 
The heat-treating schedule differs for different alloys. 
é A reddish-yellow 10K alloy may be safely heat treated 
. at 550 to 650 deg. F. for one half to one hour to produce 
| | the most beneficial effects of strength without brittle- 
ness. It is preferable to heat treat in a salt bath to re- 
duce discoloration, thereby facilitating final polishing. 





HARDNESS AND DURABILITY OF GEMSTONES 
(From page 271) 


tleness, though aquamarines are fairly sturdy stones, 
especially so when one considers the large exposed 
chunks one often sees in rings, their rarer brethren 
emeralds are notoriously brittle. Woe to the jeweler 
who sells an emerald for an engagement ring. He thor- 
oughly deserves the trouble he is inviting for himself 
if he does not caution his customers against exposing an 
emerald to the daily wear and vicissitudes of a solitaire. 

20. AMETHYST AND CiTRINE: These stones are appar- 
ently identical in hardness, nor does the heating of some 
amethysts to create the brown gems appear to have any 
effect upon either their hardness, or their susceptibility 
to fracture and chipping. None of the lapidaries seemed 
to think that any distinction could be made between the 
heated amethyst and the unheated, or the natural citrine. 
On the other hand, Fred Hilliard and others said that 
they had noted hardness differences between amethysts 
from different localities. 

21. Some varieties of quartz show a poor rhombo- 
hedral cleavage, but it is even less pronounced and less 
important as a factor in cutting and gem serviceability 
than the cleavage of beryl, noted above. 

22. Kunzire: The rate of polishing of kunzite is in 
marked contrast to the rate of cutting. Cutting is neces- 

(Please turn to page 314) 
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This is a Psychological Moment! 






Right now, girls like the one in the International ad opposite 
are planning, dreaming, buying their silver. 





And at this psychological moment, we’re in a position to 
psy g P 






supply you with more International Sterling than ever before! 






You could sell it all withdut lifting a finger. You could just sit 






by and listen to the rustle of incoming greenbacks. 






But, if you’re farsighted, you'll grab this moment to establish 






your store as THE place to buy International Sterling! You'll 









take the mats we supply and buy newspaper space. You'll buy 






time on your local radio station. You'll set up counter cards 






that tie in with International’s magazine advertising! 






And the good you'll do yourself will pay off ever after! 










TUNE IN to The Adventures of Ozzie and Harriet, 
Sunday Evenings, 6:00 p.m., E.S.T., Columbia Broadcasting System. 
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Interior of the Hirsch store 
manages to achieve maxi. 
mum sales efficiency within 
a small space by avoidin 
unnecessary cabinets, ete. 


by ETHEL C. PITKIN 





Hirsch’s arcade store in St. Paul, 
Minu., is confident no other store 


has more sales per square foot. 


IRSCH’S JEWELRY STORE, in the Bremer 
Arcade, Seventh and Robert St., St. Paul, Minn., 
is a gem in itself! 

Though the store is small, it is one of the best known 
in St. Paul. For 24 years it has capitalized on its dimin- 
utiveness. The slogan ‘““The Biggest Little Jewelry Store 
in Town” identifies the store to thousands. The phrase 
appears in advertising, on cards and on the radio, and 
it is lettered above the large display windows which 
open on the arcade. 

“We are confident that there is no jewelry store in the 
city which does a larger business in proportion to the 
space we occupy,’ said Gus W. Hirsch, owner and 
manager. “Our location inside an arcade which has ex- 
tremely heavy traffic, drawing from three streets in the 
center of the loop district, is excellent. Advertising 
makes our name well known, and carefully planned win- 
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Two-level arcade display window 
permits the showing of a maximum 


. number of items of merchandise. 


dow displays draw the attention of all who pass through 
the arcade.” 
Proof of the popularity of the little store is the fact 


that, though the shop is only 18 ft. square, it takes six 
(Please turn to page 333) 
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" For rapid turnover, feature these fast 
selling 4-leaf clover ashtrays in STERLING 
silver. Attractive ... unique ... an exclusive 
Lenox creation. Available immediately in 
unlimited quantities. Set of four $5.60 to you. 


LENOX SILVER, ENC. 


142 West 14 Street ° New York I1, N. Y. 





FOR APRIL, 1946 299 




















300 








Above. Gold-filled pin and earring set, with simulated 
pearls, to retail at about $15 for the set. From Blue 
White Products, 712 South Olive St., Los Angeles, Calif, 


Above, right. Sun glasses set with simulated stones and 
with ground green lenses. Plastic frames in tortoise shell, 
black, or white, to retail for about $15. From the Wal- 
burt Division of Walter Lampl, 608 Fifth Avenue, New York. 


Right. "Key" pin and earrings of two-tone gold on ster- 
ling and center stones of various colors, to retail at about 
$30. Robert Fleischer Co., 366 Fifth Avenue, New York. 


Right, below. Ralph Polcini designed this bird pin of gold 
on sterling set with vari-colored stones to retail for about 
$20. From Leading Jewelry Co., 389 Fifth Ave., New York. 


Right, bottom. One of a series of rings in 10K and 14K 
gold with real or synthetic stones and onyx. From the 
Keystone Jewelry & Mfg. Co., 101 Maiden Lane, New York. 


Below, bottom. This sterling silver bracelet priced at $25 
Keystone, is one of several new designs with necklaces to 
match, from Admark, 714 Sanson Street, Philadelphia 6, Pa. 


Below. Sterling car charm with movable doors and wheels. 


From David Gordon, 448 S. Hill St., Los Angeles, Calif. 
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WELERS’ CRAFT BY 





EXCLUSIVELY DESIGNED—EXCLUSIVELY MERCHANDISED 
EXCLUSIVELY BOXED—NATIONALLY ADVERTISED 


FOR THE FIRST TIME FOR ONLY! 


JEWELERS’ CRAFT BY JORDAN is priced right for handsome profits—is 
distinctively styled for the discriminating jewelers’ trade. 

We invite you to visit our showroom nearest you. If this is not convenient, 
please fill in this blank for complete details. 


ACT NOW! You will want to be the first in your community to carry the 
JEWELERS’ CRAFT LINE BY JORDAN. 


R.M. JORDAN & CO. 


377 Fifth Avenue, New York 

607 South Hill Street, Los Angeles 

527 Canal Street, New Orleans, 
OUR NEWEST SHOWROOM at 36 South State Street, Chicago 
Factory, 17 Custom House Street, Providence 


we TT 


Gentlemen: 


a 
Kindly send me at once full particulars on JEWELERS’ CRAFT BY 


your gold-filled line for jewelers only. 


i a cd eer eee Gittins ‘bled 
R. M. JORDAN & CO. 


Address: : Sa ———— : 377 Fifth Avenue, New York 


Sa a ee ness 


FOR APRIL, 1946 : 301 











Jewelry Retailing Rates High 
In Business Durability 


Department of Commerce survey of store mortality during the 


depression decade produces evidence that jewelry stores are 





high on the list of retail enterprises destined for success. 


HAT the retailing of jewelry is a hardy sort of 
business which can weather business depressions, 
and one in which the store owner has a better chance for 
a long and successful career than in most lines of retail- 
ing, is clearly indicated by a study which has just been 
completed by the U. S. Department of Commerce, cover- 
ing the survival rate and average life of various retail 
businesses during the decade of the great depression— 
from 1929 to 1939. 
This, despite the fact that, as the report points out, 





0 5 10 15 20 25 


‘comparison of the statistics for different kinds of retail 
businesses indicates that stores who sell the basic neces- 
sities of life, such as food, hardware, building materials 
and drugs experienced in general a longer life span than 
specialty stores which handle luxury goods.” Jewelry 
stores are a notable exception to the rule. 

Taking all kinds of retail stores in all kinds of trades, 
any store that was in operation had about a 50-50 chance 
of surviving the 10-year period from 1929 to 1939, the 
report states. The durability of retail jewelry businesses 
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VARIOUS TYPES 
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Although not engaged in selling 
the basic necessities of life (a 
factor which generally contributed 
to store longevity), jewelry stores 
ranked third among retail enter- 
prises during the depression years. 
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Heavily plated with pure silver’ on a substantial 
base of Nickel Silver, in authentic period forms — 
that’s Benedict Period Plate! Exceptional quality 


to sell at modest prices — with a worthwhile profit 


margin — that’s why America’ s leading volume 


outlets for popularly priced silver make this heavier 


plated ware the basic line in their departments. 


BENEDICT MFG. CO. 
East Syracuse, N. Y. 











was approximately that of the average of all businesses, 
even including those dealing in basic necessities. The 
record shows that of the 19,998 jewelry stores in 1929, 
9,315 or 47 per cent were still operating in 1939. 

Morover, the report also reveals that the average age 
of all retail jewelry stores in 1939—even including the 
several thousand which had come into existence since 
1929—was 20 years, the third highest of any retail 
trade. Only department stores which averaged 35 years, 
and hardware stores, with an average age of 21 years, 
outranked jewelers in this respect. 

The average age of all drug stores was 19 years; 
household appliance dealers 13 years; cigar stores and 
cigar stands 12 years;, radio and combination stores, 9 
years; and women’s specialty shops, seven years. 

. The variation in age of retail stores between different 
sections of the country was slight. The average age was 
a little above the national average in the New England, 
Middle Atlantic and North Central groups of states and 
below average in the West, South Central and Pacific 
districts, due probably to the fact that the development 
of those sections of the country was more recent, and 
therefore, that they did not have the sprinkling of ex- 
tremely old stores found in the eastern regions to bring 
up the average. 


EARLY PART OF DECADE WORST 


Of all the retail stores that closed their doors in the 
decade during 1929 to 1939, three-fourths of them went 
out of business during the first four years of the period. 
This circumstance is due partly, of course, to the fact 
that the severest period of the depression occurred in 
that period and partly to the fact that many of the stores 
which were in existence in 1929 had started up only a 
short time before during the boom of the late 20’s. For, 
as might be expected, there is a marked tendency for 
the rate of store mortality to decrease as stores become 
older. . 

One of the reasons for this is indicated by an interest- 
ing point brought out in the report that the highest aver- 
age sales per store in all trades were reported by the 
establishments in the oldest age groups. Average an- 
nual sales for all kinds of retail stores, one year old or 
less, were $7,000 per store as against an average of 
$23,000 sales per store for those of all ages and $49,000 
per store for those 34 yeats and over. As the age of 





the store increases, the number of stores in that age 
bracket shows a continuing decrease, but a fairly Steady 
increase in the dollar volume per store. 

Jewelry stores, as pointed out earlier, have an ex. 
tremely high average age and also a much smaller than 
average percentage of their total consists of establish- 
ments that have recently gone into business. The per- 
centage of jewelry stores less than two years old is only 
8.03 of all retail as compared with the average of 15,83 
for all trades combined. Apparently, relatively fewer 
people are inclined to plunge into the jewelry business 
than are willing to try their hand at opening a grocery 
store or a dress shop, but once they are in business, they 
are more likely to survive and ultimately get into the 
higher age brackets. 

Perhaps the explanation is, that people generally 
recognize that the jewelry business takes more experi- 
ence and capital than many other forms of retailing and 
so fewer inexperienced and incompetent people or 
people with inadequate finances attempt it—another ele- 
ment which tends to account for the relative stability 
of retail jewelry stores. 

In 1939, the average sales of all retail jewelry estab- 
lishments was $25,000 per store but those in their first 
year of operation averaged only $10,000 per store and 
accounted for only 1.89 per cent of total sales. These 
averages increased as the stores became older as shown 
in the table on this page. 


JEWELRY CHAINS NEW 


It will be noted in this tabulation that there is a 
larger proportion of independent stores in the older 
age groups than is the case with the chains. This, how- 
ever, is not an indication that the independent is neces- 
sarily more likely to survive. It is rather a reflection 
of the fact that the chain store method of operation is 
relatively new, particularly in the jewelry field; and 
therefore in 1939, it was impossible that there should be 
many chain stores in the older groups. 

In fact, the number of chain stores shown in the two 
groups above 21 years of age may be somewhat mis- 
leading, because some of these may have started life as 
independents and later been absorbed by a chain. For, 
in this study, the life of the store was measured from 
the date of its original establishment in that line of 

(Please turn to page 334) 
































Average Sales and Percentage Distributions of Sales and Stores by Age Groups, 1939 
All Jewelry Stores Independents Chains 

Percent | Percent Percent | Percent Percent | Percent 
Average | of total of total Average | of total of total | Average of total of total 
sales sales stores sales sales stores sales sales stores 
All Stores in Group ..| 25,000 100.00 100.00 23,000 89.82 96.33 70,000 10.18 3.67 
Up to 1 year....... 10,000 1.89 4.70 9,000 1.62 4.35 20,000 .27 .34 
2 years........... 16,000 2.51 3.84 15,000 2.26 3.68 39,000 25 16 
3-6 years......... 21,000 12.08 14.44 19,000 10.26 13.60 54,000 1.82 86 
7-10 years........ 25,000 13.19 13.03 21,000 10.44 12.26 88,000 2.74 78 
11-20 years....... 27,000 25.61 23.50 25,000 21.99 22.17 70,000 3.63 1.28 
21-33 years....... 23 ,000 17.26 18.57 22,000 16.40 18.44 | 159,000 86 14 
34 years and over..| 31,000 27.46 21.92 31,000 26.85 21.83 | 143,000 61 11 
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Ann Head’s magic pen tells a tale of romance... 





- HAS the priceless gift of youth. 
She’s vital and alert — quickly 
and emotionally responsive! 


Right now her eyes are all aglow 
with the light of a lasting love, 
for Ann Head’s new story in 
Cosmopolitan Magazine has stirred 
her impressionable mind. 


From the first page to the last, 
Cosmopolitan contains the finest 
emotional writing of the age — great 
writing that makes great reading. 
It’s inspired writing that sets the 
pulses pounding — that plumbs the 
secret places of a woman’s heart. 


And while she’s possessed by this 
mood of emotion, while she’s rap- 
turously building a green-shuttered 
dream cottage, Holmes & Edwards 
is offering her Sterling Inlaid 
Silverplate to grace her table. They’re 
pointing out their exclusive feature 
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— Sterling Inlaid at the points of 
wear for longer-lasting beauty. 


They’ve picked the perfect time! 


- For she has warmed to the writing 


of Faith Baldwin, Libbie Block, 
Ursula Parrott, and all the other 
gifted authors in Cosmopolitan. 

She’s the handmaiden of emotion! 
And superb craftsmen like Holmes& 
Edwards know that emotion makes 
wars, emotion makes marriages, 
emotion makes sales! 


*A Cosmopolitan advertiser since 1912 


osmopolitan 





3 





GREAT WRITING MAKES GREAT READING 
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You Can't Say That! 
..- Or Maybe You Can 





Sixth in a series of articles based on the National Association of 


Better Business Bureau’s “Guide For Retail Advertising and 


Selling,”’ to help jewelers develop factual and honest selling copy. 


INCORRECT OR MISLEADING TERMS 


OLLOWING are examples of incorrect or mislead- 
ing terms, together with the true names of the stones 
or imitations to which the terms are incorrectly or mis- 
leadingly applied (as listed in the “Dictionary of Gems 


and Gemology”’) : 

Incorrect or 
Misleading Term 
African Emerald 
Alabandine Ruby 
Alaska Diamond 
Alencon Diamond 
Alpine Diamond 
American Ruby 
Ancona Ruby 
Antilles Pearl 
Arabian Diamond 
Arizona Diamond 
Arizona Spinel 
Australian Ruby 
Baffa Diamond 
Bengal Amethyst 
Blue Onyx 


Bohemian Diamond 
Brazilian Diamond 
Brazilian Emerald 
Brazilian Ruby 
Briancon Diamond 
Brighton Diamond 
Bristol Diamond 
Buxton Diamond 
California Lapis 
California Ruby 
Ceylon Diamond 
Colorado Diamond 
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True Name 
Green Fluorite 
Garnet or Red Spinel 
Rock Crystal 
Rock Crystal 
Pyrite 
Garnet 
Quartz 
Mother of Pearl 
Sapphire 
Garnet 
Garnet 
Garnet 
Rock Crystal 
Purple Sapphire 
Blue Agate or Blue-dyed 

Chalcedony 
Rock Crystal 
Rock Crystal 
Green Tourmaline 
Topaz 
Quartz 
Rock Crystal 
Rock Crystal 
Rock Crystal 
Quartz 
Garnet 
Zircon 
Quartz 


Incorrect or 
Misleading Term 


Colorado Ruby 
Cornish Diamond 
Crystalline Emerald 


Dauphine Diamond 
Electric Emerald 
Endura Emerald 
Fire Agate 
Flinders Diamond 
German Diamond 
Hawaiian Diamond 
Herkimer Diamond 
Horatio Diamond 
Hot Springs Diamond 
Indian Emerald 


Trish Diamond 


Jasper Jade 
Jourado Diamond 
Matara Diamond 
Mexican Diamond 
Montana Ruby 
Oregon Jade 
Pecos Diamond 
Rock Ruby 
Saxony Diamond 
Swiss Jade 


True Name 

Garnet 

Rock Crystal 

Triplet with beryl or quartz 
crown, glass pavilion col- 
ored to imitate emerald 

Rock Crystal 

Glass 

Glass 

Glass 

Topaz 

Rock Crystal 

Rock Crystal 

Rock Crystal 

Rock Crystal 

Rock Crystal 

Crackled Quartz 

Rock Crystal 

Quartz 

Imitation Stone 

Zircon 

Rock Crystal 

Garnet 

Jasper or Garnet 

Quartz 

Garnet 

Topaz 

Stained Jasper 


For more complete and technical description of “orna- 
mental, decorative and curio stones” consult “Dictionary 
of Gems and Gemology,” published by Gemological In- 
stitute of America, Los Angeles and Boston. 

(Please turn to page 308) 
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Profile of a Glamour Caré 





Betty Lane Hopper lives in Houston, is secretary to a geologist, sharpens her 
wits by talking rocks with visiting engineers and scientists. She likes deep-sea 
fishing; old silver; green—from nightgowns to topcoats. Betty meets other 
Houston Career Councillors each month, sends us fresh, breezy reports from the 
Lone Star state. When Betty writes “I like the Bonita blouse in January 
Glamour”, we know we’re on the right track. Reports like these keep Glamour 
informed about what girl-with-jobs like to wear, want to buy. That’s why “As 

Seen in Glamour” sells merchandise quickly. Tell your story to this active 

young spending-market that is influenced by the magazine for the girl-with-a-job 


GLAMOUR 
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“MOTHER OF PEARL" 

The term “Mother of Pearl” should be applied only 
to the genuine, hard, iridescent internal layer of sundry 
shells such as the pearl oysters and other pearl-bearing 
mollusks. Such terms as “Pearloid,” “Pearl Fittings,” 
etc., should not be used to describe articles which are 
not manufactured of pearl shell. 


JET 

A substance of organic origin—a dense black lignite 
(brown coal) taking a good polish, and sometimes used 
for jewelry. Dull to brilliant black; hardness 3 to 4. 
Ignites readily and burns with brilliant smoky flame, 
which gives off a strong bituminous odor. Should not be 
called “Black Amber.” 


MARCASITE 

A mineral of metallic lustre which when cut with 
facets is quite brilliant. A white iron pyrite, the chem- 
ical composition of which is iron disulphide. 


IVORY, SHELL, AMBER, CORAL, HORN 

Tortoise Shell is from the shell of a turtle. 

Amber is a fossilized vegetable resin found in geo- 
logical deposits; transparent or transulcent; pale yellow 
to brown, also whitish, greenish and bluish; reds and 
greens rare and valuable; clear, flawless, lemon yellows 
most desired. Darkens with age. Tiny pieces of amber 
are compressed to make reconstructed or pressed amber. 

Coral is the outgrown shells of little sea animals; 
opaque, many shades of pink to deep blood red, also 
yellowish tint; and other colors produced by chemical 
bleaching. 

Ivory is obtained from the tusks of male elephants. 
Photographic miniatures are sometimes made on real 
ivory. Imitations of glass or celluloid should not be de- 
scribed by misleading terms such as “Ivora,” etc. 

Horn, similar to ivory in composition and appearance, 
is the horn of animals. 

These descriptive terms should be used to describe 
only the genuine products. Imitations, such as composi- 
tions of celluloid, or plastic products (see No. 123-128) 
and others known by various trade names (e. g., “Pari- 
sian Ivory,” “Pyralin Ivory,” etc.) should be described 
as and for what they are or as “Imitation,” “Artificial,” 
or “Manufactured.” 





Terms such as “Two Tone Shell and Ivory,” “Parisian 
Ivory,” “French Ivory,” “Ivory Grained,” “Tvoroyd 
Grained,” “Amber Grained,” “Amberoyd,” “Ivory Ce]. 
luloid,” are misleading when used to describe products 
which are not of genuine shell and ivory, ivory, or ambey 
as indicated. (See also F. T. C. S-134, S-133, S-137, 
S-145.) 


RING ILLUSTRATIONS 

Illustrations of rings should not exaggerate. If ep. 
larged to show details, the enlargement of the stone and 
ring should be proportionate, and the advertisement 
should clearly state that the illustration is enlarged, 
e. g., “Enlarged Four Times,” “Enlarged to Show De- 
tail.” 


PEWTER 
Pewter is a metal composed of tin and lead. 


CHROMIUM PLATING AND PLATED ARTICLES 

This expression should be used only if the article is 
plated with chromium, not if the article is Nickel Plated 
(which should be described as such). Plated articles 
should be described as plated not as “Chromium,” or 
“Nickel,” etc. Chromium is a brilliant, grayish white 
metal that will not tarnish; presently used commercially 
for plating only. 


CLOISONNE 

Cloisonné (which means “wall’”) denotes ware deco- 
rated by a method by which a design in enamel is pro- 
duced by laying out the pattern with thin wires, and 
fusing enamel paste in the interstices. The wires are 
retained in the article outlining the design and are char- 
acteristic of cloisonné. While the term “Cloisonné” is 
sometimes inaccurately used in the trade to describe ar- 
ticles decorated by translucent vitreous enamel or plastic 
substance on a base chased or stamped with a design, 
such articles are not true cloisonné and the use of the 
term in that manner is inaccurate. Similarly, terms such 
as “Cloisonné Effect,” “Cloisonné Colors” would be in- 
accurate for products not genuine cloisonné. 

Some of the articles incorrectly called “Cloisonné” 
are “Champlevé Enamel.” In champlevé enamel the 
metal ground for the enamel is originally cast with de- 
pressions, or engraved, or cut out, or lowered, then filled 
with enamel paste and fired. (See also F. T. C. 4695.) 


CLOCKS AND WATCHES 


CHIME CLOCKS 


The term “Chime” used in connection with striking 


clocks should mean one using four or more striking rods. 
Striking clocks of the one gong type are not commonly 
understood to mean chime clocks. Clocks having two 
gongs or rods should not be described as chime clocks, 
but may be described as “Two-Tone Strike.” 


CLOCK CASES 

Clock cases made of wood should be described in ac- 
cordance with the “Name the Woods” rules as specified 
for furniture. 
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DIALS 

Clock dials advertised as ‘Silver’ have in a number 
of instances been found to be aluminum, or silver-colored 
paper, or silver-colored metal. The dial, if mentioned, 
should be described accurately in accordance with the 
facts. 


REGULATED—ADJUSTED 


The terms “Regulated,” “Fully Regulated,” “Ad- 
justed,” and “Fully Adjusted,” should be used only in 
(Please turn to page 335) 
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DUDLEY HAMILTON 





Courtesy Comes First 


Editor's Note: Successful retail selling depends more 
upon unfailing courtesy by the salespeople than any 
other single factor, says Mr. Hamilton, speaking from 
a background of more than twenty years of personal 
experience in selling and sales supervision. He has 
lately completed an intensive investigation of relations 
between store, customer and employees in all types of 
retail establishments and from this study has formulated 
a program which he calls “The Courtesy Plan”—a 
copyrighted method for improving customer relations 


and fostering the good-will of the public. 


LL of us have repeatedly experienced, and re- 

vengefully resented, the uncivil manners of many 
of those who have served the public one way or another, 
especially during the last few years. 

As everyone well knows, the last few years have been 
a field day for uncivil and bad mannered employees who 
come in contact with the public. The public is fed up 
with such treatment. As merchandise becomes more 
plentiful, the public will expect and demand maximum 
courtesy, cooperation and appreciation of them and their 
patronage. 

Even the most ignorant customer resents discourtesy 
and indifference almost equally, for as a rule both go 
together. A sales person may not know his stock as 
thoroughly as he should, or he may be slow and have 
other related faults, but these do not antagonize the 
customer anywhere near the same degree as in com- 
parison to discourtesy and lack of interest. 

Or to look at it in another way, if a sales person is 
courteous and attentive, even though he might be some- 
what below average in other respects, he would probably 
win over all others in a sales contest, especially in a 
retail store where the customer comes in usually for the 
purpose of buying. It is just that simple to be a fairly 
successful sales person in most departments in a retail 
store. 


Of course, there are various degrees of success, and © 


other qualities are also necessary to enable a person to 
obtain maximum results from sales effort. Some of these 
qualities everyone cannot possess or even develop, for 
some people have more natural ability and can acquire 
more than others, are more determined to succeed, to 
work harder, to study and apply themselves. Let’s be 
frank, some have more brains than others, better per- 
sonality, better appearance, etc. 

There is no excuse, however, for anyone not to be 
courteous and helpful in serving the public. We can’t 
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all be super-salesmen, but all of us can make people 
like and respect us and the store wherein we are em- 
ployed. Of course, some customers are cranky, un- 
reasonable, overbearing, and I’m afraid that many 
people will be even more so for quite some time, be- 
cause they have received so much discourtesy and bad 
treatment during the war years that they are inclined 
to be very revengeful. 

But.good manners on the part of the salesman will 
quickly put the customer in a receptive mood, and his 
courtesy and an evident interest in the customer’s wel- 
fare is readily recognized and appreciated. 

As the sales person says goodbye to the customer 
they feel that they will see that customer again and 
again, and they really want to see the customer again 
and again, for it has been a pleasant and stimulating 
experience. They may turn round to one of their asso- 
ciates and say, “That was a nice customer, I like to wait 
on people like that.” The sales person, of course, did 
much to create this satisfying result. 

Whether or not the customer buys then and there, he 
leaves the store with a pleasant feeling, and mentally 
says, “I will see that sales person again for he or she 
was a nice person and was really interested in me.” 

Courtesy begets courtesy—interest begets interest. 
Indifference begets indifference—curtness begets curt- 
ness. : 

I don’t believe you can exaggerate the power of 
courtesy and a natural desire to assist the customer in 
finding what he or she wants. Unless courtesy and real 
interest in the customer is manifested, all other sales 
ability is wasted. 

A real sales person recognizes that he must serve all 

(Please turn to page 346) 
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NUPLEX stood the test! 


Yes — proven under fire by the 
military — subjected to tough- 
est wearing conditions on 
every fighting front. NUPLEX 
came thru with flying colors. 
It’s a fit companion to the 
famous line of IMPROVED 
watch straps. 







an “IMPROVED” |PLASTIC]| Watch Strap! 


ULE) Match Sing 


JUST CHECK THESE OUTSTANDING FEATURES: 
















v7 Individually moulded into one smooth, flowing form. 
“Exclusive mannish design. ¥ Not affected by acids, 
grease or perspiration. o Attractive fadeproof colors. 

/ Easily cleaned with damp cloth. ¥ Absolutely non- 


irritant. Vt Exceptionally sturdy. 


Sold through the Wholesale Jobber 
Order a supply today. Retailers: If 


your jobber cannot supply you, 


simply send us his name. 


IMPROVED PRODUCTS 


MANUFACTURING COMPANY 


Your assortment of NUPLEX watch straps, in popu- 
lar selling colors, are shipped with the attractive 


display card illustrated above. 21 AUDUBON AVE. * NEW YORK 32, N. Y. 
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These States Protect Jewelers 


All States have at least one 


progressive law curbing bad 


trade practices, but only 


Wisconsin has all of them 
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_ Trade Acts, protecting reputable merchants 
against predatory price-cutting and loss-leader sell- 
ing, are in effect in 45 states. During the war the need 
for such legislation was not so apparent. But with 
shelves again filling up, such acts will again benefit 
jewelers. 


RAUDULENT Advertising Laws, protecting both 

the buying public and reputable jewelers, are-in 
effect in 43 states. Misrepresentation in advertising 
harms not only the seller of inferior merchandise, but 
causes the public to distrust all advertisements. Fraudu- 
lent Advertising laws have helped restore public confi- 
dence in jewelers. 


IEN laws, permitting watchmakers and jewelers 

to dispose of unclaimed articles left for repair, 

are in effect in 21 states. State laws vary, but virtu- 

ally all permit sale of unclaimed items after the lapse 

of one year if a letter has been sent to the owner's last 

known address or notice posted in a conspicuous public 
location. 


ECOND-HAND Watch Control laws, demanding 
that all watches and clocks which are not new be 
conspicuously marked as “second-hand,” are in effect 
in sixteen states. Most State Second-Hand Watch laws 
also insist that all advertising identify the second-hand 
nature of watches offered for sale, and specify that sales 
invoices must bear the words “Second Hand” in type 
larger than any other used on the invoice. 


UCTION regulation, protecting reputable jewel- 

ers from fly-by-night auctioneers by demanding 
licenses for all auction sales, are in effect in twelve 
states. In many states where there are no auction laws, 
local city ordinances also establish controls over such 
sales. 


RADE Diversion Acts, eliminating “wholesale” 

sales to the general public, are in effect in five 
states. Such acts prevent employers from selling to 
employees and others any merchandise not handled in 
the regular course of business, and are of enormous value 
to retail jewelers. 


ATCHMAKER licensing, a movement which reg- 

ulates the practice of watchmaking by setting up 
States examination boards and issuing certificates of 
approval to licensed horologists, is also in effect in five 
states. Licensing also controls unethical conduct of 
watchmakers, including price advertising. 
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From Top to Bottom: 

@ Double strand braided antique 
silver. 

@ Single strand 2-tone twisted silver. 

® Triple strand polished silver. 

@ Double strand 2-tone pink and yel- 
low gold. 

@ Triple strand twisted and braided 

. antique and polished silver. 

® Triple strand in silver .. . yellow 
or pink. 

@ Five strand . . . 2-tone twisted and 
braided. 
All numbers available in either an- 
tique silver finish, high polish silver 
finish or 2-tone pink and yellow 
gold metal. 
The numbers shown from $6.75 to 
$27.00 per dozen. 
IMMepiaTE De nivery AVAILABLE 

to Att Ratep Accounts 








Earrings and chokers 
to match. 













333 Washington Street, 
Rooms 739-748, 
Boston, Mass. 
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The Girl in the Ad on Page 296 


Meet lovely blonde Jean Bowen, Conover model who stars 
in the newest International Silver ad. 


Jean’s a Glen Ridge, N.J., girl. Used to model in fashion 
shows there, where she met professional models who told her 
she ought to be in the business. Her delicate features, green- 
gray eyes, and honey-gold skin got her the job. 





Favorite color-to-wear: Blue-green. Favorite hobby: doing 
pen-and-ink sketches of animals. Favorite foods: shrimp, 
lobster, Welsh rarebit. (No, she never has nightmares! ) 
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FIDDLE SHELL 


Three 
magnificent 
i (Te (el [== elele am 


poftterns ... 





all heavy . . all superbly wrought 
Illustrated Folders on Request 


FRANK SMITH SILVER COMPANY 
GARDNER, MASS. 
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HARDNESS AND DURABILITY OF GEMSTONES 
(From page 297) 


sarily slow because of the extreme caution that must be 
observed in the fashioning of this stone. 


23. The cutting of kunzite is a critical operation ang 
the test of a lapidary. It has been noted that a stone 
must be sealed, with oil or grease, if it is to be left over- 
night in an unfinished state. Several lapidaries men- 
tioned this; that a stone whose facets are ground down 
but left unpolished overnight without the precaution of 
coating them with grease or dipping the stone in oil, 
will almost invariably break when work is taken up 
again. It could be related to the expansion and contrac- 
tion of the stone. The great susceptibility of kunzite to 
fracture is due to the prismatic cleavage that runs at 
right angles to the plane of the table, when the best color 
is to be obtained. It is probable that the coefficients 
of expansion are very different for the different direc- 
tions, the strong pleochroism has been long noted. The 
hardness, too, is undoubtedly very different in the three 
axial directions. The directional properties of kunzite 
crystals would well repay a thorough quantitative 
investigation. 

24, GaRNETS: Since this term represents a whole series 
of minerals, it is not surprising that the hardnesses vary 
over a wide range. Some of the red garnets are the 
hardest, the green garnet, demantoid, is the softest. 

25. TourMALiNE: Though tourmaline has no cleavage, 
it does have a direction of easy fracture, across the 
elongation of the crystal. In sawing such a crystal it is 
not necessary to cut much more than halfway through, 
the rest can be broken without risk. Kernels or nodules 
of tourmaline such as were common in Maine, do not 
have this easy fracture direction. 

26. There is a slight difference in ease of chipping in 
the different colored varieties. Rubellite is often flawed 
and may be slightly weaker as regards chipping. 


TRAVEL SERVICE PROMOTES JEWELRY 
(From page 228) 


definite opinions of the service offered by various travel 
organizations. Soon customers began to consult her 
before taking their trips and, without intending to make 
this a specialty, she had become a travel consultant. 

The next step was simple: Miss Leonhardt opened a 
travel bureau, making a specialty of giving complete ser- 
vice to anyone planning a trip. The most naive traveler, 
the most absentminded professor, the busiest executive 
or society matron felt confident to set out without check- 
ing when she had planned the trip. For the entire trip 
was laid out, down to the most minute detail, before the 
customer left her shop. Reservations were made for 
sleeping every night from the time the traveler left home 
until she returned to her own bedroom. Restaurants and 
places of interest were suggested and listed with instruc- 
tions for getting there. Her suggestions were not found 
in regular tourist books and were carefully selected to 
agree with the personality and interests of each indi- 
vidual customer, 
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Jenkintown is small, society is closely knit and there 
is no other travel bureau nearer than Philadelphia, three- 

uarters of an hour away by train or bus. Hence, the 
Leonhardt travel bureau did not find it necessary to 
advertise. There are no signs in the window to intrude 
with the artistic display of merchandise. Inside, travel 
folders neatly stacked behind the counters or on small 
racks give evidence of its existence. Leonhardt Travel 
Service stationery, designed with a tiny blue ship sailing 
an ocean of blue lines in the upper left hand corner, 
also helps. Keeping in mind that the travel bureau con- 
tributed to the prestige of the jewelry business and vice- 
versa, Miss Leonhardt has refrained from large or 
bizarre displays of travel material. The atmosphere is 
sufficient. 

During the war, naturally, the travel bureau was dis- 
continued except for a very few cases of trips to Canada 
or South America. At present, conditions will not permit 
the extensive operation of any travel service. But when 
it can again be offered to customers, the bureau will be 
expanded. Miss Leonhardt has her name on a waiting 
list for a convenient nearby store or office (preferably one 
next door) in which to house the travel bureau. Waiting 
lists are long in Jenkintown, as everywhere else, so she 
may not get a place immediately. When she does, how- 
ever, she will have five representatives in it: a railroad 
man, a foreign representative, an air line man, a secre- 
tary and herself to supervise to insure that each person 
gets individualized service. 

When the travel bureau is separated from the jew- 


elry shop, Miss Leonhardt will see to it that its prestige 
and authenticity are carried over into her gift and jew- 
elry business. 

This will be accomplished by using the folders, sta- 
tionery and maps as a background for merchandise dis- 
plays and by the atmosphere which her familiarity with 
foreign places gives her store. 





LET AN EXPERT DO IT! 
(From page 232) 


An appraiser must stick to a code of ethics which is 
above reproach. As a human, he may err, but he must 
keep a sincere impartiality, always use the same mea- 
suring rod, disregarding the parties or the items involv- 
ed. He must resist the temptation of making an extra 
dollar by trying to sell to a client who comes for advice. 
Such a procedure would destroy his impartiality and 
would be unfair to the retailer who sent the client. 

The appraiser must know gems; he must be able to 
make an accurate statement as to weight and purity of 
a diamond, the authenticity of a colored stone or a 
string of pearls, or the weight of melee in a bracelet 
or necklace. But all these qualifications are of no avail 
if he neglects the equally important task of keeping 
abreast with changing prices and market conditions. 
Constant checking on values and on changes of designs 
and styles is indispensable. 

The jeweler who does not carry all qualities from the 
finest to the so-called junk will have a hard time to keep 

















Color and Brilliance 


the new buy-words 


Golden-hued Dirilyte has introduced new fac- 
tors into the selling of fine flatware. The color 
and brilliance of a Dirilyte-set table are so 
breath-taking that from the moment a woman 
sees it, she cannot easily be content with less 
dramatic tableware. She will be eager for 
Dirilyte. This would be a natural reaction even 
if Dirilyte had only beauty to commend it. But 
it has other important qualities. It is a fine metal, 
harder than sterling, very scratch-resistant. It 
is not corroded by salt, salt water or salt air. 
It is solid, not plated. And it is the only table- 
ware that harmonizes with gold-decorated china 
and crystal. 


Overwhelming demands for Dirilyte are flood- 
ing in. Though we cannot at this time open new 
4 accounts, we suggest you authorize us to keep 

. you posted cn the availability of Dirilyte in 
the future. 





Ask for a courtesy 
copy of this color 
booklet: “‘How To 
Set A Beautiful 
Table with Golden- 
hued Dirilyte.’’ It 
is available to you 
at cost for your dis- 
tribution to cus- 
tomers. 
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Dirilyte, Reg. U. S. Pat. OF, 


Golden-hued Dirilyte 


ALLOYS, INC., KOKOMO, IND. « 1 West 34th Street, New York 
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MOLISHE IOIME FORK 


Here is just the gift people are always looking 
for—something different and distinctive. It’s one 
they exclaim about . . . show with pride . . . use 
with appreciation. 

The carving aid is an outstanding example of 
fine plated ware and is a worthy addition to the 
proudest silver service of any pattern. It is 
genuinely appreciated by both sides of the family 
for its beauty and for its usefulness in making 
the carving of fowl, roasts, or ham the gracious 
ceremony it is intended to be. 

Nationally advertised—a fast moving item. 
Orders are being filled as received. 


GERITY-MICHIGAN DIE CASTING COMPANY 
ADRIAN, MICHIGAN 


In rich, full color 
gift package 
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posted about ever-changing prices of such a wide varie. 
ty of goods. This, however, does not cast any reflection 
on his ability or sound judgment; many of the very 
largest and finest retailers in the country carry only the 
finest grade of merchandise and will not look at mediocre 
or inferior stones. But most jewelry appraisals have 
to contend just with that second, third and fourth class 
of goods. In order to be a proficient appraiser I can. 
not permit myself to be an appraiser only, but must be 
a dealer also, handling all the different grades and 
varieties that I undertake to appraise. No price catalogs 
news letters or other publications will tell what an old. 
mine Cape 3-carat diamond will bring in the market 
or what a second hand repeater watch can be sold for 
in a quick sale. 


In times where prices change as rapidly as they have 
lately, it is difficult to be posted at all times about all 
branches of as wide a field as even gem jewelry alone, 
Although diamonds or diamond jewelry represent per- 
haps 90 per cent of all appraised values, many other 
things with fluctuating (mostly rising) prices have to 
be evaluated. A price that may have seemed excessive 
only three months ago may now be perfectly in line, 
The other day, I appraised some jewelry in an estate 
submitted by a lady who wanted to divide it among the 
heirs. She mentioned casually that I had appraised 2 
items of the same estate 8 months ago, then submitted 
by her sister. I had to tell her that those 2 items would 
have to be reappraised now in order to warrant a just 
distribution among the heirs. Most insurance appraisals 
of diamonds which are six months old or older are ob- 
solete now. Whenever I appraise an estate in trust I 
inquire about the date of the death of the deceased. If 
it is some time ago it may make a substantial difference 
in the appraisal value. 


The basis for inheritance, federal estate tax or liquida- 
tion appraisal is the cash or market value which is the 
amount of money a ready purchaser in a competitive 
market.would be justified in paying for the property on 
a certain date. What an occasional or a private buyer 
would possibly pay must be disregarded because of the 
unreliability and the undependability of such an 
estimate. 


The basis for a fair wholesale value is the cost price 
of a retailer who spends his money wisely, selects his 


| merchandise with care and according to its merits, pays 


_ cash or in reasonable time. Memorandum prices for 





merchandise, called for in haste disregarding its merits 
and its price, cannot be considered a sound basis for 
wholesale price determination. 

The retail or insurance value is the wholesale value 
plus fair retailer’s profit and excise tax. I leave it to 
the reader and his conscience to figure what may be 
considered a legitimate and fair profit. I'll say, though, 
that mark ups of 150 per cent, 200 per cent or more 
have to be condemned as illegitimate just like claims of 
such values, even though the actual sales price, under 
the pretense of a discount or other misrepresentation, 
may be lower. 

With all that it can be readily understood that in the 
course of years, an appraiser is bound to create certain 
enemies. But he has the gratitude of those who ap- 
preciate sincere advice and who benefit by it. 
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ONCE STARTED THEY KEEP COMING 


(From page 236) 


The retail jeweler must become a part of his com- 
munity. He must be willing to contribute time and 
money to the welfare of that community. He must be 
active in community problems—whether it’s a parking 
problem, service clubs, boys’ clubs, or community pro- 
grams. These things, rather than staying in the store, 
bring the jeweler closer to the community. 


ADVERTISING REFLECTS PRINCIPLES 


King’s advertising program has been changed in keep- 
ing with this recently developed importance of Mr. 
“Weekly Pay Check.” More importance has been given 
to the radio, to branded lines of goods stocked, to put- 
ting into newspaper, direct mail and radio messages, 
the business principles, as outlined, which are the very 
heart of this institution. 

In advertising, we not only sell the merchandise, we 
sell the store by combining the merchandising program 
with institutional advertising. This combination works 
out well by stressing honest values in the first place, 
and a sincere message for the second part. And let it 
be emphasized right here that institutional advertising 
plays a big part in attracting the attention of new Mr. 
“Pay Checks” to the store. 

Credit jewelry can be sold without ballyhoo. It is 
not necessary to slap somebody in the face to wake him 





up. King’s tries to convey to the people who buy on 
credit, that credit is a service the store is glad to render. 

Radio advertising brings out the personality of the 
store, too. We have found that Mr. “Pay Check” and 
family are better listeners than consistent readers. We 
believe broadcasting facilities should be the finest and 
we carry newscasts and musical shows on various 
smaller stations, seven days per week. Our major pro- 
gram, entitled ““The Three Bees,” is carried over CBS. 


WEEKLY BROADCAST HAS WIDE APPEAL 


“The Three Bees” is a half-hour show broadcast from 
12:30 to 1:00 p.m. Saturday. It has a universal appeal, 
attracting men, women and children. The first ten 
minutes are devoted to introduction of the program and 
the “Spelling Bee.” The second ten minutes is a 
“Pronunciation Bee.” The third section is a “Word- 
Building Marathon” where each contestant is given a 
letter from the alphabet and 15 seconds in which to 
build as many words as possible. Commercial selling 
copy is embodied in the program, between “Bees,” while 
scores are being tallied, thereby keeping the audience 
expectant. The “Bees” are personified as Mr. Bee, 
Mrs. Bee and Baby Bee. Participants receive valuable 
prizes: standard brand watches, “64” Eversharp Pen 
and Pencil sets, and sizeable gift orders to be used in 
any of our stores. No attempt is made to sell winners 
anything in any quantity greater than the amount of 
the Gift Order. 


King’s receives a tremendous amount of mail from 
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GENUINE STONES 


TIGER EYES 
HEMATITE 
ONYX 
SARDONYX 
CORNELIAN 
TOPAZ 
AQUAMARINE 
AMETHYST 


IMMEDIATE DELIVERY FROM COMPLETE STOCK 


LADIES AND GENTS » GENUINE AND SYNTHETIC STONES 


SOLD THROUGH YOUR WHOLESALER ONLY 
Strate-tiue Rings 31 NORTH STATE STREET, CHICAGO 2 
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SYNTHETIC 


RUBY 
SAPPHIRE 
TOURMALINE 
ZIRCON 
PERIDOT 
EMERALD 
SPINELS 
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It will pay you to ship your 


OLD GOLD 
SILVER - PLATINUM 


filled cases, spectacle scrap, 
pins, rings, chains, etc., to 
Dee & Co., where modern 
equipment and years of 
experience provides for 
prompt, accurate returns. 


WE NEED GOLD 


Every grain of metal recov- 
ered from refining is needed 
in the manufacture of many 
precious metal alloys such as 


JEWELERS KARAT GOLD 
JEWELERS GOLD SOLDER 


in plate and wire form. 


SHIP DIRECT TO 


TH O MA S J. 


DEES LO. 


cious Metals 


REFINERS MANUFACTURERS 
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this program—some from as far away as New Jersey, 
In fact, “The Three Bees” is considered the largest 
mail-puller of any program on the Los Angeles Station 
and draws a large studio audience. Studio capacity js 
325, and a hundred or more persons are turned away 
each Saturday. This program is a definite good-will 
builder, and has done more to identify the name of 
“King’s” than any other medium. 

We are in a wonderful business. It’s clean. It’s 
wholesome. It is a business we can leave to our children 
and it is a business that they too will be proud to do 
their utmost to serve. Well founded jewelry stores have 
been successful and have weathered all storms. They 
will continue to do this as long as their operation war- 
rants public confidence. 





HAS LARGE AGATE TRADE 


What started out as a hobby more than 30 years 
ago has become a profession for Frank Chitty whose 
University Agate & Gem Shop in Seattle, Wash., now 
boasts more than 30,000 stones as the largest such store 
in the Pacific Northwest. Although he specializes in 
agates, Chitty also carries other semi-precious stones, 
such as opals, amethysts, rubies, garnets, and emeralds. 








Although he specializes in agates, Frank Chitty's interest in gems 
extends to all stones and in this display at the University Agate & 
Gem Shop are opals, rubies, emeralds, amethysts, and diamonds. 


Three cutters are kept busy fashioning stones for 
Chitty’s trade. Rings, necklaces, lavalieres and spe- 
cialty pieces account for much of the business, although 
many of the stones are sold unmounted. He formerly 
had a store in Vancouver, Wash., but moved to Seattle 
three months ago to open his new establishment. 


A feature of Chitty’s advertising is the story of gems 
it tells. Ordinarily its make-up would be judged un- 
attractive, but what it lacks in display is made up in its 
content which is of special interest to hobbyists, as well 
as to the general public. The advertisements carry a 
simple heading, such as “The Story of Opals,” with the 
text in small type, followed by the name and address 
of the store. 

Similarly, Chitty hands out printed stories of the: 
stones, each on a different color paper. He has found 
that these build centinued interest in semi-precious 
stones, are saved in scrapbooks by enthusiasts, and fun- 
nel trade to his gem shop. 
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JEWELED ACCENTS FOR SPRING FASHIONS 


(From page 240) 


End of tirade. We trust our word of caution will 
carry some weight with the Vogue and Glamour set, but 
if it doesn’t don’t blame us if the boyish bob returns, to 
coin a pun, with a bang. 

As for the immediate future, we appear to be in for 
an era of color—colored gem stones, colored metals, 
highly polished and dazzling. Colored pearls, too, are 
having their day. The ever popular pearl choker now 
turns up in any number of lovely, though improbable, 
shades. We're speaking here, of course, of simulated 
pearls. The real thing is still not around in any quantity 
and cultured pearls continue to be scarce. There is an 
acute shortage of the fine quality cultured variety and 
the cultured pearl people see little hope of any large 
scale importations from Japan and the Dutch East 
Indies for six months, at least. Even when General 
MacArthur does give the go-ahead sign for the Japanese 
pearl raisers to send us their crop, the chances are that 
they will be coming over in very small quantities since 
there has been no pearl cultivation in Nippon since 1942. 
Be that as it may, colored pearls, unreal though they 
are, are a hit with the ladies. Some of the hues they’ve 
blossomed out in are peach, gunmetal, and a soft and 
flattering brown. ‘These combined with the ordinary 
white ones, or used alone, are extremely attractive. 

Baroque pearls, sometimes real but more frequently 
simulated, were featured in a recent showing by Berg- 
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dorf-Goodman. Combined with gold chains or gold 
beads these were made up into heavy, collar-like neck- 
laces. The uneven shape of the baroque pearls is dupli- 
cated in the increasingly popular necklaces made of 
rough turquoise. These make wonderful color contrast 
on black or brown dresses and are sometimes combined 
with branch coral for a heavy-vari-colored look. This 
summer will probably see lots of white frocks whose 
only decoration is one of these bright necklaces. 

Gold, real, old-fashioned yellow gold, is the thing this 
season. Ever since gold returned to favor in the middle 
thirties various shades and hues, notably the pink va- 
riety, had held popular favor, but this year it is the pure, 
sunny yellow gold that gets all the votes. Gold as a 
flatterer of diamonds has been rediscovered and the 
gems are appearing in gold settings more frequently 
than any other way. 

We’ve noted two distinct trends in precious gem styles, 
both popular, both attractive. One is typified by Ostier’s 
pin-cushion brooches and earrings in which the stones 
are set on prongs of metal and are visible from every 
angle. The effect is one of lightness and sparkle. The 
other trend is toward the old-fashioned star setting— 
the diamond or colored stone is set flush with the 
surrounding metal and the ring or pin looks like a solid 
piece of gold punctured by glints of gems. Some of 
the heavy rings introduced in Paris last Fall and shown 
in New York by Van Cleef & Arpels are in the pavée 
style, looking like nothing so much as great knuckles 
of diamonds. 

Spring is suit time and on these pages we’re pleased 


DON'T BE WITHOUT THE 


Fast-selli 
WRISTMASTER 


Of Polished Stainless-Steel for 
Men and 10-karat Gold for Women 


A sales producer, the Wristmaster 
Watchband has over a dozen exclusive 
features and comes in three sizes . . . 
easily adjusted to any watch or wrist. 
Noted for its comfort, it “springs away 
from the wrist.” Individually boxed. 

Men’s Stainless-Steel, $4.90— 

Keystone Women’s Pink or 


Natural 10-kt. Gold, $37.50. 
Terms—2% 10 Days, Net 30 


Order Now From 


Eat L. Smit 


WHOLESALE JEWELER 


CALIFORNIA 
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Awise choice for dealers 
-« the New Camfield 
Automatic Toaster 





Let your own good judgment guide you to a wise 
choice in automatic toasters — the New Camfield 
Automatic Toaster. On three counts, it's easily THE 
post-war toaster. 


Design-wise —« gleaming, streamlined beauty 
finished in lustrous chrome with loads of customer- 
appeal—an irresistible display piece for your 
counter. 


Performance- wise — expertly engineered 
from “know how” experience with 10 all-star fea- 
tures to make the New Camfield the toaster that 
will sell—and by itself produce additional sales. 


® Automatic Pop-Up 

© AC-DC Current 

® Color Regulator 

® Bakelite Fittings 

®@ Oven-type Construction 


® Exclusive Equa-Therm 
® Finger-Trip Release 
® Hinged Crumb Tray 
® Automatic Shut-Off 
® Mirror-Chrome Finish 


Profit - wise —the New Camfield Automatic 
Toaster will be ill be priced i in line with other top-quality 
toasters to net dealers a sizeable profit margin. 


Now in substantial production to reach dealers 
soon—be sure YOU are one of them. 


CAMFIELD 


AGE Om UE 104 ST RY 


CAMFIELD MANUFACTURING COMPANY ¢ GRAND HAVEN, MICH. 
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to point out some of the less obvious advantages of the 
sweater girl. She is, as these photos indicate, Crazy 
about jewelry since it sets off the simple, unadorneg 
suits and sweaters she wears. One sweater company hag 
even obligingly invented a ‘ ‘jewel neckline,” while another 
has turned his talents to a three-quarter length sleeve 
just so that our girls can wear more bracelets on their 
wrists. Convenient, isn’t it? For sweaters and sports 
clothes in general the demand has always been for simple 
gold or silver jewelry. Colored stones are worn op 
more formal occasions but with suits the emphasis is on 
unusual designs in all metal bracelets, earrings, ang 
chokers. 


JEWELRY MAKERS ADOPT LOST-WAX ART 
(From page 250) 


wax” method varies from plant to plant, so that no over- 
all statement of the steps can be given in such a way ag 
to provide a sound guide for the novice under every pos- 
sible condition. But the basic casting method is standard 
and general rules can be formulated. To go beyond these 
general rules would be to risk giving instructions valid 
for one plant only, or even perhaps for one specific cast- 
ing job. 

The procedure involves always cates a replica of 
the object to be cast. The replica must be of a material 
which can be melted and vaporized away, usually wax, 
Special waxes have been evolved from time to time to 
meet practical manufacturing needs. 

Before the “wax” stage of the process is reached, 
however, a steel model is required of the particular piece 
of jewelry to be manufactured. Usually it is made over- 
size to allow for shrinkage, calculated on the basis of 
conditions that vary widely from one case to the next. 
This steel model serves as a basis for molds, which are 
usually of rubber for jewelry production but of metal 
for technical casting. 

The rubber for the molds must be of a soft gum type, 
not sulphur-cured, since sulphur may damage the metal 
of the finished casting. Sometimes butadiene and syn- 
thetic products replace natural rubber. 

The mold, whether made of rubber or metal, is in sec- 
tions. Sometimes, if the model is not symmetrical, the 
parting-line has to be selected with a fine and delicate 
sense of balance. First the one “half” is formed from 
the model, fixed on a plastic base. Afterward the oper- 
ator removes the base, turns the piece over, and forms 
his second “half,” or mold-section, from the then-ex- 
posed part. 

The two “halves,” or mold-sections, joined together, 
comprise the finished mold-piece. They may or may not 
be duplicates, depending on whether or not the model is 
symmetrical. When they are clamped or hinged together 
they constitute a mold of the whole model, yet one which 
may at any time be opened if need be. 

A sprue (or pouring hole) in the mold cavity is the 
gateway through which wax is then pressed for the mak- 
ing of the model. Pressure is provided either by cen 
trifugal or hydraulic force, and is maintained while the 
wax chills. 

The resulting pattern, in wax, may provide the basis 
for a single casting, or many such patterns may be set 
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up in cluster form to ‘produce the maximum mass-pro- 
duction advantages of the method. When the grouping 
is made in the most efficient arrangements, the cluster is 
placed on a base and surrounded with a ring or tubing. 
Then a mold material such as plaster of Paris is poured 
around the wax patterns. 


TREATMENT VARIES IN DIFFERENT PLANTS 


At this point different companies practice variations 
in accordance with their needs and customs. Some of 
them not only pour the “investment” (as the plaster of 
Paris or similar medium is called) around the wax pat- 
terns, but also paint the patterns. Others, including 
Jungersen, put the whole plaster mold-piece under a 
vacuum vibrator jar thereby drawing out all air from 
corners, piercings or holes where air-bubbles- might 
otherwise be trapped. The vibration helps shake the 
plaster mold into a smooth consistency. Finally air is 
admitted, by this procedure, to force the mold material 
into the shapes required and pack it close against the 
patterns. 

Gradually the “investment” sets. Then it is dried and 
the wax is melted out by the application of heat. Further 
heat burns out: the last vestiges of wax by vaporization 
and serves, at the same time, to make the mold com- 
pletely dry and stronger by ceramic bonding. 

Combined with the vaporizing procedure, or as an ad- 
ditional step, the operator brings the mold to the proper 
temperature for the final casting of the metal. The 


molten metal to be cast is then pressed into the cavity 
left by the removal of the wax, either by centrifugal 
force or other means. When the casting is complete, the 
plaster mold is removed and the casting virtually fin- 
ished, requires only trimming at the point where the 
sprue-gate of the mold touched it, and a simple polish- 
ing, buffing and inspection which make it ready for the 
market. 

Conflicting statements naturally emerge from jewelry 
manufacturers employing different manufacturing proc- 
esses. But wax-mold casting enthusiasts claim that their 
method takes but a few minutes for finishing, compared 
with several hours of finishing and polishing required by 
the cuttlebone-casting technique. 


QUICK PRODUCTION TECHNIQUE 


Whatever the comparative virtues of the different 
jewelry-making techniques, one thing is certain: the 
wax-mold method offers greater freedom for quick pro- 
duction than the die-casting and stamping technique. 

Once a die is made, of course, mass production may 
speed ahead easily. But proponents of the wax-mold 
principle point out that a properly constructed set of 
dies in the jewelry trade costs from $100 to perhaps 
$1,000 or more and that sometimes months are needed to 
produce a die. 

The wax-mold pattern, which may be produced much 
more easily and quickly (usually in a matter of days), 
not only affords greater freedom of design, they say, but 





Avoid worries! 
Do it efficiently! 


Do it profitably! 
ALMA repairs 





everything a 


jeweler sells. 


ALMA SERVICE COMPANY. 


72 Bowery * New York 13, N.Y. + WAlker 5-5512 


‘‘We are as near to you as your postoffice’’ 


FOR APRIL, 1946 


THE NATION'S 
LARGEST 
WHOLESALE 
REPAIR SERVICE 


Watches & Clocks 
Plain & Complicated 


Chronometers 
All Crystals Fitted 
Dial Refinishing 
Case Repairing 
Recasing & Dialing 


Precious 
Semi-Precious and 
rthstones 


Jewelry Special 


Stone Setting 
Soldering—Sizing 
Enameling 


Engraving 
Plating 
Gold . . . All Colors 


Silver—Rhodium 
Chromium—Nickel 


Hollowware and 
Flatware 


Silverware Refinished 
Opti! Resale 
Pens and Pencils 
Cigarette Lighters 

Electrical Appliances 





321 














permits production of rings and other pieces of jewelry 
at a total cost of $2 to $3.50 for the first mold. 

The manufacturer using it may thus effect tremendous 
savings in initial investment in dies and precious metals. 
Output of but a few rings by the wax-mold method pays 
for the cost of the mold. Savings in production costs 
may amount as high as 90 per cent, proponents claim. 
Above all, a new manufacturer is enabled to start opera- 
tions quickly. 


RETURNING EMPLOYEES 
(From page 252) 


that awaits them and they want to know their employer's 
post-war plans, too. 

Some forward-looking concerns have written personal 
letters to their servicemen (and servicewomen), and the 
letter says, in substance “Your job, or a better one, is 
awaiting you. When you come home bring another welk 
qualified job-seeker with you.” A letter of that sort is 
guaranteed to interest an individual in the service, no 
matter how bored he is with his “sweating out” period 
awaiting transportation, points or discharge. 

One company has sent out a letter to each former em- 
ployee, asking the following questions: 

1. What general or special training have you received 
since entering the military service? 

2. What are your present responsibilities? 

3. Do you want to return to this company after dis- 
charge? 





4. Do you want the same job you had before the war? 

5. What job or jobs do you think would be best suiteg 
for you, after your return? 

This is the kind of employer-employee relationship 
that brings its reward—a sound investment in an im. 
portant commodity—fidelity to the organization. Qp 
this foundation is built a permanent and stable instity. 
tion. 

In most cases, the kind of work for which a veteran 
is best suited will depend largely upon the experience 
he had as a civilian, together with those experiences he 
acquired while in the service. It is easy to understand 
how former civilian experience can be useful, but some 
employers fail to recognize the fact that military train- 
ing has added to the veteran’s value as a potential em- 
ployee.: 

On the other hand, there are many cases of able, 
qualified men in the service who performed relatively 
humble and routine tasks merely because the armed 
forces were unable to use their skills. Thus, a first-rate 
jewelry salesman might conceivably have spent his entire 
Army career as a cook, in the grade of private, merely 
because the organization to which he was assigned did 
not require a salesman of any sort, much less one who 
knew jewelry. In many instances it would be grossly 
unfair for an employer to judge a returning serviceman’s 
worth solely on the basis of the rank he achieved while 
in the forces. Frequently uncontrollable circumstances 
restricted worthy men to insignificant grades. 
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Aside from veterans who wish to return to their old 
job, there are many who are looking forward to having 
another shot at choosing their career. Men of this sort 
will seek all the help they can get from employers in 
an effort to make a final decision which will govern what 
they do from now on. A recent article in Future maga- 
zine, entitled “Springboard into Opportunity,” points 
out that “Few of us have ever made a real decision on 
the most important thing in our lives—our career. We 
drift into a job from necessity or lack of determination 
—but war forces us into new roads.” 

Businessmen throughout the country are constantly 
receiving letters from veterans asking about employ- 
ment opportunities in their respective concerns. Ser- 
yicemen want to know what is going to happen to them 
on their return; what changes have come over business 
in their absence—changes such as salaries, working con- 
ditions, etc. They want to know about new products 
and production changes. They want to know what the 
post-war years hold in the way of job opportunities. . 

It would be to the advantage of every employer to 
become acquainted with what has happened to the ser- 
viceman while he has been away, and what kind of an 
individual] is expected to return. 

Individual businessmen and corporations alike must 
stregthen their ties with former employees now in the 
service. Write them. Bring them up to date on your 
peacetime plans. Discuss the future of your business 
with them and their part in that future. Both of you 
ean profit from planning together for the job ahead. 


WHICH LINES PAY ME A PROFIT? 
(From page 292) 


salers, and others interested in the retailer's welfare 
may be able to assist in its application. 


CHARACTERISTICS OF RETAIL COSTS 


Certain characteristics of retail costs constitute one 
of the main obstacles to planning a workable and simple 
cost-allocation method. For example, in the short run, 
and in relation to the individual commodity, virtually 
the entire gamut of retailing expenses is both “fixed” 
and “common.” The “variable” and “separable” ex- 
penses are usually of insignificant proportions. (Fixed 
costs are defined as those which do not change in total 
amount when the sales volume is varied. Common costs 
are those which cannot, as a practical matter, be traced 
direct to specific customers, commodities, or other sales 
components. Variable costs are those which change in 
total amount as sales volume varies. Separable costs 
are those which can readily be traced to customers, com- 
modities, etc.) That is, most of the costs in a retail 
store, such as rent and wages, are incurred in common 
for the entire range of commodities carried in the store. 
Thus, if a single item were eliminated, practically no 
expenses would be reduced. Similarly, if a single item 
were added, total expenses would not be affected. 

Another factor that affects cost-allocation methods is 
that important activities or functions in a retail store 
may, in normal times, be rather consistently under- 
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utilized. Such evidence as is available indicates, for 
example, that in a typical retail store the time of em- 
ployees is not utilized to capacity as regards com- 
modities. 

In contrast to this condition, the facilities for carry- 
ing merchandise in stock are usually. being utilized to 
capacity. This may be illustrated by raising the ques- 
tion, “Why doesn’t a retailer add any new items that 
will yield any gross margin?” The retailer is, in fact, 
constantly besieged to do just that. Up to a point he 
might follow this course of action, but it is apparent 
that somewhere along the line there are limits to the 
process. 

In the typical retail store, these limits are chiefly 
imposed by space and capital. While there is generally 
room for one additional item and while credit would 
usually be available to carry that additional item, most 
stores work fairly close to the limits of effective display 
space and capital and credit utilization. 


COSTING TECHNIQUES 

The actual technique of the method of making a cost 
analysis in a retail store is as follows: 

1. Space Costs. For the purpose of allocating space 
costs, the total store area is divided into two major 
parts: (a) Merchandise display and storage area, and, 
(b) customer and service area. The latter consists of 
the space normally unoccupied by merchandise, such as 
aisles, which is used by the customers and by employees 
in serving customers. The cost of the customer and 
service area is not charged to commodities since the 
amount of space required depends on customer charac- 
teristics, such as the number of customers, number of 
sales transactions, and customer peak loads. In some 
stores this area may occupy as much as 45 per cent of 
the total store space. 

The cost of the remaining area in the store—the space 
normally devoted to merchandise display and storage— 
can be allocated to individual commodities on the basis 
of the number of square feet of display and storage 
space occupied by, or reserved for, the maximum inven- 
- tory of the item. (In some cases cubic feet would be 
a better measure than square feet.) 

The total cost of the display and storage areas in the 
store divided by the total number of square feet devoted 
to such space gives a cost per square foot. The cost is 
then multiplied by the number of square feet of space 
utilized by the individual item or group of items. 

Space costs include rent—or the equivalent carrying 
costs if the building is owned by the retailer—heat, and 
light. They also include depreciation of store fixtures 
and equipment, and miscellaneous store maintenance 
costs. 

2. Inventory Costs. These can be allocated to indi- 
vidual commodities on the basis of their average in- 
ventory investment. The total inventory costs divided 
by the total average inventory value gives a cost per 
dollar of inventory value. This figure multiplied by the 
average inventory of the individual commodity or group 
of commodities gives its investment costs, which consist 
of taxes and insurance on inventory and interest expense. 

8. Direct Costs. In many cases in retail stores some 
expenses can be charged direct to specific departments, 
lines, or commodities. The depreciation, maintenance, 
and other costs of specialized fixtures and equipment 
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can be traced directly to the lines or departments bene- 
fted. Special supplies and wrapping materials and 
taxes and licenses for specific commodities are other 
examples of direct expense items. 


RELATIVE PROFITABILITY 


The total allocated and direct costs of carrying a 
commodity are subtracted from its dollar gross margin. 
Any excess represents the commodity’s contribution to- 
ward the remaining expenses of running the store, and 
is also the measure of the item’s relative profitability. 
The dollar amount—not a percentage rate—of this ex- 
cess of margin gyer cost is the basis for comparison. 
Those items which show the smallest excess of dollar 
gross margin over allocated costs are relatively unprofit- 
able. Such comparisons can be made for all commodi- 
ties in the store, for the items within a single depart- 
ment, for groups of similar commodities, or for different 
brands of the same commodity. 


UNPROFITABLE ITEMS 


Items that are revealed as relatively unprofitable on 
the basis of these comparisons are tagged for remedial 
action by the merchant. Such action may take the 
form of substitution of relatively more profitable items, 
a change in the method of handling, or, in some cases, 
elimination. 

Possibly, of course, the item must be handled despite 
a relatively low contribution because customers expect 
a store to handle it, or for other reasons. But in such 
instances, the merchant may be able to relegate these 
items to less favorable shelf or display a or to re- 
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duce or eliminate merchandising efforts spent on them, 
reserving his space and efforts for items which show a 
relatively greater contribution to profits. 

If substitution is feasible, the merchant will search 
for a new item that will yield a greater excess of gross 
margin over the allocated space and inventory costs 
than the old item which is to be dropped. If no such 
alternative product can be found, there is no point in 
eliminating the unprofitable item, since the expenses 
allocated to the commodity are fixed costs and will con- 
tinue, while the gross margin earned by the item will 


be lost. 


ILLUSTRATION OF COSTING METHOD 

An example of this method given in the study used 
figures taken from a survey of a grocery store but it 
would work just as well for a jewelry store as for 
example: 

Space costs were combined with investment costs— 
the entire group being called “maintenance costs’”—and 
allocated to commodities as a single group on the basis 
of average inventory values. 

Maintenance costs include rent, power, light and heat, 
insurance, interest on merchandise investment, depreci- 
ation on store equipment, licenses, upkeep and cleaning, 
and a portion of salaries representing time spent on 
stock care. To use even figures, we will say the total 
of these costs during a certain period amounted to $150. 
This total is divided by the average total value of the 
department inventory during the period which, we will 
say amounted to $1,500. The result gives a maintenance 
cost of, in this case, 10 cents per dollar of average in- 
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yentory value. This amount is then multiplied by the 
average inventory value for each item or group of items 
to get that item’s or group’s share of the maintenance 
costs. The maintenance cost is then subtracted from the 
item’s dollar gross margin, giving the excess of gross 
margin over allocated costs. The profitability of the 
item or group of items is then seen. 


COSTING GROUPS OF COMMODITIES 


Although in relation to one or a few commodities 
practically all costs in a retail store are fixed, this is 
not true when considering a group of commodities. 
Suppose, for example, that the forementioned method 
of cest allocation revealed a fairly large group of com- 
modities or an entire department as relatively unprofit- 
able. A further analysis would then be needed to 
separate into their “escapable” and “nonescapable”’ ele- 
ments all of the expenses that have been allocated to 
the group of unprofitable commodities. A somewhat 
twofold classification distinguishes between escapable 
and nonescapable expenses. For example, if a single 
department in a store were shut down the expenses 
which could be saved would be escapable, while the re- 
maining expenses of the store would be nonescapable. 
Thus, the escapable costs would be the same as the 
marginal costs, while the nonescapable costs would be 
equal to the aggregate costs after the department had 
been eliminated. 

It may be found, for instance, if the entire group of 
unprofitable items were to be dropped, that some of the 
allocated expenses would become escapable costs and 


could also be eliminated. Then, if the escapable costs 
that could be saved exceeded the dollar gross margin 
that would be given up, the retailer’s net profits would 
be increased by dropping the group of conynodities. 
Such a decision may also free valuable space for more 
effective display of the remaining, relatively more 
profitable items, or for rendering more efficient service 
to customers. 

To determine the most profitable course of action, 
however, this gain in profits should be compared with 
the additional profits which might result from replacing 
the unprofitable group of commodities with possible 
alternate commodities returning a larger dollar gross 
margin to the business. But to substitute an entire 
group of commodities may entail an addition to operat- 
ing expenses. Therefore, a further analysis of the new 
escapable costs may be needed to determine whether 
such a substitution would be profitable. 

For example, as a result of substituting new com- 
modities for relatively unprofitable ones, sales volume 
may increase to the point where additional employees 
must be hired, in which case, the merchant should con- 
sider the effect on wages of such substitution. This 
means that it may be necessary to estimate what the 


' “capacity” of an employee is, at what per cent of 


capacity ‘the employee is being utilized, and at what 
point of increase in sales volume it will become neces- 
sary and profitable to add another employee—all of 
which, of course, are difficult problems. 

The foregoing indicates that different kinds of cost 
analysis are needed for different purposes. To get the 








THE Clipper Crystal-Clear Lucite Watch 
Band is boxed individually—each in its 
own CLEAR Acetate Display Box. 


Folders of two colors—GOLD & BROWN 42%, 
—BLUE & SILVER—are fully illustrated , 
to Stimulate Sales and to Show ease of 
attaching. 


The supply of Clipper Bands is limited— 
orders will be filled in order of receipt. 








Highly Polished 
Hard Chromium Plate 
$2.95 Keystone 
Highly Polished Gold Plate 
$3.49 Keystone 


sEWE, YOUR JOBBER has Clipper Watch Bands, or can get them for you to the Skin 
< < ita 
RS >) © Perspiration Proof 
& 
MNirder F i N E L i N E Cc @] M p A | y © Will not soil Wrist or Linen 
S sy Exclusive Distributors ¢ Keeps metal away from 
"7 ist 
a, r ° wris 
O or 303 Fifth Avenue, New York 16, N. Y. © Definitely Non-lrritating 


Crystal Clear 
Lu @€ iis 


WATCH BAND 


© Guaranteed NON-TOXIC 
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_ You can Stamp 


Names or Monograms: (™ 
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FOUNTAIN PENS 
LEATHER GOODS 
PLASTIC GIFTS 

WRITING PAPERS 


XMAS CARDS, ETC. 


KINGSLEY Gold 
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mage WRITE FOR CETAILS 


Stamping Machine Co. 


SWISS WATCHES nou avalabh 


Luminous Dial * Unbreakable Crystal 
CHROME CASE WITH STRAP 
Model No. | RETAILS $8.50 
LOTS OF 4OR MORE .... $5.60 EA, 
SINGLE SAMPLE POSTPAID. .. $6.00 - 


Beautifully Styled Watch 
With Sweep Second Hand 
Radium Dial and Hands 
Chrome case unbreakable crystal with 
strap. Thin Model #2 
y LOTS OF 4OR MORE... $8-4S Ea. 
j SINGLE SAMPLE POSTPAID $9-9 Ea. 
Beautiful... 
SALT & PEPPER SHAKERS 
, FINE QUALITY 
eS ae < Ideal for engravi 
a |S Cost you $7.20 per doz. Mat on per set 


Each set in individual box. Packed 18 sets per 
case 


Minimum order 6 sets $3.95 postpaid 


ELECTRIC STOVE 
AC-DC Retails $5.00 each. Chrome Finish $3.11 
each in dozen lots—single sample $4.00 postpaid 


ELECTRIC CLOCK 


Size 5 x 8. Finish quality—with sweep hand $5.95 
each. Single Sample $7.00 postpaid 


| : ee TERMS: 1/3 CASH WITH ORDER 
ae os Price F.O.B. Chicago 
‘= PS CE. F. BERNHOLD, INC. 


217 W. Van Buren St. Chicago 7, Iil. 
























WATCH C 











SPECIALIZING IN 


FANCY ROCS AND LUCITES 


ARTCRAFT 


CRYSTAL CO. 


542 So. B’way 
LOS ANGELES 13, 
CALIFORNIA 





RYUSTALS 





= Styles, Colors Fitted. 
Write for Price List 
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CONTROLLED 
HIGH 





TYPE 11 


This ruggedly constructed, muffle type elec- 
tric furnace has proven itself to be indis- 
pensable to the manufacturing jeweler for 
wax elimination, heat-treating dies, anneal- 
ing, enameling, etc. 


Maximum temperature — 2000°F. Heatin 

chamber dimensions are 4 inches high by 4!/2 

inches wide by 8 inches deep. Price com- 

plete with rheostat and pyrometer—$ 107.50. 

For complete details—see your dealer 
or write 


WESTERN GOLD & PLATINUM WORKS 


SAN FRANCISCO 7, CALIF. 
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most profits out of his business a retailer should carry 
in stock that combination of commodities which will 
provide the greatest excess of dollar gross margin over 
costs. This can generally be accomplished by substitut- 
ing for those commodities that show the smallest excess 
of gross margin over allocated space and investment 
costs others that will make a greater contribution over 
these fixed costs. Distribution cost analysis thus can 
help small retailers to make commodity decisions with 
the objective of maximizing profits. 


RADIO PROMOTION FOR JEWELERS 
(From page 286) 


stantly mentioning the gift value of jewelry. And 
Reyner’s, Inc., Columbia, S. C., also found a full sports 
series an effective method of reminding the public that 
Santa Claus might prefer to give presents which had 
come from a jeweler. 

Once such store traffic is created, of course, it is up 
to the retailer to display his merchandise in such a way 
as to stimulate sales. The examples cited illustrate 
how radio can be used to create the traffic—the rest is 
up to the retailer. 

Whether the jeweler uses the institutional or the 
direct-sales approach, or whether his schedule is on a 
year-round or a seasonal basis, there is one advantage 
in a broadcast series which is shared by no other adver- 
tising medium. 

Primarily, the jeweler has a chance to establish by 


means of his radio program, a personal contact with 
actual and potential customers not available through 
any other existing medium. The human voice as it comes 
from the loudspeaker is the first and foremost element 
which establishes a direct line of communication between 
the jeweler and the public. 


(Types of audiences and the programs best calculated to reach them will 
be considered in Part II of this series in THE Jewevers’ CrrcuLar-Key- 
STONE for May.) 


WOMEN IN THE JEWELRY TRADE 
(From page 294) 


first on entering the living room of her apartment. 
Original watercolors by Southwestern artists are reflect- 
ed in the room’s color scheme. 

The store, which was founded by Mr. Ahlgren’s 
father in 1915 as a florist shop, now leans heavily toward 
the jewelry side. “We have built up such a following,” 
Mr. Ahlgren said recently, “that the jewelry section has 
become the most important part of our business.” Per- 
haps the Ladies’ Home Journal knows whereof it speaks 
when it declares that we should “never underestimate 
the power of a woman.” 


CORRECTION 


Through a misunderstanding, the price of the link 
bracelet made by the Sparkes Mfg. Co., Ltd., 318 Jeffer- 
son Street, Newark, N. J., shown on page 302 in the 
March issue of JC-K, was given as retailing at $160. 
The correct price of this bracelet is $162.50, wholesale. 











Westeru elt Suchles of Highest Luality 
MANUFACTURED FOR THE CRITICAL TRADE 
Finest Selected Materiale--Aighert Standard of Craftemanshife 


“Western Belt Buckles—by Nelson Brin- 
golf” are recognized by the trade as the last 


word in fine production and finish. The 
dealer who caters to the highest type of 


reception for “Western” Buckles. 
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The line, comprises many 
beautiful engraved designs 
which are representative of 


the highest type of the jewel 


er’s craftsmanship. 


The various styles are made 
up in Sterling, Sterling with 
Gold Inlay, some with two, 
some with five, some with 
eight imported synthetic 
rubies. 


Aiso several beautiful styles of “Western” Wrist 
Watch Band Buckle Sets. These are in the same 
high standard design and workmanship as the 
Belt Buckle sets. 

















Sorry...... 


UNTIL SHORTAGES ARE OVER 


We design and manufacture boxes of all descriptions, 
but due to acute shortages of materials, we are unable 
to supply new customers. Soon, we hope we may again 
create and manufacture boxes to fit your individual 
requirements. 

C & M MANUFACTURING CO. 


PAPER BOXES JEWELRY DISPLAYS 
112 Point Street, Providence 3, Rhode Island 

















Longines Flat ‘Top 


3 : i 3-Way Split 
ciaianmeied These Different Types of 
Beautiful Crystals to Your Customers! 


(Write for complete information) 


PAUL LINN is happy to announce that his entire 
staff is at last back on the job! They served our 
great country for the past 4 years, and now they 
are ready to serve our valued customers in the 
Jewelry trade. Although we have managed (thru 
great efforts) to return all Crystal Fittings within 
24 hours during the war period—NOW, with our 
CAPABLE and SKILLFUL EMPLOYEES, we 
can definitely return all Crystal Fittings the VERY 
SAME DAY. 





OUR WORK IS GUARANTEED TO BE 100% SATISFACTORY! 


| | 


L LIUNN:S S. Wabash Ave.- Chicago 3, Il. 


Subber of Watch Materials, 


Jemelers Supplies, Crystal Fittings 
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PRECISION CASTING EQUIPMENT 


for Mass Production 


of Fine Jewelry 
JELENKO 
THERMOTROL) 


atG. US. # nO 20930! 


An All-Electric Melting 
and Casting Unit with 
finger tip control of 
casting temperatures. 

Assures dense, clean, 

smooth castings requir- 

ing minimum finishing. 
Safe, Simple, 
Compact; 

Low Operating Cost, 
Low Maintenance, 
Minimum Rejects. 

Long Life. 





<-VULCATROL 
for making Metal and Rubber 
Molds. Automatic control 
maintains any temperature 0° 
—450°F. 
OTHER PRODUCTS 

Flasks —Sprue Bases — Wax — 
Electric Wax Pots — Centrifugal 


Wax Casters — Gas and Electric 
Wax Burnout Furnaces 


Write for Literature 


The JELRUS Co., Dept. B, 


Mirs. & Suppliers of 
Precision Casting Equipment 
136 W. 52nd St., New York 19 


West Off.—R. 821 Brockman Bldg. 
520 W. 7th St., Los Angeles, Cal. 











OUT-OF-TOWN ORK Timed and Checked By 
CUSTOMERS ESTERN ELECTRIC 
PROMPTLY SERVICED ATCHMASTER 


PRECISION 
WATCH REPAIRING 


48 WEST 48 STREET 


NEW YORK CITY M. & W. ULLMAN 











GEMS AND GEM MATERIALS 


By EDWARD H. KRAUS and CHESTER B. SLAWSON 
Price $3.00 Postpaid 


THE JEWELERS' CIRCULAR-KEYSTONE 
100 East 42nd Street, New York 17, N. Y. 


me WATCHMAKING Me 


Construction, repair, adjustment 
=——NEW COMPLETE = 


Practicai Course in Horology 


for beginners and professional repairmen. All essential steps. Theory, 
operation. Many test cases. Full coverage of tools, materials. Fully 
illustrated. Only $2.75 postpaid. Money back guarantee. We supply 
teols, materials at lowest cost. 

MODERN TECHNICAL BOOK CO. 
MCK 55 West 42nd St., New York 18 


We specialize in all books on Watchmaking, Jewelry, 
Metalcraft, Gems, Gem Cutting, etc. Free catalogue. 























Dept. 
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: SMALL STORE BUT GREAT VOLUME 
(From page 298) 


salespersons and three telephones to take care of the 
business ! 

Much trade is the result of the store’s long years in 
business, during which a dependable clientele has been 
built up. But much comes, too, from the continual adver- 
tising carried on in newspapers, in the movies and over 
the radio. Though advertisements are not large, they 
serve their purpose in keeping the name prominent. 

Radio advertising always stresses some type of mer- 
chandise, often diamonds. Moving picture films shown 
in eight of the motion picture houses of the city, selected 
to give good coverage, feature diamonds; also. A trailer 
run with the film gives the name of the shop, its slogan 
and a full front view of the store. In these films voice is 
used to describe the merchandise. Though a sound film 
of this sort is expensive, Mr. Hirsch feels that returns 
prove it worthwhile. 


REMOUNTING SERVICE FEATURED 


Much remodeling of diamonds is done—resetting of 
precious stones in rings and other jewelry to fit in with 
the trend of fashion. This work brings in much trade 
and tends to focus attention on diamonds. Trade in dia- 
mond engagement and wedding rings is large. 

The diamond stock is shown in cases along one side 
at the front of the store. These cases are well lighted 
and so placed that customers can see the stones easily. 
At the rear, a case extending across the entire back holds 
necklaces, pins and other dress jewelry. Wall-cases, 
well stocked with such colorful items as lovely pottery 
which has depth of color, add to the decoration. As the 
shop is arranged so that the whole interior is open to the 
view of passersby, Mr. Hirsch considers it important 
that the front contain eye-arresting merchandise. Color, 
too, adds to the jewel-like appearance of the shop. 


WINDOWS DOUBLE-DECKED 


The front windows which take in the entire front of 
the shop each have two sections, making possible double 
the amount of space windows usually provide for dis- 
play. The floors of the windows plus the section above 
each have their color scheme and their own types of dis- 
plays which are tied together with some decorative 
theme which is repeated in the four sections. 

At Christmas time, a lovely small white plastic Christ- 
mas tree, made on modernistic lines, suggested merchan- 
dise displayed as Christmas gifts. Lines in display are 
kept low as is fitting such tiered windows. Also, low, flat 
displays are more in keeping with the small shop. Too, 
they permit passersby to get a full view of the interior 
of the shop. 

The upper display tier brings merchandise at eye 
level to passersby. From these displays it is but a step 
to the interior of the store through a glass door which 
further permits the interior to be viewed completely. 

Quality of mercliandise, the finest of service and con- 








| ACT NOW! Write for the 1946 PUR-O-RAY CATALOG 


FOR EARLY DELIVERY... 


LE 


S U ie oe re ] ~ RQ AY 
aon SUN GLAS SEE 


Cash (a on this Hew Big Market 
for Getter Suu Glasses 






WY Vilitelarmohmale lalilare mas 
ence betwee 
Toy elabsale lias 
with the appr 
This trend ¢ 

tomers 
equal t 

4VU 


PUR-O-RAY yor 


Just drop us a post card with your name ; 
and address requesting “Catalog Please” 
and your free copy of the PUR-O-RAY 
Catalog showing the new 1946 line 
now ready for delivery will be rushed 
to you by return mail. 


PUR-O-RAY sun glasses { 
for men and women are 
available in a wide range 
of handsome styles, in- 
cluding gold filled, white 
metal and plastic frames. 

large 


\ 


pink gold-filled frame; pearl sweat 
bar. Designed to Air Corps specifi- 
cations. Individually boxed with 
genuine leather case and certificate 
of guarantee. 


FACTS YOU SHOULD 
KNOW ABOUT 
PUR-O-RAY 
SUN GLASSES 


PUR-O-RAY \ 
lenses are / 


SIX - BASE 

CURVED. This deeper curve 
conforms more naturally to the 
contour of the eye, increases the 
zone of protective coverage. 












ie 


PUR-O-RAY lenses are not or- 
dinary molded or pressed plate 
glass. They are optically ground 
and polished, just like glasses 
made to prescription specifica- 
tions. 










PUR-O-RAY lenses exceed gov- 
ernment standards. . . absorb 
96% of the sun’s harmful ultra- 
p. violet (sunburn) and infra-red 
' (heat) rays. 





PUR-O-RAY lenses are triple- 
inspected—guaranteed free from 
all prisms, bubbles, striae and 
other blemishes, which are 
harmful to eyesight. 





~* Fashionable 

Upswing Frame 
of plastic celluloid in popular col- 
ors. Individually boxed with genu- 
ine leather case and certificate of 





guarantee. 


ADVERTISED IN NATIONAL MAGAZINES AND IMPORTANT NEWSPAPERS 


SUN GLASS INDUSTRIES 





sistent advertising through several mediums have made | Makers of PUR-O-RAY and PUR-O-LITE Precision Sun Glasses 
| 


this tiny jewelry shop large in volume of sales and in 


the pulling power it has throughout the city. | 59 EAST ALPINE STREET ° NEWARK 5, NEW JERSEY 
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HEADQUARTERS for 


OPTICAL SPECIALTIES 


Newest Releases! 





& x30 ; 
Prismatic 


Binoculars 
With 
COATED 
OPTICS 









High quality! These 6 power, light weight binoculars are 
the answer to the pent-up demand of sportsmen, hunters, 
yachtsmen, race fans, etc. Moisture-proof and Dustproof. 
Individual eye piece focusing to accommodate to owner's 
eye sight (as preferred by Army and Navy). Complete 
with carrying case and neck and shoulder $9500 
straps. To retail at only : 
ASK ABOUT OTHER MODELS IN COMPLETE PRICE RANGE 





THE CHIEF | 


This compass is made with trans- 
parent lucite cover and opaque 
plastic back brass bottom and 
etched scale. Blue and red nee- 
dle for easy reading. Stop holds 
needle securely when not in use. 
Individually boxed $4 -35 
to retail at --_-____----___-. 

FULL LINE COMPASSES ALL PRICES 

















SUN GOGGLES 


a ASAE —- 





Gold Filled frame. 6 Base ophthalmically 
ground and polished lenses. Eliminate over 
96% of ultra-violet and infra-red rays. 
Leather case. Complete line, all prices in 
stock. 


* 
ILLUSTRATED LITERATURE UPON REQUEST 








COMPASS INSTRUMENT & OPTICAL CO. 


268 FOURTH AVENUE, NEW YORK 10, N. Y. 
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JEWELRY RETAILING RATES HIGH 
(From page 304) 


business and shows the total period during which the 
business was operated, rather than the length of life 
under any one ownership. 


The most striking difference between the independent 
and chain stores is the much higher average volume per 
store for the chains in every one of the seven age groups, 
This is a situation that was found to exist in nearly all 
lines of businesses, the department stores being the one 
notable exception. 


CHANCES IMPROVE WITH TIME 


The Department of Commerce also calculated care- 
fully the number of retail stores which had been in busi- 
ness in 1929 and still remained in business at the end of 
each year. An examination of these figures shows that 
the probability of a store’s survival became progressively 
higher as the age of the store grew older. Of all the 
stores that were in operation in 1929, 12.2 per cent went 
out of business within the following year and this per- 
centage kept growing smaller year by year until 1939, 
when only 2.9 per cent of the stores that had been active 
in 1929 ceased operation. In jewelry stores this same 
experience was paralleled, the highest percentage of 
yearly casualties being 13.5 in 1930 and the lowest in 
1939 with only 1.07 per cent. 


It is apparent from the report that the number of 
stores which discontinue business is ordinarily large, and 
that new establishments are a major factor in this turn- 
over. Further, it should be recognized that the kind of 
business which is to be undertaken has a decided bearing 
on the chance for survival. Finally, sales volume, the 
ultimate pre-requisite for success, is closely related to 
the length of time the establishment has been in opera- 
tion. 


YOUNG STORES MORE PRONE TO FAILURE 


It seems quite clear, that the younger the business 
the greater the likelihood of failure. Nevertheless, each 
trade should be studied carefully to determine whether 
longevity is related to the character of the product 
handled or to other peculiarities of the trade, such as 
large initial size or association with large distributors. 


The study is an attempt to provide a better under- 
standing of the chances of surviving by investigating 
the life history of the establishments that make up the 
retail distribution system. It is considered a reliable 
basis for general analysis, since it is based on the nation- 
wide census of busiiiess during the year immediately 
prior to the war rather than upon the freak conditions 
during wartime or being drawn from a sample or spot 
study of business turnover. 


It is expected that the report will be a help both to 
people who may wish to survey their own present busi- 
ness situation and also to those who may be contemplat- 
ing starting a business, such as returned veterans. The 
number of business establishments at present is low in 
relation to sales volume and the end of the war has 
brought good opportunities for new concerns in many 
lines. 
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YOU CAN'T SAY THAT! 
(From page 308) 


connection with full explanation of the regulations, or 
the adjustments, e. g., “adjusted to temperature,” “‘ad- 
justed to temperature—positions, and isochronism.” A 
watch “Fully Adjusted” would be adjusted to tempera- 
ture, all positions, and to isochronism (the ability to 
run at the same rate for 24 hours whether fully wound 





or not). 


FULL JEWELLED—FULLY JEWELLED 

The terms ‘Full Jewelled,” “Fully Jewelled,” “Richly 
Jewelled,” etc., have been improperly used to describe 
watches containing less than 17 jewels. Such terms 
should be eliminated. The exact number of jewels should 
be given. Inasmuch as the purpose of a jewel in a watch 
is to function as a frictional bearing, the number of 
jewels advertised should include only those jewels which 
act as frictional bearings. 


RAILROAD WATCHES 

Various railroads have established specifications for 
watches to be used officially in railroad timing. The term 
“Railroad Watch,” “Railroad Type,” etc., therefore, 
should not be used, indiscriminately, but should meet 
the railroad specifications of the locality where adver- 
tised. The F. T. C. has defined a railroad watch as a 


lever set watch equipped with micrometers and having 
19 or more jewels properly placed to insure accuracy 
and to eliminate friction. (See F. T. C. 4778, 4653.) 


SECOND-HAND OR REBUILT WATCHES 


Selling or describing any watch as “Rebuilt’’ which 
has not in fact been rebuilt at a watch factory or other 
place properly equipped and used for this purpose, with 
the tendency and capacity or effect of misleading or 
deceiving, is an unfair trade practice. (F. T. C.) (See 
also F. T. C. S-3506, S-3509, 4595.) 

In the sale or offering for sale of second-hand or re- 
built watches, or watches containing second-hand or 
rebuilt movements, there should be attached to each such 
watch at the time of sale and delivery a tag stating 
that the watch is second-hand or rebuilt. (F. T. C.) 
(Similar information should be given in any form of 
advertising and the purchaser should be clearly advised 
of the facts. Some jurisdictions now have laws which 
require that second-hand watches be so advertised, 
tagged, and sold.) 


WATCHES, REPAIR OF 

Advertising of specific prices for repairing, regulat- 
ing, cleaning, and oiling watches should not be used 
unless such services will be provided for all watches 
presented regardless of condition. 

When watch crystals are advertised at a specific price, 
a respondent to such advertising should be allowed to 








AN INSTANT SENSATION 


These specially designed, invisible cushions 
olan ol ddlale fl lela <a te)hZ- Mel Miliilire Mellon tla la- 
problems. 

The complete set of assorted sizes is attractively 
boxed to retail for only 59 cents. With simple 


directions for your patrons to themselves equip 
all their earrings. 


Price $4.20 per dozen — ORDER NOW 
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CLIP BACK !S 
CUSHIONEO 


COMPLAINTS 


about EARRINGS that are 
so TIGHT-they hurt 


or so LOOSE-they drop. 


EARRINGRIPS 


Cover all types of clips — 
instantly relieve pressure. 


EARRINGRIPS 


Placed over screws 
assure secure fastening 
— prevents loss. 


—) 
SCREW HEAD IS 
CUSHIONED 


DORSAY PRODUCTS 


1819 Broapway, New York 23, N. Y. 
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SALESMEN 
WANTED 


Manufacturer of nationally advertised line, 
known to all jewelers, wants 4 top-notch sales- 
men accustomed to five figure earnings. (Draw- 
ing account against commission.) 

Men we want must have had at least 3 to 5 
years’ experience calling on important retail 
jewelers in specific territory applied for. 


We want one man for each of these areas: 
1. Oregon, Washington and Idaho 
2. Minnesota, Wisconsin and the Dakotas 
3. Southern California 


4. Wash., D. C., Virginia, North Carolina, 
Tennessee and Kentucky 


Splendid opportunity for aggressive, hard-work- 
ing men with clean records. Positions open now. 


SPECIFY TERRITORY DESIRED AND SUBMIT 
ALL FACTS IN STRICTEST CONFIDENCE. 


BOX “W., 3383” 


c/o JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 

















N0 
RABBIT! 


We have tried everything but black magic to 
provide you with service — the service that you 
have come to expect so that you may show and 
sell to your best customers the complete Silver 
City line. We hope the days of shortage will 
soon be over. We promise you never to deviate 
from the high standards of quality. which have 
made Silver City such a favorite with the 
better stores. 


SILVER CITY GLASS CO. 





MERIDEN, CONNECTICUT 
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obtain a crystal without being high-pressured into BR: 
tracting for other repairs, and there should be no ob. 
stacles to such purchase or strings attached to the offer 


KARAT GOLD CASES 


In all descriptions of karat gold watch cases, the 
karat fineness should be stated as for example, “12 Kt,” 
“14 Kt.”” Such terms as “Solid Gold” or “12 Kt Solid 
Gold,” “Solid 14 Kt Gold” should not be used. (See 
rules on “Gold,” No. 559, 637.) 


WATCH CASES 


Following is a summary of principal proposed F. T. ¢. 
rules for the watch case industry, February 7, 194). 
They may be used as a Guide to accurate and informa- 
tive advertising and selling. 


PLATED CASES 


The term “plated’”’ as applied to watch cases should 
mean a case having a sheet or shell of metal affixed by 
soldering, brazing, welding, or other mechanical means 
to the outer surfaces of base metal stock. 


GOLD FILLED CASES 


The term “Gold Filled” is correctly applied only te 
a watch case having a plate of gold of not less than 
10 kt fineness and of a thickness of not less than 8/1000 
of an inch at the thinnest part, affixed by mechanical 
means to the outer surfaces of base metal stock; and if 
such watch case is of more than two piece construction, 
having a plate of gold of a thickness of not less than 
1/1000 of an inch at the thinnest part, affixed by me- 
chanical means to the inner surface of the back, the 
inner and outer surfaces of the cap, and the outer sur- 
face of the hunting bezel. (Based on proposed F. T. C. 
rule for watch case industry, February 7, 1941.) 

Karat fineness of gold-filled cases, as marked thereon, 
should be stated in advertising (See also F. T. C. 1587.) 


ROLLED GOLD PLATE CASES 


The term “Rolled Gold Plate” is correctly applied 
only to a watch case having a plate of gold of not less 
than 10 kt fineness and of a thickness of not less than 
114,/1000 of an inch at the thinnest part, affixed by 
mechanical means to the outer surfaces of base metal 
stock. (Based on proposed F. T. C. rule for watch case 
industry, February 7, 1941.) 

Karat fineness of rolled gold plated cases, as marked 
thereon, should be stated in advertising. 


MISUSE OF WORD "GOLD" 


A watch case, or part thereof, should not be described 
by the word “Gold,” or by any term including the word 
“Gold,” unless it is gold at least 10 kt and the karat 
fineness is non-deceptively disclosed. (Based on pro- 
posed F. T. C. rule, February 7, 1941.) 


TERMS INDICATIVE OF PRECIOUS METALS 


A watch case, or part thereof, should not be described 
(Please turn to page 344) 
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“My Collinatsa 


(heard more and more frequently) 


CERTINA BEAUTIFULLY STYLED 
AND STURDY 


@ Ketail price range $30. to $80. (not 
incl. tax.) 


@ Movement made by khurth Freres 
in our modern plant. 


@ Readily available parts are standard- 
ized and interchangeable. 


@ Caliber range 5% to 11%”. 


@ Cases in rolled gold with steel back; 
gold filled; 14k gold; and Stainless Steel. 


@ Styles for men, women, boys, and girls. 
(and a limited number of lapel watches 
are available) 


@ National advertising schedule includes 
Saturday Evening Post, Colliers and 
Liberty. 


CERTINA 


DIVISION OF GRANA WATCH COMPANY 
521 FIFTH AVENUE - NEW YORK 17, N.Y. 
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1. These miniatures are part of a variety of furniture pieces 


made of fine woods and beautifully detailed. 
Milner, 9324 Pico Boulevard, Los Angeles, 


2. This oval platter in etched bent glass is 
sizes: 23", retail $10.50; 15!4", $3.75; 13", 


is a creation of Kensington, Inc., New Kensington, Pa. 


3. Here are personalized tumblers styled by Mooney of 
Hollywood with initials or numbers, done in pastels and 
packed in gift boxes; price, $1.20 a set of eight. 
Hollywood Glass Crafters, 6733 Santa Monica Boulevard. 


4. Made of polished brass, this "Stack o' Trays" is indi- 
vidually boxed and it costs $23.10 a dozen sets. 
Florence Louise Kay, 225 Fifth Avenue, New York, N. Y. 


5..Decorated with coin gold are these ivory china after 
dinner, miniature, and chocolate cups and saucers in 4 


styles and 6 colors; price, $27 to $36 a dozen. 


H. Strikow, 5062 West Adams Boulevard, Los Angeles 60. 


6. Created by Royal Hickman, this artware 


in Crystalin glazes in various colors. Vase left (456) 
is 10" tall; vase right (481), I1'4" tall; each retails for 
$7.50. From Sun Glo Studios, 225 Fifth Ave., New York. 
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masterpiece in crystal 


Old-World skill and World-To-Come designs meet in Tiffin 
Crystal. Centuries of craftsmanship contribute a tradition that guides its making 
from the fusion of its elements in the furnace through to the completion of each 
object by the able hands of its makers. Assured by proven knowledge, inspired 
by time-trained skill, the ideas of Tiffin’s modern designers lift toward new 
horizons. Unique conceptions like this Whirl-Pool Bowl and this Fluted Vase 
are achieved in a glass of superb purity, durable, diamond-white and with 


a flashing brilliance that rivals the gem. Each one is a masterpiece in crystal. 


UNITED STATES GLASS COMPANY ~- TIFFIN, OHIO 
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1. Palmquist designed this Orrefors vase with its fine 
"Flora" engraving. It is 9/2" tall and retails for $114. 
Orrefors glass is sold through Fisher, Bruce and Co., 
Philadelphia (east); and Axel Zacho, Los Angeles (west). 


2. Made of forged aluminum is this salad set, including 
10/4," bowl with fork and spoon. The set may be retailed 
for $7.50. From Everlast, 225 Fifth Ave., New York 10, N. Y. 


3. Making their debut here are "Melanie" and "Jennie," 
8!/," figures in translucent china richly hand - decorated. 
Priced at $9.50 each, wholesale. From the showrooms of 
Herman C. Kupper, Inc., 39? West 23rd St., New York 10. 


4. Painted by hand in delicate colorings, this "Chelsea 
Gardens" pattern shows “a profusion of flowers on the 
Chelsea shape in Spode bone china. From the showrooms 
of Copeland and Thompson, Inc., 206 Fifth Ave., N. Y. C. 


5. Fashioned in Tiffin crystal glass, these vases are #5979, 
12" in height with half-spiral top and off-hand base; #5983, 
11'/2" in height, with cornucopia on a ball stem. They are 
manufactured by the United States Glass Co., Tiffin, Ohio. 


6. Back on the market are these cherry salt and pepper 
shakers of red bakelite and white metal. They are boxed in- 
dividually and are priced at $10.80 a dozen sets. Distributed 
by Rubel and Company, 225 Fifth Ave., New York 10, N. Y. 


Gp 
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RELISH DISH 
































SALVER 





IN RUBY AND SILVER 


7-Piece Console Set Here is a smart selling item. and design and is extremely popular for serving 
A distinctive ensemble exquisitely handcrafted cake, sandwiches and cold meats. 
from glowing ruby glass inlaid with gleaming 
silver. The set consists of a graceful bowl, a 5-Part Relish Dish This use- 
pair of cleverly designed candlestick-holders ful, popular dish is one of 
and two pair of silver candles. the fastest selling items in 
the line. Styled to match the 
134" Cake Salver Matches the Console Set in style Console Set in design. 





Cenlary Mobiles Uf Conv 


4440 North Clark Street, Chicago 40, Illinois 





Ralph P. Higgins Compan Newland, Schneelock and Piek, Inc. R. F. McDowell 
1558 Merchandise Mart, Chicago 54, i. 1107 Broadway, New York 10, New York 403 Merch. Mart Bidg., Los Angeles 14, Calif. 
Clay Folsom Bert Scouler 
301 N. Market St., Daltas, Texas 407 Terminal Sales Bidg., Seattle, Wash. ~* 
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1. Made of polished brass and spun aluminum, this alco- 
hol cooker can be used as chafing dish or double boiler; 
has special draft arrangement in base; retail, $35. From 
Janis-Tarter, Greenman, Inc., 225 5th Avenue, N. Y. C. 


2. This handsome walnut ice bucket is vacuum-lined and 
is ornamented with inlaid marquetry designs. It sells for 
$27.50 retail. From J. Walter Green, 225 Fifth Ave., N. Y. 


3. "Mother Love” is the name of this ceramic figure of 
ao mare protecting her foal from snake. It is II" tall, re- 
tails at $30. From A. L. Larimer, 225 5th Avenue, N. Y. 





4. A "Florence" original, this "Ballet Dancer" is done in 
pastels and gold, touched with lace; $15 retail. From 
Katherine Zipper & Co., 712 S. Olive Street, Los Angeles. 


5. One of Fostoria's popular etchings is this "Chintz" shown 
on the "Green Brier" stemware shape; it also appears on 
the "Baroque" shape in flatware pieces. Made by the 
Fostoria Glass Company of Moundsville, West Virginia. 


6. Commodious and sturdy is this brass roast-holder. It 
costs $7.75 with silver-plating; $6.60 with chromium. From 
Philip E. Ebb, 225 Fifth Avenue, New York, N. Y. C. 
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Exclusive Creations of Howard Ball 


whose reputation for ceramic excellence is unsurpassed. He is a PERFECTIONIST. Painstaking care, exacting work 
combined in the three fields: modeling, glaze and multicoloring. This line will appeal to the most discriminating. 


Size Price 
285/86 Pheasants, male and female, colorfully decorated male 11" long; female 7!/2" tall... . $22.50 pair 
2810 Mallard duck, natural colors, female ............ i“ Seuss, “ee 7.50 each 
289 Mallard duck, natural colors, male Lg aegis - 8" 7.50 each 
288 = Heron, natural colors rer ere 1217," 9.00 each 
284 ~—- Flying duck natural colors, wingspread 14!/o" ©0000 2c ee 13.75 each 
287 Heron, large, natural colors sa 5 od utes it gan 22.50 each 

* 283 Parrots, left and right, blended colors, predominating pink, blue or white 
(Specify choice} > 27.50 pair 
SINGLE ITEMS MAY BE TURNED LEFT AND RIGHT TO MAKE A PAIR 

Shipped F.O.B. 

from stock ALL THE ABOVE EXCLUSIVE WITH Philadelphia 


EBELING & REUSS COMPANY 


707 Chestnut St. 225 5th Ave. 1557 Mdse. Mart. 527 W. 7th St. 
PHILADELPHIA 6 _ NEW YORK 10 CHICAGO 54 LOS ANGELES 14 
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YOU CAN'T SAY THAT! 


(From page 336) 


by such terms as “Duragold,” ‘‘Noblegold,” “Goldine,” 
“Gold-Appearing,” ‘“Miragold,” “Silveroid,” “‘silver- 
ine,’ “Sterline,’ ‘“Silvered,” ‘‘Silver-Finished,’ or by 
any phrase such as “Having the charm, (quality, color 
or beauty) of natural gold,” or by any similar term or 
phrase, importing or implying that such case, or part 
thereof, is composed in whole or in part of certain pre- 
cious metal, when such is not the fact. (Based on pro- 
posed F. T. C. rule, February 7, 1941.) 


DISCLOSURE OF METAL COMPOSITION 


Full and non-deceptive disclosure or true metal com- 
position of watch cases should be made, and it is an 
unfair practice to conceal or fail to disclose same, by 
marking the case as indicated by the following examples: 
14 K Gold; 12 K Rolled Gold, Plate; 14 K Gold Filled. 
When cases are below the minimum standards, they 
should be marked to indicate such fact. When plated 
with base metal, marked accordingly, e. g., ‘Nickel 
Electroplated,”’ “Chromium Plated.” Cases of base 
metal should be stamped as such, “Base Metal,” or by 
other terms to indicate it is base metal. Varying parts 
should be stamped separately as provided above. 

It is deemed proper practice to attach tags to watches, 
disclosing metal composition and to provide such infor- 
mation in advertising. (Based on proposed F. T. C. 
rule, February 7, 1941.) 








Other proposed rules include those referring to Re 
built or Second-hand Products, Missuse of Word “Free,” 
Lottery Schemes, False Invoicing, Misrepresentation of 
Character-of Business, Imitation of Trade-Marks 9, 
Trade Names, Deceptive Guarantees. 


ARMY WATCH 


An “Army watch” is a watch manufactured according 
to Army specifications and procured by the War De- 
partment for issue to selected military personnel. (Ord- 
nance Department specification FXS-797.) Watches 
procured by the Army Exchange Service for resale to 
military personnel are not “Army watches.” Care should 
also be taken in describing watches as for “Military 
Service” or by similar expressions which may imply 
that they are officially recognized by or for military 
service. 


“WATERPROOF” 
“SHOCKPROOF" 
"NON-MAGNETIC" WATCHES—WATCH 
MOVEMENTS 

Following are the proposed trade practice conference 
rules as approved by a majority vote of those attending 
the trade practice conference for the watch industry, in 
New York, April 19, 1945. These are the rules which 
representatives of the industry proposed be accepted by 
the Federal Trade Commission. They are not at this 
time of publication official F. T. C. rules. It is recom- 
mended that advertisers follow these rules unless and 


until they are modified by the F. T. C. 
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eA nnouncing a Change of Name 
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~ DOULTON AND CO, INC. 


AS SUCCESSORS TO 


WM. S. PITCAIRN CORPORATION 
912 Fifth Avenue, New York 10, N. Y. 
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This change of name does not involve 


any change in personnel or policy. 


Gilbert L. Pitcairn, 


President 
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Crystal from Scweclen —PERFUME BOTTLES by KUELLANDER 


Of heavy hand-blown clear crystal, with copper 
wheel engravings, they are destined to enhance 
boudoir settings in the homes of America. 


All the skill and craftsmanship of expert 
Swedish artisans are outstandingly demon- 
strated in these Perfume Bottle Creations. 


Display Rooms at 


LOS ANGELES, CALIF. SAN FRANCISCO, CALIF. BOSTON, MASS. 

712 So. Olive St. 1355 Market St. Parker House 

Kehlor-McFarland, Inc. Kehlor-McFarland, Inc. Mrs. Hazel C. Willis 
CHICAGO, ILL. DALLAS, TEXAS 


401 S. Akard 


TORONTO, ONT. 
Woodall Cook Co. 


9 Wellington St. East 
H. T. Houston 


1532 Merchandise Mart 
Mr. Robert P. Pierce 


ENRIGHT — LeCARBOULEC, INC. 


160 FIFTH AVENUE NEW YORK 10, N. Y. 
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Rule 1—Misuse or TERM “WATERPROOF” 
It is an unfair trade practice to use the terms “water- 


proof” or “moisture proof” or any other word, expres- 
sion or representation of similar import as descriptive 
of a watch when the same is not in fact so constructed 
as to be impervious to water and immune to damage 
therefrom, through immersion or otherwise, during the 
anticipated life of such product. 

Nothing in the foregoing rule shall be deemed to pro- 
hibit use of the terms “water-resistant” or “water re- 
pellent” as descriptive of a watch so constructed as to 
meet and which, before leaving the manufacturer, assem- 
bler or importer, has undergone a test under water at 
fifteen (15) pounds atmospheric pressure without ad- 
mitting any water; provided that such description is not 
accompanied by any guarantee or further representation 
indicating or tending to indicate that such then existent 
water resistant condition is absolute or will continue for 
the life of the product. 


Rule 2—Misuse or TERM “SHOCKPROOF 
It is an unfair trade practice to use the term “shock- 


proof” or any other word, expression or representation 
of similar import as descriptive of a watch or watch 
movement when the same is not in fact so constructed as 
to be immune to all damage caused by shocks, jars or 
accidental jolts of any type or degree. 

Nothing in the foregoing rule shall be deemed to pro- 
hibit use of the terms “shock resistant,” ‘“‘shock pro- 
tected” or “shock absorbing” as descriptive of a watch 





or watch movement to which a mechanical device has 
been adapted which protects the two balance pivots 
against shocks or jars normally incurred in the usua| 
wear of a watch. 


Rule 3—Muisuse or Term “Non-Macnetic” 

It is an unfair trade practice to use the term “nop. 
magnetic” or any word, expression or representation of 
similar import as descriptive of a watch or watch move. 
ment unless the same cannot in fact become magnetized 
under any conditions. 

Nothing in the foregoing rule shall be deemed to pro- 
hibit use of the term “anti-magnetic” when the balance 
and hairspring are made of a metal which does not be- 
come magnetized in the course of normal use or ordinary 


wear of a watch. 
The End 


COURTESY COMES FIRST 
(From page 310) 


kinds of people, that all customers are invited guests 
as long as they are in the store. 

It takes years of time, effort and money to create 
good-will for a store, yet some discourteous and actually 
disloyal employee can quickly destroy the customer's 
desire to trade in that store. 

There are many reasons for the present epidemic of 
bad manners; improper home environment; a shortage 


of help that enables the undesirables to get jobs; im- 
(Please turn to page 352) 
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ROYAL CHINA 


Life-like animals sculpture molded in fine 
china provide a new theme in distinctive 
giftware. 

“PANTHER” and “MOTHER LOVE” 
are available as decorative figures or lamps 
... colorful, highly detailed. 

The lamps have studio-made, French lined 
shades and are mounted on handmade 
antique copper-finished bases. 


On display at R. & B. GELBARD 
1298 Mdse. Mart, Chicago, Ill. 


KATHERINE ZIPPER 
712 So. Olive St., Los Angeles, Calif. 


HAROLD ABRAHAMS 
Rm 11, 12, Mdse. Mart, Dallas, Texas 


4 Uday 


CREATORS AND MANUFACTURERS 


49 WEST 23rd STREET, NEW YORK CITY 
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Whirling sprightly on the 


Round, our Circus Trotter 
jewelled pole and saddle 
embellished with colorful 
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Cotton Filled Boxes 


DRASTICALLY REDUCED 
FOR QUICK SELLING 


to make room for new merchandise 






























Visit the 
TOLCHIN 
COMPANY 
BOOTH 
N.A.C.J. CONVENTION 
STEVENS HOTEL, Chicago 
July 29, 30, 31, August 1 







olchtre Company 
SGWHOLEsALE JEWELERS | 


5 North Wabash Avenue, Chicago 2, Illinois 
725 S. Spring Street, Los Angeles 14, Calif. 











By MADELINE LOVE 


W ITH the New York, Dallas and Boston gift shows 
over and done with, and most of the smaller gift 
shows a thing of the past, the industry is beginning to 
shake down to something like “normal.” Those quotation 
marks are deliberate, the word “normal” having taken on 
a very elastic meaning in recent years. Perhaps it might 
be more accurate just to say that the industry is settling 
down again to that familiar routine of, on the wholesal- 
er’s part, trying to get down to the bottom of a huge 
pile of orders; and on the retailer’s part, waiting for 
those orders to be filled. 

Factors not always within the control of the manufac- 
turer and wholesaler will affect the speed of those deliy- 
eries. The steel strike, for instance, has “repercussed” in 
fields which to the layman may seem to be entirely unre- 
lated to that huge industry, and there are certain lines 
of gift merchandise which will be short for some time to 
come because the steel manufacturer is getting as much 
as possible of his delayed production into more vitally 
needed items of manufacture. ; 


* + 


| the purpose of putting the name of Doulton di- 
rectly on the American market, the English manv- 
facturer of the ware, Doulton & Co., Ltd., has bought 
the business of the Wm. S. Pitcairn Corp., long-time im- 
porters of china and earthenware, and the name of this 
latter firm has been changed to Doulton & Co., Inc. Gil- 
bert S. Pitcairn, who was president of the Pitcairn con- 
cern, is now president of Doulton &*Co., and it is an- 
nounced that there will be no changes in the American 
distribution arrangements. 


* + 


ONDEVILLE & CO., INC., New York, has been 

named the American distributor for the line of fine 
English glass made by the John Walsh Walsh factory, 
and a collection of decorative pieces is to be seen now at 
the Fondeville showrooms. Stemware will be added later. 
Eugene L, Fondeville, head of the firm, is sailing April 
7 on the Queen Mary to spend six weeks visiting this 
factory as well as the various English china and earthen- 
ware plants represented by Fondeville. 


* & 


T HE wide variance in viewpoints concerning the re 
turn of European goods to this market, has been 
given emphasis by the statement of Joseph Jennen, chief 
of the Belgian Economic Mission here and commercial 
counsellor to the Belgian Embassy, that American 
dealers in china and glass may look for exports from 
Belgium within six months at lower prices than are now 
being asked. These high prices are only temporary, Mr. 
Jennen insists, and will come down as soon as an im- 
proved supply of labor and coal enables the factories to 
increase their production. 
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Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 
perl Fine English Earthenware 
(=aay| 

ENGLAND 


corrtancs Cuma English Bone China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 
Available from STOCK in New York 
Sole agents and wholesale distributors 
COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10,N. Y. 
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Handsome Deep Cut Crystal Photo Frame 
No. 18C. Corduroy easel-backed. 


Bee” BF" CE BN ok vo osc cenveneectlcseeen 12.50 
re Oe cea os anv dewnwsatous loos 14.50 
WN Sei aos ov le he eter eee 16.50 
No. 18M. Same all mirrored 

Wee Se 0 Ca Be ao sk dae vo kdee ac ececacn 15.00 
Wee I once elciks she Se eee dene 17.00 
eG Ee oe reek ents tac wee | 


Other frames ranging in price from 1.75 ea. up. Trays from 2.25 ea. up. 
Immediate Delivery Send for Catalog 


MIRRO NOVELTY CO. 


Pioneers, Originators and Manufacturers since 1925 
225 FIFTH AVE. - Room 933 - NEW YORK 10, N. Y. 


























ifts by Deawiels 


LARGE VARIETY OF GIFTWARES 


in 
GLASSWARE POTTERY EARTHENWARE 
METAL ALUMINUM wooD 


SNOWFALL PAPERWEIGHTS 
CALIFORNIA “WARE” and MEXICAN “OAXACA” POTTERY 
All Items Stocked in New York 


EXCELLENT 














GIFT 
ITEM 
for 
WEDDINGS 
and 
other 


jadnaaiee 








No. 35/2976—Exquisite natural color California Ceramic wont 
artistically executed, 234" x 10'/4" x 1034" 


Price $6.25 each $72.00 dozen 


M. B. DANIELS & COMPANY 


31-37 WEST 27TH STREET NEW YORK I, N. Y. 
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23 EAST 26TH STREET 
NEW YORK 10, N. Y 








Mr. Jennen’s views are not strictly in accordance with 
those expressed elsewhere in recent weeks, but the situa- 
tion is so complicated throughout the European conti- 
nent that such divergences are only to be expected. A 
certainty, however, is that Belgium is most eager to re- 
gain her old place in the American market. 


* %*+ 


EWSETTES: Miss Peggy Ryan, who has helped 

so many giftware buyers to find the merchandise 
they wanted at 225 Fifth Avenue, New York, has re- 
signed and left March 15 to take over new duties with a 
mid-Western firm; her job of running the Buyers’ Ser- 
vice has been taken over by Mrs. Ethel Macdonald, who 
has been assistant to Miss Ryan for some time. D. Stan- 
ley Corcoran, importer of Swedish glassware, is return- 
ing about April 1 from Sweden, where he has been visit- 
ing the Kosta, Alsterfors, Maleras, and other factories 
which he represents in this country. 


John J. Fleming, long a well-known figure in the china 
and glass trade magazine field, who recently returned 
from service in the Army Air Force, has joined the or- 
ganization of Theodore Haviland and Co., Inc., New 
York. Marvin Wolf, president of the American Art 
Products Co., Inc., of New York, has announced the 


combining of his sales force and showroom with those of 
the American Cut Crystal Corp., both lines to be exhih- 
ited at 42 E. 23rd Street. Milton L. Cohen, who was for- 
merly Pacific Coast representative for Pakula & Co., has 
joined the sales staff of China Overseas, New York, coy- 
ering territory in the South with the company’s line of 
costume jewelry. 

Elgin American, of Elgin, Ill., which recently opened 
a sales and display room in Toronto, Canada, had an ex. 
hibit of its compacts, cigarette cases and dresser sets 
at the Montreal and the Toronto gift shows held last 
month. David Fisk, eastern manager of the Gonder (e- 
ramics Arts, Inc., of Zanesville, Ohio, anounces the 
appointment of Leonard Stock and Julian Friedman to 
the Gonder sales staff; Mr. Stock, recently returned 
from Army service, will cover part of the East with 
Gonder as well as the Duncan and Miller Glass Co. 
lines, and Mr. Friedman will cover the New York metro- 
politan area. In China now is Louis Koedler, of the 
Little-Jones Co., Inc., who is investigating conditions ip . 
the various art centers there to determine the possibili- 
ties of getting back into that market. John Vassos has 
been elected chairman of the New York chapter, Ameri- 
can Institute of Designers, with Scott Wilson as vice- 
chairman; Miss Ann Franke, secretary, and Fritz Foord, 
treasurer. | 








aie Sparkle When Jak cal Glass , SY, .. 


The gleaming, quality Koch line of cut glass stemware distributed exclusively by the C. E. Stephenson Co. adds 
diamond-like brilliance to any display of fine wares. 
Genuine Heissie blanks, cut by the Edward J. Koch organization, the oldest glass cutting craftsmen in the United 
States, who lavish loving care on each piece as they have done for generations, will add lustre and quality to your 
establishment. Delivery is within thirty days. Price list and photographs will be furnished on request. 


C. E. STEPHENSON CO., INC. C. E. STEPHENSON CO., INC. ¢, £. STEPHENSON CO., INC. C. E. STEPHENSON CO., INC. 


Unit #2, Santa Fe-Byilding 520 West 7th Street 


Dallas 2, Texas Los. Angleles 14, California 


Room 811, Brockman Building 


637 Madison Avenue 
New York 


406 State Life Building 
Indianapolis 4, Indiana 
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WALT DISNEY 
PRODUCTIONS 


STERLING SILVER CHARACTER CHARAAS 


Factory Sales Division Sole Distributors of Walt Disney Character Charms 
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Record! 


It’s about eleven months now since Mickey Mouse and his 
troupe of Walt Disney Character Charms took their first 
bow. Coast to Coast the Charmers loved them—took them 
to their hearts—carried them proudly on their bracelets. 
IN THE PAST SIX MONTHS NEARLY A MILLION 
DOLLARS’ WORTH OF WALT DISNEY CHARACTER 
CHARMS WERE SOLD BY RETAIL JEWELERS. 


WarDisn eh 


—are sold through wholesalers only, Mr. Dealer! 


Profit by the tremendous popularity of these irresistible, 
better quality, sterling silver Charms. Display and sell these 
front rank favorites. Ask your wholesaler to show you all 
twenty-four (more on the way) of Walt Disney Character 
Charms. 


Cleo-Del 


OF HOLLYWOOD 


707 South Broadway 
LOS ANGELES 14, CALIF. 


DOOOODODVDDO OOOO OD VDLY 3N9NUHDNOO HGS OSSDOOOOD WO OOOOOOO DOO] Drone 


ORO OO ODD 


351 








COURTESY COMES FIRST 
(From page 346) 


proper school training; wrong vocation for the em- 
ployee; communistic tendencies; improper or no training 
by management; not sufficient incentive for employees; 
contamination of employees through bad example; un- 
fair union practices; to mention a few. 

Any person who desires to successfully serve the 
public in any capacity whatsoever should be able to 
truthfully answer “no” to most of the following ques- 
tions: 

—Do I dislike people? 

—Am I unduly critical of people’s actions? 

—Do I feel inferior to most people? 

—Do I continually find fault with others? 

—Am I over-sensitive to others’ attitude or tone of 

voice? 

—Do I continually feel someone is trying to insult 
me, browbeat me or make me feel small or cheap 
or inferior, mentally or physically? 

—Do I envy most people who are better looking or 
better dressed? 

—Does jealousy influence my judgment or manner? 

—Am I overbearing? 

—Do I think it clever or masterful to rudely beat 
someone to a seat, or to make someone step aside 
for me when I am on the wrong side of the side- 
walk? 





-—Am I disrespectful to older people? 

—Do I display anger when criticized? 

—Am I a poor listener, especially when the subject 

is one in which I am not particularly interested? 
(To successfully serve the public you must be an 
attentive listener. ) 

In relation to other necessary qualifications which the 
average inside retail sales person must possess, courtesy 
comes first in the writer’s opinion. For example: 

First. Courtesy and a real desire to be of service. 

Second. Thorough knowledge of the stock. 

Third. Personal appearance and hygiene. 

Fourth. Sales technique. 

The American public are in a positive frame of mind 
that as conditions return to normal they will demand 
that they and their dollars be respected and appreciated. 
I am sure that every good merchant appreciates this fact, 

To cure the obnoxious habit of discourtesy, indiffer- 
ence and related faults in those who serve the public is 
the real job for management to take on right now. The: 
public will soon be able to pick and choose where they 
will spend their money. If I were retail store manage- 
ment I would now be working hard to first instil cour- 
tesy in every one of my employees. Sales training 
would come second. For unless employees are in a 
receptive courteous modd, sales training will be wasted 
on clouded vision, closed ears, shrugged shoulders and 
wise looks. 


All republication rights in this article have been reserved by the author. 
It may not be reprinted in whole or in part without his permission. 





Western Buekle Sets—wMmavce in CALIFORNIA 





STERLING SILVER AND GOLD OVERLAY — HAND 
ENGRAVED, $3.00 to $12.50 per set of Buckle, Tip and 
Keeper. Write for prices and illustrated folder. 
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An Achievement in 
MODERN 


mult! 
THAMES of 


Incomparable 























PROFITABLE, TOO! 
Richest, most appealing Photo 
Frames yet designed... selling 


faster than any... Coast to Coast 
RICH SILVER OR GOLD SATIN FINISH 
INDIVIDUALLY WRAPPED AND BOXED 


to Ketail at $3 


ae 
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Actual Photograph 
Slightly Reduced 


3% 10 DAYS — NET 3060 


WEBER. 


643 South Olive Street 
LOS ANGELES 14, CALIF. 



























































































Original designs 
styled in true 
Western fashion, 
combining beauty 
and practicability. 


Hand-tooled watch 
band, Sterling silver 
buckle and tip hand 
engraved... $36.00 
per dozen. Gold 
inlay and solid gold 
available. 


Hand-tooled belts. 
Sterling silver 
hand-engraved 
buckle set... 

$60.00 per dozen. 
Sizes 28 to 42. 
Gold inlay and 

solid gold available. 


Hand-tooled and 
engraved genuine 
California calf, 
double stitched 
wallets. Secret fold. 
Boxed ... $72.00 
per dozen. 






California’s newest silver 


plate baby cups and spoons 


that are outstanding in quality. 


Baby’s spoons curved ...... .- $10.20 doz. boxed 
Vouthepoons wt tt tt $10.20 doz. boxed 
il a ae ea $19.20 doz. boxed 


ALTMAN-BLUE 


OL ATE Jewelers 
315 West 5th Street, Los Angeles 13, Calif. 








HANDBAGS GOOD SIDELINE IN A TOURIST city 
by P. R. RUSSELL 





When the writer recently visited the store of Leon 
L. Haliczer, Jeweler, 360 Central Avenue, St. Peters. 
burg, F la., the fact thab the entire display space of one 
side of the store was filled with ladies’ handbags ar. 
rested immediate attention. The rest of the store’s sales 
space was devoted to the usual lines of jewelry. 

We wanted facts about his handbag sales, especially 
in relation to the sales of regular jewelry items, and Mr. 
Haliczer, who opened in a remodeled building at this 
location in October, 1944, after being in the jewelry 
business in St. Petersburg since 1921, gave the answers, 
He had known that hand bags sell well in a tourist city 
(St. Petersburg has about 250,000 tourists annually) 
while operating a gift store and a jewelry store in ad- 
joining spaces at another location at 8th and Central, 

“Bags sell well with diamonds, watches, rings, cos- 
tume jewelry, anything. If they ask for jewelry items 
first, I try to make the sale and then call attention to 
my hand bags.’’ And Mr. Haliczer stated that bag prices 
ranged from $2.95 to $100.00 and he was quick to add 
that he sold many more of the higher priced bags. The 
store does about $35,000 worth of business annually 
and, according to the owner, bag sales amount to at 
least 15 per cent of the total. He has tried many other 
lines in a gift store and decided upon bags as the most 
profitable. Associated with Mr. Haliczer is his wife and 
Miss Celic Rubin. Naturally the women are best at 


‘selling the hand bags and spend the necessary time in 


thoroughly learning their stock of goods. In consider- 
ing the annual sales volume, the fact should be consid- 
ered that the tourist season in St. Petersburg is only 
four months long (November to March) and for the 
remaining 8 months it is a city of only about 86,000 
inhabitants. Mr. Haliczer believes that he gets his share 
of the business of the local citizens in jewelry lines, but 
it is the tourists who buy the hand bags. 





AN UNUSUAL SERVICE EMBLEM 

















Commemorating his son's service with the U. S. Army Air Force, 
S. M. Steinhardt, New York importer and diamond cutter has pro- 
duced a unique lapel pin: a diamond-studded gold eagle's head 
to which is attached an aeroplane cut from a single diamond. 

The lapel pin (enlarged in the accompanying photograph to show 
detail) is approximately the size of the official discharge emblem. 
Detail of the diamond cut in the aeroplane shape indicated by 

arrow is shown in the attached drawing above. 
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ANRJA Mid-Year Conference Hears 


Representatives of Entire Trade 





Record Crowd Expected 
At National Jewelry Fair 
To Be Held in Chicago 


The National Jewelry Fair of the an- 
nual convention of the National Asso- 
ciation of Credit Jewelers, to be held 
at The Stevens, Chicago, July 29, 30, 
31 and August 1, 1946, will surpass any 
previous jewelry-trade show and_ will 
be the largest event of its kind ever held 
in the jewelry industry, according to 
George Gayou, show manager. The re- 
sponse to the invitation extended to 
the industry to exhibit at the National 
Jewelry Fair has overwhelmed the plans 
made by the convention and show com- 
mittees to accomodate firms wishing to 
display their new lines and contact the 
trade. 

All of the 164 booths located in the 
Exhibition Hall of The Stevens were 
literally snapped up. With an unpre- 
cedented demand from leading manu- 
facturers, wholesalers, and allied jewelry 
firms for display space, the show com- 
mittee negotiated with The Stevens for 
increased facilities. As a result, it an- 
nounced “Upper Fifth,” a floor of well 
located sample rooms with excellent 
elevator service between exhibition hall 
and the fifth floor. “Upper Fifth” filled 
the requirements of forty important 
firms, all leaders in the trade. 

With the National Jewelry Fair some 
months away, and an increasing num- 
ber of firms expressing an interest in 
exhibiting at this trade show, the Con- 
vention and Show Committees have un- 
der consideration a plan for additional 
exhibition space for firms that have not 
yet obtained reservations. 

Indications point to a record-breaking 
attendance of retail jewelers. The Na- 
tional Jewelry Fair will give them an 
opportunity to check, compare, and in- 
spect many new lines of goods, and the 
completeness of the exhibition will save 
them the time that otherwise would be 
used in searching the jewelry markets 
for merchandise. 

Chicago is prepared to provide ade- 
quate hotel accommodations. Numerous 
good hotels will provide sleeping rooms 
for visiting jewelers, as well as for the 
staffs of the large number of exhibitors. 
Clarence Olsen, chairman of the con- 
vention committee, says: 

“If you plan to attend the National 
Jewelry Fair of the annual convention 
of the National Association of Credit 

(Please turn to page 368) 
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Swiss Watch Situation, Silver Question, Place of the 
Wholesaler Among Topics Discussed by Leaders in All 
Branches of the Jewelry and Allied Industries 


With approximately 150 in at- 
tendance President C. I. 
Josephson, Jr., called the mid-year 
conferenct of the American National 
Retail Jewelers Association to order 
at the DeSoto Hotel in St. Louis on 
Sunday March 10, the most success- 
ful mid-year meeting ever held by 
the association got under way. At 
subsequent sessions the attendance 
increased until more than 250 were 


when 


present on Tuesday afternoon when 
W. Waters Schwab, New York, 
chairman of the Jewelry Industry 
Publicity Board and Hugh E. Har- 
ley, executive director, presented the 
facts developed in recent trade and 
consumer and_ explained 
what the industry plans to do about 
the situation brought out by the 
surveys. 


surveys 


CLIFFORD |. JOSEPHSON 


welcomes guests 





One well known wholesale house of St. 
Louis announced its pledge of $3,000 
annually, a jeweler from Arkansas, in 
the lowest sales range, who had previous- 
ly filed a vledge for the amount speci- 
fied for that range, doubled his pledge 
when he had heard the full story. The 
response at this meeting was very en- 
couraging and raised the hopes of those 
striving for the success of the moment. 

A hearty welcome On behalf of Mis- 
souri ‘ewelers was extended by Harry L. 
Carter, Kansas City, president of the 





Retail Jewelers Association of Missouri 
with a response by Myron Everts, Dal- 
las, Texas, treasurer of ANRJA. Brief 
statements were made about conditions 


T. ALBERT POTTER 


“a fair chance” 





In their respective regions by regional 
vice presidents and G. Irving Baily, 
Washington representative of ANRJA, 
gave a very interesting talk after replac- 
ing the period with a question mark 
after his subject “What Goes On In 
Washington.” (Excerpts from his talk 
are on page 366.) Henry Rank, Rank & 
Motterdam, Milwaukee, explained results 
and methods used by the jewelers of 
Wisconsin during their past eight years 
of successful cooperative advertising: in 
that state and urged jewelers of other 
states to take similar action in addition 
in supporting the national publicity 
movement. 


At the Sunday evening session Charles 
M. Isaac, manager of the Retail. Dis- 
tribution Department, U. S. Chamber cf 
Commerce, discussed conditions arising 
in the field of distribution and the part 
returning veterans will play in that field. 
He explained that with the experience 
of war production the same number of 
workers will now produce more mer- 
chandise and: more men will be required 
in distribution to maintain this produc- 
tion. He urged each individual employer 
to do his part by training and employ- 
ing veterans in the distribution field and 
pointed out that 58 per cent of returning 
veterans have expressed a preference for 
retail business. 


(Please turn to page 389) 


359 








Division of Industrials 
From Gem Stones Creates 
Activity in Stock Trades 


Lonpon—Stock Exchange activ- 
ity in the leading diamond shares is 
a direct result of the diamond indus- 
try’s revised price policy which 
divorces industrial from gem stone 
price levels and leaves the Diamond 
Trading Company to confine itself 
solely to the marketing of gem 
stones. A new concern—Industrial 
. Distributors (1946) Ltd.—has now 
been set up to handle all industrial 
stones whose prices no longer will 
be related to the basic values ruling 
for gem stones, but will rest on the 
commercial value of the different 
qualities, thus insuring their success- 
ful competition with any possible 


substitute. 

Demand at the next sights of gem 
stones will, in all probability, be far in 
excess of supplies available. An increase 
in 1945 price levels has been decided on. 
So far as the market here is concerned 
it is very bare of loose diamonds of all 
sizes. According to Backes & Strauss 
of Kimberley House, small parcels may 
be seen from time to time mostly in 
sizes from half carat up to three carat 
stones, and the prices ruling in anything 
approaching a good color are higher 
than a few weeks ago. A certain amount 
of second-hand goods has also been on 
offer both on the market and in the 
salesroom and competition is so keen 
that prices ruling in these articles even 
surpass those of loose goods. 


PRICE RISE SEEN 


The large number of buyers on the 
Antwerp market both from America 
and other parts of the world have had 
the effect of almost denuding that mar- 
ket of all good color sizes, melees, and 
eight facets, and no sooner do manufac- 
turers complete a new series than they 
are immediately snapped up. 

Judging by the prices that have heen 
paid for rough during recent sights, it 
can only be concluded that all new 
goods that are finished in Antwerp and 
Amsterdam from now on, and also all 
other world cutting centers, will again 
show a substantial price raise and a 
continued scarcity in practically all sizes. 


GREAT PLATINUM DEMAND 


At a recent Christie’s sale gems to- 
taling $150,000 were quickly disposed of. 
Robert Eyles, a recognized authority on 
diamonds, estimates that these gems, 
had they been offered in 1940, wouid 
have realized around $50,000 or less. 
Generally, good stones have trebled in 
value in five years. An octagonal-cut 
diamond, mounted as a ring, was one 
of the offerings. F. H. Harris acquired 
it for close on $10,000. A circular-cut 
diamond ring realized $8,500. 
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London Diamond Price Increase Set 


~ 












An advance in the controlled price 
of platinum is indicated here. The de~ 
mand for this precious metal through- 
out the world is enormous. For more 
than five years the U. K. price has been 
stabilized around $40 an ounce, ‘ut 
abroad there have been deals this year 
at nearly $65. World production of the 
platinum group of metals was 460,050 
ounces in 1938—the last year for which 
statistics were available. Nearly half of 
this production came from the Inter- 
national Nickel Company of Canada. 
Apart from purely jewelry demand there 
is likely to be a call for precious metals 
on a permanently higher basis than pre- 
war for industrial purposes generally. 


WEST AFRICA MINES OPEN 


West African gold mining companics, 
it is learned here, were allowed to re- 
open closed mines the beginning of 
March. All but seven were closed down 
under the Gold Coast concentration 
scheme in February, 1943. They were 
maintained in .working condition by 
means of a levy on the mines in pro- 
duction, this ranging from 1% to 6 
per cent on capital. They can go into 
production right away, oil and stores 
being in sufficient supply. 

Radio time signals will be controlled 
by 18 quartz crystal clocks, accurate 
to a thousandth of a second per day, 
which have been constructed at the Post 
Office Research Station at Dolles Hill 
for the Royal Observatory, Greenwich. 
By means of thin slices of quartz crystal in 
conjunction with a valve amplifier this 
accuracy is assured. Transferred to the 


$$$ 


amplifier as oscillations, vibrations of 
the crystal are converted into time units, 


REPAIR MEN OVERBURDENED 


Retail jewelers in Britain continue to 
struggle with the huge volume of watch 
clock and jewelry repair work. Cus. 
tomers wanting precious stones reget 
have to go on a waiting list for around 
three months. People with all kinds of 
repair needs are told to return with 
watch, clock or jewelry in a month when 
they will be eligible to go on a wait- 
ing list. West London establishments 
advertise for watch repairers used to 
staff and cylinder work; easy hours and 
good working conditions; wages $259 
a month. And they say they are not 
overwhelmed with applicants. 

Jewelry establishments are noting a 
demand for magnifying glasses, sun 
glasses and similar lines that are diffi- 
cult to get. The optical industry,. in- 
cidentally, reports a prodigious demand 
for spectacles. The British Optical As- 
sociation estimates that there are at 
least five million more persons in Britain 
wearing spectacles than before the war. 
Customers needing new glasses with 
simple type of lens have to go on a six 
weeks’ repair waiting list, but for special 
lenses the waiting period is nearer four 
months. 

The Sheffield cutlery industry has ac- 
cepted a Board of Trade “working 
party” scheme similar to that mapped 
out for the ceramic industry of Stafford- 
shire. The aim, primarily, is to ginger 
up exports. 








Report That Talks With 
Swiss Are Reaching 
Swift Conclusion 


The Swiss watch situation, which has 
been simmering for five months with- 
out coming to a boil, may do so within 
the next few weeks if reports from a 
usually authoritative source are to be 
believed. 

An_ off-the-record statement by a 
Washington official revealed that the 
State Department “expects the Swiss to 
agree to some sort of limitation on Swiss 
watch imports.” On the face of it, this 
is a rather noncommittal statement, but 
it does indicate that the State Depart- 
ment’s note to Switzerland last Decem- 
ber asking for a one-year quota on 
Swiss watch imports to help reestablish 
the American industry has not been com- 
pletely lost in the shuffle. 

The official would not say whether the 
quota would be the 3,000 asked for in 
the December note, whether it would be 
lower as the domestic watch companies 
would like, or whether it would be 
higher as the importers would prefer. 

Late February reports that the Swiss 
and State Department representatives 
were reaching an agreement turned out 
to be premature when negotiations broke 


‘ down completely and had to be started 


from scratch. 

Meanwhile, in speeches before the 
ANRJA mid-year conference, T. Al- 
bert Potter, president of the Elgin Na- 
tional Watch Company, and S. Ralph 





Lazrus of the Benrus Watch Company, 
and president of the American Watch 
Assemblers Association defended the 
stands of their respective groups. Mr. 
Potter asked for “a fair chance” for 
the domestic watch industry to get back 
on its feet after making a splendid war 
record. Mr. Lazrus pointed out that 
most of the money going into Swiss 
watch purchases stayed right here in 
the United States, so that accusations 
that importations nourish a foreign 
country at our expense are unfounded. 


Quebec School of Watchmaking 
Now Has Full Curriculum for Vets, 
Gift of L. |. Bulova School 


The Quebec School of Watchmaking, 
now has an extensive curriculum, a gift 
from the Bulova School of Watch- 
making, Woodside, Long Island. The 
course was accepted this week on 
behalf of the province by Jean Bruchesi, 
deputy provincial secretary, and L, D. 
Germain, K.C., director general of the 
province’s Arts and Trade Schools of 
which the watchmaking school is a divi- 
sion. The presentation was made by 
Stanley Simon, trustee of the Bulova 
School, following a luncheon held in the 
Mount Royal Hotel. 

The curriculum donated by the Bulova 


* school consists of simple but complete 


technical courses, and explanatory col- 
ored sound motion pictures which are 
an integral part of the course, primarily 
intended to help permanently disabled 
veterans. 


THE JEWELERS’ CIRCULAR-KEYSTONE 











Senate Considers Silver Bills As 


McCarren Now Wants 
$1.03 as Price for 
Treasury-held Silver 


While Congress considered three 
different bills regarding the silver 
situation, the jewelry and silverware 
industry continued this month to live 
on its inventories. Latest effort to 
get silver out into the open market is 
a rider to the Treasury-Post Office 
Appropriation Bill (HR 5452) 
which would permit the Treasury 
Department to sell its surplus silver 
at 71.11 cents per ounce, extending 


the current law for two years. 

Also in the offing is a new bill by 
Senator Pat McCarren of Nevada—and 
the silver states bloc—which would peg 
Treasury silver at $1.03. And there is 
still a slim possibility that the Senate 
may do something about the Green Bill 
which was introduced last November and 
which would do virtually the same thing 
as the rider to the Treasury-Post Office 
Bill. 


CRITICAL STAGE SEEN 


If none of these bills are passed before 
July the only possible price, according 
to law, for Treasury silver, will be $1.29. 
Edward O. Otis, Jr., executive secretary 
of the New England Jewelers and Silver- 
smiths Association, recently warned that 
inventories are rapidly being used up 
and that conditions are reaching a “very 
critical stage . . it is only a matter 
of weeks before a serious situation de- 
velops.” 

Jewelry makers, it must be remem- 
bered, have been unable to buy silver 
from the U. S. Treasury since December 
31 when the wartime act permitting 
such purchase for industrial use of 71.11 
cents an ounce expired. The situation 
is spotty, Mr. Otis explained, some firms 
having fairly ample silver inventories 
while others have a very short supply. 
Adding to this up-and-down situation 
is the fact that some concerns can go 
back to using brass instead of silver 
as a base in their products. On the 
other hand, there are other firms which 
will face definite and substantial cur- 
tailment in production schedules unless 
silver is soon forthcoming. 


POST OFFICE RIDER 


Should the Post Office-Treasury Bill 
rider or the Green Bill pass, there is 
still another danger confronting the in- 
dustry. The silver bloc is trying to get 
the balance of “free” silver in the 
Treasury monetized, thus completely 
nullifying these other bills. If all Treas- 
ury silver is used as money backing, it 
will make no difference whether the 
price is put at 71.11 cents or 1.29 cents 
since there would be none left for in- 
dustry. 

The American National Retail Jewel- 
ers Association this month again urged 
its membership to write or wire Senators 
urging support of the Post Office-Treas- 
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Stocks Dwindle 











ury Bill rider and/or the Green Bill. 
Hundreds of communications have al- 
ready been set by retail jewelers, man- 
ufacturers and metal refiners, according 
to ANRJA. 

In a report addressed to senators, 
ANRJA pointed out that the Green bill 
“is favored by the Treasury, by the 
Office of Price Administration, by the 
Civilian Production Administration and 
has already passed the House in a Dill 
introduced by Congressman Joseph W. 
Martin, Jr.” Figures were given to show 
that the estimated demand for silver 
in 1946 is approximately one hundred 
twenty-five million ounces while the 
available supply, including imports and 
domestic supplies comes to a total of 
eighty million ounces. 


NOT A FREE MARKET 


This unequal status of supply and de- 
mand would naturally push up the price 
of silver to levels beyond the 71.11 cents 
figure, said the report, adding that “the 
silver-using industries stand ready to 
get along at whatever price to which 
silver advances if there were in fact a 
free market.” 

It was pointed out that when market 
conditions were reversed from their pres- 
ent situation, under legislation allowing 
the Presidential fixing of prices, domes- 
tically produced silver went to the 
Treasury at artificially high prices and 
also kept foreign silver at an artificially 
high level. Accusing the silver interests 
of “wanting protection from the normal 
workings of the law of supply and de- 
mand when that law was running against 
them,” ANRJA declared that “they now 
want all the advantages under this eco- 
nomic law when the law is running in 
their favor.” 





LOOK FAMILIAR... ? 





Can you identify this ring? It was 
worn by one of two bandits implicated 
in a $14,700 hold-up. Here’s the story: 

On February 24, 1946, about 7:23 p. m. 
William Farrar, 87, retired, walked into 
his home at 3135 W. Monroe Street, 
leaving the front door open behind him 
to take advantage of a street light di- 
rectly in front of his home. While he 
was lighting a hall light, two men en- 
tered and overpowered him, forcing him 
to the floor and taking $14,700 in cur- 
rency which Mr. Farrar was carrying in 
his right hand trouser pocket. During the 
scuffle, the one man who is described as 
being tall, about 55 years old, and weigh- 
ing 250 to 260 pounds, is supposed to 
have dropped this ring. 

The diamond in the ring is imperfect, 
weighs approximately 42 carat. The dia- 
mond shaped blue sapphire weighs ap- 
proximately % carat. Mounting is 14 K 
yellow gold. 

If you can identify this ring, that is, 
if you have any information as to whom 
it was sold, communicate with Mr. Ar- 
thur L. Olsen, Olsen & Ebann, 209 S. 
State Street, Chicago 4, Illinois. 





Possible 25 Per Cent Increase in Hollow Ware Price 
Seen as Result of Canada's Latest Ceiling Ease Order 


Silver-plated hollow-ware—tea sets, 
flower baskets, butter dishes and sundry 
other wedding gift candidates—is the 
classification likely to show the most 
significant price rise as a result of the 
latest Wartime Prices and Trade Board 
ceiling-easing order in Canada. 

Manufacturers, wholesalers and _ re- 
tailers of most of the other 300-odd 
items included see little effect on the 
consumer. They say they do not wish 
to boost prices unless forced to do so, 
by greatly increased costs in the mate- 
rial and labor. 

Silverware manufacturers tell inquir- 
ers that not only was the price of silver 
doubled to them by the first WPTB 
ceiling suspension early in February, 
but other costs have also been climbing. 
This is likely to force an increase of 
possibly 25 per cent in retail price. 

It is understood that silver plated, 
flatware, still under price control, is now 
being reviewed by the WPTB. The 
silverware manufacturer’s dilemma is 
further increased by difficulties in ob- 
taining sufficient silver, even at the 
7844-cent price. Some feel that the price 
of silver may go even higher. 

Other specific examples of price boosts 
resulting from the latest WPTB move 
occur in imported musical instruments 





and jewelry items from Europe and the 
United States, parts and accessories for 
specialty items. Among these items in- 
clude jewel-set watches selling above 
$100. Current 25 per cent increase in 
cost of small diamonds will probably 
result in 10 to 15 per cent increase in 
price of jewel-set watches. 





Watchmakers’ Licensing Bill Is 
Introduced in New Jersey Senate; 
Backed by Both Associations 


With the support of both the state 
watchmakers’ association and_ retail 


* jewelers’ association, a new bill calling 


for watchmaker licensing is now under 
consideration by the New Jersey state 
legislature. The bill, S-160, was intro- 
duced in the upper house at Trenton by 
Senator Harold A. Pierson. 

Conceded to have a good chance for 
passage, the bill is substantially the same 
as the Watchmaker Licensing laws now 
in existence in Indiana, Iowa, Minne- 
sota, Oklahoma, Oregon and Wisconsin. 
Both L. J. Rad, president of the New 
Jersey RJA and Hans Decker, presi- 
dent of the New Jersey Watchmakers’ 
Association voiced opinions in favor. 
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Sale of U. S. Product 
At Low Prices May Cut 
Into Potential Demand 

GI purchases of Army-issued 


watches overseas, authorized on Oc- 
tober 9, 1945, will undoubtedly cut 
down the demand for watches from 
returning servicemen. - 
Originally, Army Ordnance was op- 
posed to the sale of watches to enlisted 
personnel and officers because of the 
shortage of watches, but was apparently 


overruled by Army Service Forces. How- 
ever, the authorization is extended to 











GI's Overseas May Now Buy Army-Issue Watches 


overseas personnel only. Soldiers in the 
United States may not buy Army-issue 
watches. In addition, they may only 
be purchased by the men to whom they 
are originally issued. 

Prices ranging from $14 to $16—the 
highest price is for railroad grade 
watches. The watches range from 7 to 
17 jewels and they were all manufac- 
tured by either Hamilton, Elgin, Wal- 
tham or Bulova. 

It is difficult to estimate how many 
watches have been sold in this manner, 
put it is safe to assume that every GI 
who had the opportunity would pur- 
chase his watch, because of the low 
price and high quality of the product. 

Army officials say that at least 80 per 





Seeland “direct-second” 
movementsare recently 
off the drawing board. 
They bring a new idea 
in horological engi- 


neering. 


The “second” arrangement is an integral 


part of the movement— not just a leaf 


spring. Thus, permanency and abso- 


lute dependability are assured. 





KEEP AHEAD WITH SEELAND WATCHES. KEEP YOUR CUSTOMERS SATISFIED. 
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cent of all watches issued to OVerseases 
personnel will probably be sold. Over. 
seas shipments total 608,677 watches op 
about 60 per cent of total procurement, 
broken down as follows: 


Wrist watches (7, 9, 15, 16 and 


17 jewels) 554 
Stop watches aan 
Pocket watches (7, 15 and 17 

jewels) 28 
Pocket watches, railroad grade te 

Total 608,677 


Total procurement of watches for 
issue purposes by the Army from July 
1, 1940 to V-J Day follows: 


Wrist watches (7, 9, 15, 16 and 
17 jewels) 

Stop watches 

Pocket watches (7, 15 and 17 
jewels ) 46,578 

Pocket watches, railroad grade 18,938 


—-—_—._ 


1,104,543 


983,627 
55,400 


Total 





Oklahoma Watchmaker Licensing 
Board Approves More than 750 
Applications Including 12 Women 


About 750 applications have been ap- 
proved by the Oklahoma Watchmakers 
Board, created under an act of the last 
legislature, according to Carl D. Hurst, 
Secretary-Treasurer of the Board. The 
Board is now accepting applications for 
apprentices which are also subject to the 
law, which carries a penalty for violation 
of a fine ranging from $20 to $100 and 
possible penitentiary offense. 


According te law four years appren- 
ticeship is required but at a recent board 
meeting it was agreed to give two years 
credit for one year of schooling in an 
accredited watchmaker school for ap- 
prenticeship. Therefore, two years of 
school would serve four years of appren- 
ticeship, or one year’s schooling equals 
two years of apprenticeship. 


Several unusual facts were brought to 
light in the applications: Mr. W. Bar- 
don, of Carmen, Oklahoma, aged 84 
years, is the oldest man to have made 
application for certificate. Two men 
have died since applying for their li- 
censes, They were Hugh Baker, Okla- 
homa City, who operated his own 
jewelry store; and J. D. Holland of 
Woodward, who was killed in a plane 
crash this month, also owning his own 
store. Four applicants were rejected 
because they were less than nineteen 
years of age. Even though they quali- 
fied otherwise, the attorney general held 
that they could not be accepted on ac- 
count of their age. 


Before the war there were only three 
or four women watchmakers in Okla- 
homa but twelve women registered for 
licenses and several more have applied 
for apprentice licenses. 


Secretary Hurst and his office force 
have been most cooperative in making 
it easy for watchmakers to obtain li- 
censes. Mr. Hurst said, “Most of the 
jewelers in the State have made appli- 
cation and we are meeting with very 
enthusiastic reception of the law. Not 
over twenty persons in the entire State 
have disagreed about anything.” 
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Detroit Firm Suspended 
For Sixty Days for 
Violation of Reg. W 


A reminder that Regulation W has 
teeth in it came last month to one 
Detroit jeweler when its license was 
suspended for 60 days from February 24, 

The concern now under suspension for 
60 days is the Motor Credit Jewelry 
Company, Inc., of Van Dyke, a suburb 
of Detroit. The suspension was ordered 
by the Board of Governors of the Fed- 
eral Reserve System after the taking of 
evidence in Detroit and an oral agree- 
ment before the board in Washington. 
Under the order the company will be 
prohibited from making credit sales dur- 
ing the period of suspension which ends 
April 24. A decree has also been issued 
enjoining the company from further vio- 
lations of the regulation. 

The company was charged with “nu- 
merous and repeated violations of the 
regulation, including failure to obtain 
down payments required by the regula- 
tion and the falsification of the com- 
pany’s records for the purpose of con- 
cealing the failure to obtain the required 
down payments.” 

According to the charges, customers 
were allowed to take goods from the 
store without making the required down 
payments and records of these sales were 
marked “lay away,” showing delivery of 
goods on a subsequent date when pur- 
chaser’s payments equaled or exceeded 
the required down payments. Federal 
reserve agents made customer contacts 
to obtain the evidence. 





Air Express Goes 














Rates slashed 22%—now more than ever, 
a money-making “tool” for every business 


No matter where you do business, even in 
the smallest town, the speed of Air Express 
is at your service — between thousands of | 
U. S. communities and scores of foreign 
countries, 

Yes, when “getting something fast” 
means better serving a customer or clinch- 
ing a deal, keeping a factory open and men 
at work — Air Express more than pays its 
way. It’s a money-maker. 
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The "Symphony" ring, manufactured by 
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At the annual meeting of the Fra- 


ternal Association of Chicago Jewelers 

held at 10 S. Wabash Ave., on March 

2 the following officers were elected: Sy Le 
president, Ray Rust; vice president, 


Henry Vidt, F. H. Noble & Co.; secre- 
GETS THERE FIRST 


tary-treasurer, John G. Leiner, Benj. 

Allen & Co. Directors elected to serve 

two years are V. J. Newman, Jewelers 

Board of ‘Trade, and R. B. Dehnert, Write Today for new Time and Rate Schedule 
on Air Express. It contains illuminating facts 
to help you solve many a shipping problem. 
Air Express Division, Railway Express Agency, 


Stein & Ellbogen Co. Arthur Ober- 
lander and George Fleming are directors 

230 Park Avenue, New York 17, N.Y. Or ask 
for it at any Airline or Railway Express office. 


for one year. John G. Leiner, who has 
made the anual report of the secretary- 

Phone AIR EXPRESS DIVISION, RAILWAY EXPRESS AGENCY 
Representing the AIRLINES of the United States 















treasurer each year since the Associa- 
tion was organized, reported a cash bal- 
ance of $1,436.92 and $12,500 in bonds. | 
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New Bill Probably Will 
Pass Congress This Year 
With 55 Cent Minimum 


Large numbers of retail and 
service establishments will come 
under the coverage of the wage-hour 
law and all its provisions if current 
Congressional actions are taken at 
face value. A bill combining ex- 
panded coverage and a higher wage 
minimum is expected to be passed 
by Congress within the next year. 


Many Retailers To Come Under New Wage-Hour Law 





eines, 








In addition, Supreme Court decisions 
have been steadily broadening the cover- 
age of the wage-hour law. Already, cer- 
tain classes of retailers, hitherto regarded 
as exempt, have been placed under the 
provisions of the law and employers 
have found themselves confronted with 
suits for retroactive payments, liquidat- 
ing damages, and attorney fees. 


LIKELY TO PASS 


S. 1849 is the type of bill that will 
likely receive Congressional approval. 
This bill would raise the statutory mini- 
mum wage from 40c. per hour to 65c. 
per hour immediately; to 70c. per hour 
two years after enactment; and to 75c. 





This Car-Vel Advertisement is now 


appearing in National Consumer Magazines 


to help you sell Charlie McCarthy Charms! 


Presenting a 
charm of himself 
to darling singer 
and movie starlet 
Anita Gordon, 
Charlie says,""Now, 
I'm yours forever. 


Asa Sterling Silver or Solid Gold 
charm, Charlie is as incorrigible and 
irresistible as ever. His head moves 


... and he’s complete to top hat, 


tails, monocle and red boutonniere. 


Watch for Charlie now at 


better jewelers and 


department stores everywhere. 


ured @ndet license of 


Cai= 


Ve | Jewelry Co. 


Los Angeles 15, Caliturnia 


Sold through jobbers only. 
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per hour four years after enactment, 
While the increase may not be as great 
when the legislation is finally dispensed 
with, due to the opposition of Southern 
legislators, Congressional sources say that 
the new minimum will be at least 55¢, 

The limitation of time for employee 
suits was reduced in the bill from five 
years to two years with an added provi- 
sion that accrued claims could be brought 
at any time within two years. 

The section of the bill which proposes 
expansions in coverage would bring un- 
der the Act activities affecting com- 
merce. Activities affecting commerce are 
defined to mean “any activity in com- 
merce or necessary to commence or 
competing with any activity in commerce 
or where the payment of wages at rates 
below those prescribed by this Act... 
would burden or obstruct or tend to 
burden or obstruct commerce or the 
free flow of commerce.” 

This definition would seem to cover 
practically all business activities, unless 
they are specifically exempted in the 
Act. 


EXEMPT LARGER STORES 


The retail and service establishment 
exemption is modified by the specification 
that it is inapplicable to employees »f 
an employer having more than four 
establishinents and whose annual volume 
of business ~+°eeds $500,000. 

But this exemption must be considered 
in the light of Supreme Court decisions 
which have given the most liberal con- 
struction possible to the wage-hour law. 

The amendment purports to exempt 
employees of service or retail establish- 
mnts employed “by an employer having 
not more than four such establishments 
and with a total annual volume of sales 
or servicing of not more than $500,000.” 
It would appear that the conclusion is 
warranted that each retailer whose ac- 
tivities “affect commerce” must meet 
both of the conditions specified in order 
to qualify for the exemption. 

Many individual retail and _ service 
establishments do more than $500,000 
worth of business annually. Under the 
proposed amendment, such _ establish- 
ments would appear not to be exempted 
from the Act since one condition of the 
proposed exemption would not be met. 

It would seem, therefore, that the pro- 
posed exemption is designed to exclude 
from the coverag of the Act only those 
retail or service establishments having 
an annual volume of business not exceed- 
ing $500,000 annually, and small chain 
store type business with not more than 
four outlets and with aggregate annual 
business not exceeding $500,000. 








What's New... ? 


If you’ve moved your store to a new loca- 
tion, opened a branch store, remodeled and 
installed new fixtures, celebrated your golden 
anniversary in the jewelry business—or re- 
turned from the Army—we'd like to hear 
about it. 

JEWELERS’ CiRCULAR-KEYSTONE wants news 
from you and about you—it’s your maga- 
zine! So if you have some news about your- 
self and your business, send it to: JEWELERS’ 
Circucar-Keystone, 100 E. 42nd St., New 
York £7, N. ¥. 
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Nearly 200 Firms Already Slated For 
Displays at National Jewelry Fair 


The following firms have made 
reservations for display space at the 
National Jewelry Fair to be held at 
the Stevens Hotel in Chicago July 29 
to August 1. (Full story of the NACJ- 
sponsored show is on page 359). 

Aisenstein, Louis, & Bros., Inc.; 
American Jewelry Distributors; Ameri- 
can Time Products, Inc.; Arnstein Bros. 
& Co.; Ascherman, Chas. & Co.; Axel 
Brothers, Inc. 

Bass, Luckoff & Wayburn; Becken, 
A. C., & Co.; Bell Lamp Mfg. Co.; Ben- 
rus Watch Co.; Bensen, David, Co.; 
Bieler-Levine; Braude, Emil, & Sons; 
Bron-Shoe Co.; Bruner-Ritter, Inc.; 
Buckeye Aluminum Co.; Bulova Watch 
Co., Inc.; Busch, S. J., Inc. 

Cain, Ed. & Co.; Caplen Jewelry Dis- 
play; Chicago Watch & Jewelry Co.; 
China Overseas; Cohen, A., & Sons Corp.; 
Columbia Diamond Ring Line; Con- 
tinental Silver Co. Inc.; Crawford 
Watch Co.; Croton Watch Co., Inc. 

Davidson & Sons Jewelry Co., Inc.; 
David, Barnett; Dennison Manufactur- 
ing Co.; Doner, W. B., & Company. 

Elgin American; Elgin National 
Watch Co., Inc.; Elrex Watch Co., Inc.; 
Eversharp, Inc. 

F. & V. Manufacturing Co, Inc.; 
Farber, S. W., Inc.; Farrell, Morton B., 
Co.; Fiddleman, J., & Son, Ine.; Fine, 
Max, & Sons, Inc, Fisher, A. Edward, & 
Co., Inc.; Florn Co.; Frank, A. E., & 
Co.; Freed, Edwin, Inc. 

General Electric Co.; Glass, Leo & 
Co.; Goodman & Company; Grenn, Den- 
nis, D.; Gross, J. H., & Co.; Gruen 
Watch Co. 

Hamburger, H., Co., Inc.; Hamilton 
Watch Co,; Hart Sales Company; Hel- 
bros Watch Co., Inc.; Helfer & Com- 
pany; Heller, L., & Son, Inc.; Henry, 
Charles L., & Co.; Hirsch, A., Co,; 
House of Schrager; House of Treasurers 
Corp. ° 

Imperial Pearl Syndicate; Insko Sales 
& Mfg. Co.; International Silver Co.; 
Iskin Manufacturing Co.; Jacobson, 
Joseph., & Sons; Jennings Silver Co.; 
Jewel Radio Corporation; JeweLers’ 
Circunar-Krystone; Jordan, R. M. & 
Co. 

Kahn, L. & M., & Co.; Kaufman, Bert 
L., & Co.; Kaye, Lou, Wholesale Jewel- 
ers; Kelpe, E. G.; Kent Products Co.; 
Kindler, Harry; Kingston Watch Co.; 
Kinsley Jewelry Mfg. Co., Inc.; Korn, 
William, & Co.; Kras, D. J., & Co.; 
Kreisler, Jacques, Mfg. Corp. 





NEMJ&SA Opens Division Devoted 
To Industrial Relations With 
Robert F. Tudman at its Head 


The N. E. Manufacturing Jewelers’ 
& Silversmiths’ Association has estah- 
lished an Industrial Relations and En- 
gineering Division. It is headed by 
Robert F. Tudman and its purposes, 
according to the NEMJ&SA is the col- 
lection, analysis and dissemination of 
information and provision of an engi- 
neering service to be available at a low 
cost, to those members desiring it. ‘The 
engineering service will include time 
study, installation of incentive systems, 
Siuplified job and salary rating, work 
simplification, production control and 
standard costs. 
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Lampl, Walter; Landau, Max, & Co.; 
Lehman Brothers Silverware Corp.; 
Leif Brothers; Lincoln Lighter Co.; 
Longines-Wittnauer Watch Co., Inc.; 
Luria, L., & Son, Inc. 

Manhattan Novelty Co.; Manheimer 
Watch Co.; Marvin Watch Co., Inc.; 
Mastercraft Briars, Inc.; Mead, M. A., 
and Co.; Milos Watches; Mode Jewelry 
Co.; Modern Watch Case Co.; Monarch 
Watch Co., Inc.; Nardin, Ulysse, Watch 
and Chronometer Corp. of America; 
Nassau Distributing Co., Inc.; Nastrix 
Watch Co.; National Silver Co.; New 
Hermes, Inc. 

Ollendorff Watch Co., Inc.; Oneida 
Community, Ltd.; Pakula and Company ; 





Paramount Wedding Ring Co.; Parker 
Pen Co., The; Parker Watch Co.; Phil- 
lips Butterick Co.; Polumbaum, Richard, 
Co.; Princess Products, Inc.; Providence 
Jewelers, Inc. 

Reich, M. A.; Remington Rana, Inc.; 
Rex Products Corp.; Rivkin, Moriis, & 
Sons; Rogers, Wm. A., Ltd.; Ronson 
Art Metal Works, Inc.; Ross, Hamilton, 
Industries; Rubin, Herman S.; Ruvel- 
son, Phil G., Co. 

Samuels, Paul H., Co.; Sarkin, David, 
Inc.; Savoy Watch Co.; Scheffres, Bob, 
Co., Inc.; Schnair, M. R., & Co.; Schutz- 
berger, Irving; Sculler, Jos., & Co.3 
Semca Company; Sheaffer, W. A. Pen 
Co.; Sheldon Clock Corp.; Shiman, M. 
H., & Co., Inc.; Simons-Michelson Co.; 
Spear & Susskind; Speidel Corporation; 
Spreckman, Hy, & Co.; Stan-Fel Jewelry 

(Please turn to page 3878) 
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WHERE “GOOD ENOUGH” ENDS <{ 
FULTON “fez JUST BEGINS & / 
For every step in the production of Ful- .34 
ton FIT-TITE Watch Crystals revolves 
around one factor . . the determining 
factor in watch crystal satisfaction . . 
true, never-wavering fit. More than that, 
in Fulton FIT-TITE Watch Crystals, you Z 
have . . genuine glass, carefully and 
painstakingly selected . . the finest 
- workmanship that skilled hands and 
modern equipment can produce . . com- 
plete assortments . . service based on 
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first-hand knowledge of the market and its needs . . an 
exclusive system of numbering for error-proof identification, 
where every FIT-TITE Crystal carries not only Fulton’s num- 
ber but competitors’ comparative numbers as well. 

NO WONDER THEY’RE FLOCKING TO FULTON| 


Ask your watch material wholesaler about Fulton FIT-TITE regular 
and Rock Crystal Cabinet Assortments. Or write for catalog. 


FULTON 





121 Fulton Street 


WATCH CRYSTAL CORP. 


Established 1931 
New York 7, N. Y. 











Baily Gives Facts on Current Doings 


In Washington At ANRJA Conference 


In his talk before the Mid-Year 
Convention of the American National 
Retail Jewelers Association, G. Irv- 
ing Baily, ANRJA’s Washington 
representative, touched on most of 
the critical problems facing the na- 
tion’s jewtlers. The following ex- 
cerpts give a general picture of 
‘“what’s going on in Washington.” 
PRICE CONTROL 


“One bit of legislation that has been 
on the wheel for the past two weeks is 





© 








that of the extension of the Emergency 
Price Control Act. Here is a matter 
that you may feel does not concern you 
ava .eteil jeweler but it is o7 very great 
concern to the economy of the country 
of which you are very definitely a part. 
Maybe there is no price control on 
diamond lavallieres, lorgnettes or cos- 
tume jewelry, but how much butter do 
you have in your ice box, and when did 
you get your last white shirt, and how 
many suits did you buy your son when 
he came back from the Pacific? 

no with price 


“There is argument 





WE WILL PAY 


(iw 


FOR YOUR 
JEWELRY STOCK 


HIGHEST PRICES PAID 


No transaction too large . . . none too small 


% We are expanding ... We are not auctioneers. 
We'll buy your stock and fixtures as a going busi- 


ness and continue operation of the store or we'll 


buy any part of your inventory. All inquiries strictly 
confidential and our representative will call at your 


convenience. Bank references furnished on request. 


CHARLES SHANE Jr. 
and réssociates 


Aa 
Ne 


Coast to Coast 
Operation 


Phone CHerry 5811 


or wire at our expense! 


234 EUCLID AVE... CLEVELAND 14, OHIO 














| control, as such. Without it, there welj 


might have been complete chao 

than the semi-chaos . which bi. 
find ourselves. Mr. Bowles would have 
you believe that all of his retail] Critics 
have been clamoring for complete elim. 
ination of price control. What he does 
not admit is that relatively few are 
now complaining about the need for 
certain controls—what is being sought 
is improvement in the methods employed 
plus a realistic approach. Retailers do 
not feel that inflation is inevitable come 
what may, and they have not adopted 
that philosophy. Not only are there al- 
ready large bulges in the line that is 
supposed to be held but there are definite 
holes and not enough thumbs to plug 
them. 

“Industry would be far less jittery 
and there would be a far smoother and 
faster flow of civilian goods if there 
were a decontrol program for ending 
price control category by category. The 
American Retail Federation, of which 
your association is a member, has sug- 
gested that production standards be used 
in establishing cut-off dates for ending 
price controls. If producers knew that 
when their product reached a given per- 
centage above the production of a base 
period, it would be free from price con- 
trol, there would be an incentive to 
reach that point as rapidly as possible. 
OPA counters that suggestion by say- 
ing that such a formula does not take 
into consideration the factor of demand. 
Production at a base period is a known 
quantity, production at any given period 
is a known quantity, establishing a set 
percentage of increase establishes a 
definite goal—the demand factor is an 
unknown. 

“The House Banking and Currency 
Committee is right now hearing testi- 
mony on the Emergency Price Control 
Act. So far, most of the witnesses have 
been from Government—starting with 
Mr. Bowles, Zenas Potter, Snyder, Small, 
Eccles, and others . . . it is my personal 
opinion that the present act (as amended 
last June) will be continued for a year 
from June 30, 1946, with perhaps some 
minor amendments. 


FAIR LABOR STANDARDS 


“Senate bill, S. 1349 is perhaps one that 
has caused more consternation among 
retail ranks than anything that has been 
introduced for some time. It is the 
bill amending the Fair Labor Standards 
Act. Its proposals would increase the 
statutory minimum to 65 cents an hour 
and put under the wage law many re- 
tail establishments which have been ex- 
empt since the passage of the act in 
1939. 

“The law, as it now stands, provides 
that every employer shall pay to each 
of his employees who is engaged in in- 
terstate commerce, or in production of 
goods for interstate commerce, not less 
than the legal minimum. Thus, under 
the present law, the average of the act 
is determined by the nature of the in- 
dividual employee’s duties. The pro 
posal adds to this language a new re- 
quirement, namely, that each employer 
who is engaged in an activity affecting 
commerce (that is interstate commerce) 
shall pay to each of his employees the 
legal minimum. This change would there- 
fore make coverage depend on the nature 


(Please turn to page 374) 
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Place Seen for Jewelry and Department Stores, Too 


—_—— 


Dr. Krehbiel Says Both 
Have Vital Function 
In Country's Economy 


Department stores and jewelry 
stores both play important roles in 
our distributive economy and the ex- 
istence of one does not spell the doom 
of the other, Edward Krehbiel, gen- 
eral manager of Black, Starr & Gor- 
ham, told members of the American 
National Retail Jewelers Associa- 
tion at its Mid-Year Conference on 
March 10. (See general story on 


page 359.) 

Changes in economic and social con- 
ditions which have brought about the rise 
of the department store were outlined 
by Mr. Krehbiel who pointed to mass 
production, the redistribution of wealth, 
and increased government regulation as 
contributing factors in their develop- 
ment. “Mass production by machine has 
favored mass distributors—department 
stores, mail order houses and chains,” 
he said, “and have influenced many 
manufacturers who formerly sold only 
to jewelers to sell mass outlets, with the 
result that jewelers no longer have the 
exclusive goods they once had.” 


ADVENT OF MACHINE 


The following excerpts from Mr. 
Krehbiel’s talk more fully develop these 
ideas: 

“The advent of the machine has reacted 
very definitely on the manufacture-s 
who supply jewelers with merchandise. 
Many have become infected with the 
system of machine production in mass 
quantities, and have added all kinds of 
apparatus and automatic tools to their 
equipment where the quantity of output 
justified it—as in the field of costume 
and silver jewelry; and the resultant 
mass output has naturally sought its 
consuming public in the mass distribut- 
ing department and chain stores. There 
is less machine production in the field 
of precious jewelry, platinum, gold and 
sterling silver, because consumer de- 
mand is not great enough to warrant 
mass production or to justify the ‘n- 
vestment in costly machines to achieve 
it. Even so, this limitation galls some 
manufacturers who serve jewelers, and, 
emulating manufacturers who can pro- 
duce in mass by machine, they have de- 
veloped a sharp sense of dissatisfaction 
with their old outlets and sell their 
goods to anyone who will buy—notably 
to department stores. This trend was 
sharply aggravated by the depression. 
The tremendous decrease of established 
jewelers’ sales reacted violently on man- 
facturers tooled and geared for large 
production, and they were faced either 
with failing, starving or opening their 
lines to new outlets. Many turned to 
department stores which were glad to 
get reputable lines before unavailable, 
that would help them maintain their 
sales volume in the existing hard times. 
In this way jewelers lost many lines 
theretofore largely confined to them. 
The process has undoubtedly worked 
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harm to many jewelers, who having no 
resources for confined and _ exclusive 
goods, are obliged to compete with 
others, particularly department 
stores, that offer the same goods. That 
puts the jeweler at a definite disad- 
vantage, because however untrue—the 
public has the impression that jewelers 
ask higher prices, and that department 
stores sell for less. 


LEVELING OF WEALTH 


“Another important change in condi- 
tions has occurred in recent years and 
has profoundly affected the jeweler, and 
that is the leveling down of wealth by 


taxes, and the re-distribution of purchas- 
ing power. 

“What has happened is known in a 
general way from what one reads and 
sees. To get factual knowledge on the 
subject I have compiled tables from the 
U. S. Income Tax reports showing what 
the different income groups had left 
after paying their federal income taxes, 
that is, disposable income. You know 
what a disposable income is—the amount 
of money left over to taxpayers after 
paying their taxes. I contrast the dis- 
posable income of persons earning over 
$25,000 in the years 1928 and 1942 after 


(Please turn to page 369) 
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“The House 4 Cordovan” 





This display on your counter offers to your trade 
the finest in leather wrist watch straps. 

Holds one dozen straps of assorted 
colors: Hudson Black, Seal Brown, Sa- 
moa Tan, American Tan and Tampico 

Tan in grain and smooth finish. 
If your jobber cannot supply 
you, write us direct. Prompt 


deliveries. 


. “Tae PETER BAIN CO. Adrian, Mich. 
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QUALITY S UP 








NOW FOR QUANTITY! 
| } 





NOW there is becoming available the 
kind of material best suited to 
clock production. 


NOW the results of a long and careful 
program of employee training are 
becoming manifest. 


NOW the production lines ruthlessly al- 
tered to meet war production re- 
quirements are lined up to make 
clocks again. 








Today, production is still consider- 
ably below the prewar normal while 
the demand is far above that figure. 
Thus, a shortage is still in evidence. 


That, however, is actually encourag: 
ing for it proves the stability of the 
demand. From now on, steadily in- 
creasing clock supplies will be re- 
flected in steadily increasing profit 
—a profit that does not depend on 
abnormal wartime conditions for its 
maintenance. 








ASK YOUR WHOLESALER 






Clock makers te the nation since 1807 


THE WM. L. GILBERT CLOCK CORP. 
WINSTED, CONNECTICUT 


Laconia, New Hampshire 


55! Fifth Avenue 
New York 17, N. Y. 


141 W. Jackson Blvd. 
Chicago 4, Ill. 
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Bulova School of Watchmaking First to Work Directly 





In Veterans Hospitals, Training Disabled Men Under VA 


The first industrial agreement to train 
severely disabled veterans in Veterans 
Administration hospitals for skilled and 
semi-skilled jobs they can fill has been 
made with the Bulova School of Watch- 
making at Woodside, Long Island. The 
school will conduct the program under 
arrangements negotiated by Dr. Donald 
A. Covalt, Acting Assistant Director of 
VA medical rehabilitation, and Stanley 
Simon, trustee of the Bulova school. 

Dr. Hawley said the project launches 
the VA program of bringing the work- 
shop into VA hospitals so that seriously 
handicapped veterans may start up the 
road toward vocational and economic re- 
habilitation, 

“Severely disabled veterans who have 
a special aptitude for precision work 
will be given an opportunity for this 
training,” Dr. Hawley said. “Army and 
Navy experience has shown that oppor- 
tunities to learn a trade have proved a 
tremendous incentive for medical im- 
provement.” 

VA officials, reporting a widespread 
shortage of skilled watch repairmen, said 
that getting jobs for fully trained, but 
handicapped, veterans will be no prob- 
lem. They said veterans even might be 
able to establish their own repair busi- 





EASTER EGG 





Military emblems and double eagles form 
the principal decorations on this emerald 
enamel Easter egg, which was made by 
Carl Fabergé and presented by the Czar 
to the Dowager Empress Marie Feodorovna 
of Russia in 1912. The gold egg is set with 
thousands of diamonds, with a large dia- 
mond above the Empress’ monogram. In- 
side, the “surprise” is a folding screen of 
signed miniatures by Zuiev. 





National Jewelry Fair 
(From page 259) 


Jewelers, make your sleeping room 
reservation at once. Write directly to 
the hotels for your accommodations. The 
National Association of Credit Jewelers 
will send you a list of hotels.” 

“Everything will be done to include 
as many exhibitors as possible in this 
greatest of all jewelry industry shows. 
Space, however, is limited. We don’t 
want to disappoint anyone, if we can 
help it. Our show management is co- 
operating to the fullest extent,” Irving 
Wolfgang, Show Committee chairman, 
said. 

Inquiries about exhibiting at the show 
should be addressed to George E. Gayou, 
National Jewelry Fair, Room 1208 Re- 
public Building, 209 S. State Street, 
Chicago 4, II. 


ness eventually as a result of this train. 
ing. 

The training course will be tailored to 
each patient’s individual work tolerance, 
Dr. Covalt said. He added a veteran 
may work only an hour a day if that js 
all the time he can spend at the trainin 
without endangering his health. 

Although there is no set time for the 
handicapped veteran to complete the 
course, VA officials said it probably 
would take about a year. If the veteran 
does not complete his training while stij] 
in a VA hospital, he can go to the 
Bulova School of Watchmaking on Long 
Island, the VA said. 

The work will be conducted principally 
in the seven paraplegic or spinal cord 
injury centers which the VA is in the 
process of setting up or taking over 
from the Army, However, other severely 
handicapped veterans will participate in 
the program. 

Approximately 400 paraplegics are 
in VA hospitals at present, but some 
1,600 more who are now in Army and 
Navy hospitals will be transferred to 
the VA in the near future. The seven 
centers include five operated by the 
armed services that will be taken over 
intact and two VA hospitals which have 
specific facilities for such patients. 

These paraplegic centers will be in 
Framingham, Mass.; New York City 
(Bronx VA hospital); Richmond, Va.; 
Memphis, Tenn.; Pittsburgh, Pa. (Aspin- 
wall VA _ hospital); Chicago, Ill, and 
Ios Angeles, Calif. 
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Check mailed upon receipt of 
merchandise. Merchandise 
held intact for 10 days. 
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JEWELERS BOARD OF TRADE 


PAUL ROSENBERG 
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Jewel 


ers Must Aim at Lower Income Groups to Survive 


since Wealth Is Now More Evenly Spread, Says Retailer 


(From page 367) 

aying federal taxes (other taxes are 
not included). In 1928 those with in- 
comes over $25,000 had 31.5 per cent 
of the total national income that was 
left after taxes. In 1942 this same group 
had 8 per cent. That, of course, means 
that those with incomes under $25,000 
in 1928 had 68.5 per cent of what was 
left after taxes, and in 1942 had 97 per 
cent of what was left. There were 511 
million dollar incomes in 1928; 40 in 
1942. Here is another significant statis- 
tic. 

“In 1928 those with incomes under 
$5,000 had 34.5 per cent of what was 
left after federal taxes. In 1942 the 
same group had 85.5 per cent. Though 
the average left to each individual was 
less in 1942 than in 1928, the total dis- 
posable income of all persons earning 
under $5,000 and who filed tax returns 
stated in round figures was 60 billion 
700 million in 1942 compared to 8 billion 
257 million in 1928. Every income group 
over $5,000, after paying its taxes, had 
less left over in 1942 than in 1928; the 
total disposable income of those with 
incomes over $5,000 was 15 million in 
1928; 10 billion in 1942. 


LOWER INCOME MARKET 


“The condition these statistics picture 
is not past. What with a huge national 
debt and increasing wages it will con- 
tinue indefinitely in some degree, and 
will profoundly affect all business in- 
cluding jewelers. It is the lower in- 
come groups that have the money to 
spend. They are the natural clientele of 
department stores, and of those jewel- 
ers who have served this group. Both 
stand to benefit from the condition. 
Jewelers who served higher income 
groups will have fewer important sales, 
lower average sales, and will, to maia- 
tain their health, merchandise accord- 
ingly. 

“There is another problem that faces 
the jeweler. Along with all other bnsi- 
ness we have been subject to wartime 
limitations, regulations and taxes. These 
continue, and there are very strong 
forces that favor the retention of price 
control, cost absorption, luxury taxes, 
Regulation W, and other features of a 
planned economy. If these prevail, and 
wages are uncontrolled and forced up 
by unions now reaching out for white 
collar workers and sales personnel of 
even smaller stores, the jeweler’s costs 
of doing business will rise sharply, and 
his new prices plus excise taxes, will 
slow his sales—a condition that will be 
serious when cars, radios and other 
goods the consumer couldn’t buy, come 
back, and compete for the consumer 
dollar. 

“The continuation of planned economy 
and government restriction cannot %e 
taken lightly. Every one knows that 
wartime restrictions and taxes, pro- 
duced a flock of black marketers, tax 
beaters and operators from outside who 
took a flyer in jewelry—while the going 
was good, The latter will turn elsewhere 
if the grass looks greener, but as long 
as government restrictions favor the 
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black marketer or tax evader, the rep- 
utable jeweler who observes the law will 
be penalized by unfair competition. | 
will venture no prediction on the jewel- 
er’s future if free economy is supplanted 
by planned economy and government 
regimentation in this country. 
“Consumers have habits, tastes and de- 
sires that one store satisfies better than 
another. So for example, the neighbor- 
hood, or the suburban jeweler lives be- 
cause he gives something—nearby con- 
venience—which can’t be matched by re- 
mote size. So, too, the customer who 





wants to buy on time patronizes the 
credit jeweler, because he serves such 
clientele more satisfactorily than others 
do. 

“People have different ideas as to 
what is sound buying; one buyer thinks 
of the money he has to pay, the other 
thinks of what he is getting for his 
money. The first wants to limit what he 
pays—he may not have more to spend; 
the other wants to be sure he is getting 
something of good quality; one thinks 
of price, the other of value received. 
Each thinks he is thrifty. And because 
cash jewelers have the reputation of giv- 
ing good value, they enjoy a correspond- 
ing patronage from the public that 
thinks of value rather than cost.” 










PRESS THE 
BUTTON 


it lights automatically 


These Thorens Lighters, imported from 
Switzerland, will surpass all your expec- 
tations of what a cigarette lighter can be. 
No difficulty lighting a pipe with Thorens. 
See the Thorens styles at better stores 
everywhere, $5 and up. 


#1602 
CHROME 
$5 
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the light? 


#16602 
CHROME 
$6 


SLIDE THE BUTTON 
it lights automatically 


Illustrated here is the world’s 
newest, most perfect lighter. 
You merely slide the button 
and this obedient servant un- 
failingly pfoduces-a light in a 
flash. At better stores every- 
where, $6 and up. 
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GENERAL DISTRIBUTORS 


INC. 295 FIFTH AVE., NEW YORK 16 


SERVICE DEPT., 122 FIFTH AVE., NEW YORK 11 
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JEWELER 


- Do you know you are 
pian 
ee @ eligible to insure your 
home with this mutual 
company — and save 


AO per cent? 


We write fire insurance 
for the entire jewelry 
industry — manufacturer, 
wholesaler, and retailer, 
including the homes and 
home furnishings of all 
employees. Thus you can 
enjoy the same 40% divi- 
dends we have been 


paying our commercial 
policy holders. Protection 
covers fire, windstorm, 


hail, explosion, aircraft, 
vehicle, smoke and riot. All 
claims are promptly and 
equitably settled. 


Coupon below will bring 


you full details. No sales- 


man will call. 





{ NATIONAL JEWELERS MUTUAL FIRE INSURANCE CO. 
104 E. Wisconsin Ave. Neenah, Wisconsin 





| Please tell me how I can save 40% on fire 
insurance. My present policy expires: 


l (give date) 





| NAME 





| STREET 


CITY STATE 
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Four New Directors Named to Board of the Jewelers 
Vigilance Committee for the 1946-47 Term of Office 


Charles H. Church, Silas B. Reagan, 
Martin E. Untermeyer, and Leo Weis- 
field have been nominated to the Board 
of Directors of the Jewelers Vigilance 
Committee. Mr. Church, of Church & 
Company, Newark, N. J., replaces 
Abraham Shiman of the Shiman Manu- 
facturing Co., who has resigned. 

Mr. Reagan joins the directors as the 
new president of the National Whole- 
sale Jewelers Association, replacing 
Harold Alberts, while Mr. Weisfield re- 
places Fred Dreifus as president of the 
National Association of Credit Jewelers 
and as its representative on the board. 
Martin Untermeyer is the recently 
elected president of the Jewelry Crafts 
Association. 

The rest of the nominees already hold 
posts on the board. A meeting will be 
held on April 2 to confirm the nomina- 
tions, the full list of which is printed 
herewith: 


Officers 


Chairman (president), G. H. Niemeyer; 
vice-chairman (vice-president), Walter 
N. Kahn; treasurer, Sigmund Cohn. 


Directors 


Fred A. Bullock, president, NEMJ&SA; 
Arthur P. Care, E. W. Reynolds Co., 
Los Angeles, Calif.; Charles H. Church, 
Church & Company, Newark, N. J.; Sig- 
mund Cohn, treasurer, Jewelers Vig- 
ilance committee; Walter LEitelbach, 
president, The Jewelers’ Security Alli- 





Walter Kocher Again Heads Jewelry 
Division in Catholic Charities 
Drive For Welfare Funds 


Walter Kocher of 9 Rockefeller Plaza 
has again accepted the chairmanship of 
the Jewelry Division of the Special Gifts 
Committee of the Cardinal’s ‘Committee 
of the Laity, for the 1946 Fund Appeal 
of New York Catholic Charities. Serving 
with Mr. Kocher are Pierre C. Cartier, 
of Cartier, Inc.; W. Waters Schwab of 
J. R. Wood and Sons; Joseph Davis, uf 
Charles W. Sommer and Bro., Inc.; Gus- 
tave ©. Drescher, Marine Midland Trust 
Co. and Raymond J. Volpi, of Mr. 
Kocher’s firm. 


Announcement of the appointments 
was made by John A. Coleman, chair- 
man of the Board of Governors of the 
New York Stock Exchange, who is execu- 
tive chairman of the Special Gifts Com- 
mittee. John S. Burke of B. Altman 
and Company is chairman of the Com- 
mittee. 

Mr. Kocher’s Division in the 1945 Ap- 
peal made notable accomplishments for 
Catholic Charities and he feels certain 
that he will secure the support of the 
jewelry trade in this year’s appeal. 

Speaking of the wide community ser- 
vice rendered by the 186 welfare institu- 
tions affiliated with Catholic Charities, 
Mr. Kocher says, “In the City of New 
York we have had for many years a 
very successful system of inter-relation 
by municipal welfare agencies and 
privately operated welfare organizations. 
One of the largest of the latter is 


(Please turn to page 383) 


ance; George Englehard, Nag 
Jeweler; P. M. Fahrendorf, inven 
Cmcvutar-Keystone; James H. Hetge 
Eisenstadt Mfg. Co., St. Louis, Mo,: 
C. I. Josephson, president, American 
Natl. Retail Jewelers’ Assn.; Walter ¥ 
Kahn, vice-chairman, Jewelers Vigilance 
committee; Benjamin S. Katz, The Gruen 
Watch Co.; Calvin M. Kendig, president 
American Jeweled Watch Manufacturers 
Assn.; Edward Krehbiel, Black, Starr & 
Gorham, Inc., New York, N. Y.; Victor A, 
Lambert, Lambert Bros., Jewelers, Ine.; 
S. Ralph Lazrus, president, American 
Watch Assemblers’ Assn.; William F, 
McChesney, Sterling Silversmiths Guild 
of America; Thomas G. McMahon, presi- 
dent, Chicago Jewelers’ Assn.; Jacob 
Mehrlust, president, Platinumsmithg’ 
Association; Frank Milhening, J. Milhen- 
ing, Inc., Chicago, Ill.; G. H. Niemeyer, 
chairman Jewelers Vigilance Committee; 
Harley H. Noyes, Oneida, Ltd., Oneida, 
N. Y.; William B. Ogush, William B, 
Ogush, Inc., New York, N. Y.; A. 0, 
Packer, Educational Jewelry Manufac- 
turers Assn.; Silas B. Reagan, president, 
National Wholesale Jlrs. Assr.; W. Wat- 
ers Schwab, chairman, Jewelry Industry 
Publicity Board; Max Stern, president, 
Precious Stone Dealers Assn.; Wilson 
A. Streeter, Bailey, Banks & Biddle Co.,, 
Philadelphia, Pa.; Martin E. Unter- 
meyer, president, Jewelry Crafts Asso- 
ciation; Leo J. Vogt, chairman Board 
of Governors Gemological Institute of 
America; Leo Weisfield, president, Na- 
tional Association of Credit Jewelers, 














EXCLUSIVE 
DESIGNS 


FINEST 
QUALITY 


14K GOLD AND GOLD 
ON STERLING SILVER 
PINS — EARRINGS 


and 
COMBINATION SETS 


Write for Our New 
Illustrated Catalogue 
WHEN IN CHICAGO VISIT OUR 


HANDSOMELY APPOINTED SHOW- 
ROOMS 


JOHN J. CERKOFF JEWELRY CO. 


Suite 1600-5 No. Wabash Ave. 
CHICAGO 2, ILLINOIS 
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Clock Companies are Equalling 
pre-War Production; Watches Lagging 


Clock production had reached 90 per 
cent of pre-war averages in December, 
according to a report by John D. Small, 
Civilian Production Administrator. It 
was estimated that March would see 
100 per cent production, meaning that 
one million spring-wound and electric 
clocks would be shipped each month. 

December shipments of non-jeweled 
watches, however, lagged far behind pre- 
war rates. They equalled 27 per cent 
of the pre-war rate and it was predicted 
that 100 per cent production would not 








be reached before September. Both 
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semi-skilled workers 
needed by the watch and clock industry. 


skilled and are 
Incomplete reports indicated that 
shipments of radios during December 
were approximately 100,000 sets, or 8 








Rathbun Ring Stretcher 
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How To Use 


Place ring over the largest step 
it will fit and with mallet gently 
drive mandrel into stretcher until 
the desired size is obtained. 


Where more than one size is de- 
sired remove mandrel with T- 
screw, place ring on next step and 
proceed as before. 


PRICE $3.85 EACH WITH MANDREL 


Jos. B. Bechtel & Co., Inc. 


729 Sansom St. Philadelphia 6, Pa. 
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per cent of pre-war average monthly 
production of 1,100,000 sets a month and 
only a fraction of earlier forecasts by 
the industry. Reports indicate that 
military radio and radar orders still 
account for the major portion of ship- 
ments in the industry, even though total 
military shipments are very small, The 
radio manufacturers are having trouble 
getting cabinets because they have to 
compete with the furniture makers. 





Fountain Pens and Mechanical 
Pencils Placed Specifically 
Under Consumer Goods Regulation 





Fountain pens and mechanical penciis | 
are specifically placed under the regula- | 


tion covering consumer goods other than | 


apparel, through a clarification issued 
by the Office of Price Administration. 
The action, effective March 7, results 
from an interpretation of the consumer 
goods regulation made by the courts and 
merely carries out the original intent of 





the regulation (Maximum Price Regu- | 


lation 188). 


It makes clear that the | 


prices of fountain pens, mechanical pen- | 
cils or fountain pen and pencil sets | 


offered for sale before March 7, 
will continue to be the prices already 


1946, | 


established under the consumer goods | 
regulation or under the supplementary | 
order covering reconversion pricing of | 


small-volume manufacturers. 


The new measure does these things | 


to clarify the order: 


1, It specifically | 


adds fountain pens, mechanical pencils | 


and fountain pen and mechanical pencil 


sets to the list of articles priced under | 


the order. 2. It defines “manufacturer,” 
pointing out that when an article is as- 
sembled from several parts made by 


different concerns, the “manufacturer” is | 
the person who makes the first sale of | 
the completed article. 3. It emphasizes | 


that the listings in the consumer goods 
order are of broad general categories 
of articles and not of specific articles. 





Richard Liddicoat Resumes Work at 
Gemological Institute of America 


Richard T. Liddicoat, in service in the 
Navy since 19438, has returned to Los 
Angeles Headquarters and has _ been 
named director of research for the GIA. 





In this capacity he will, among other | 
activities, take over the post-war re- | 


establishment of the instrument courses, 


Mr. Liddicoat received his B.S. in 
Geology at the University of Michigan 


in 1939, was Assistant in Mineralogy | 
from 1937 to 1940, and received his M.S. | 
in Mineralogy in the spring of that year. | 
He is a member of Sigma Xi, graduate | 


science honorary fraternity. 

In his two years with the GIA be- 
fore entering the service Mr, Liddicoat 
became thoroughly identified with the 
gemological movement and established 
himself as a leader and instructor. At 
the time that he entered the service, he 
held the position of Asst. Director of 
Education for the GIA. 


Under auspices of the Naval Depart- 


ment he earned an M.S. in Meteorology 
at California Institute of Technology. 


@ Smart and unusual de- 
signs featuring genuine 
precious and semi-pre- 
cious stones in Gold and 
Platinum mountings 


PINS 
RINGS 
EARRINGS 
BRACELETS 
GADGETS 
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Boom Jewelry Design as 
Aid to Britain's World 
Trade Recovery at Show 


_In_ the first exhibition of British 
Jewelry designs in six years, the Na- 
tional Jewelers Association in London 
displayed everything from fantastically 
fancy to plain—but expensive—gems for 
export trade. 
_ A spokesman indicated that with this 
jewelry they could bring into England 
much more foreign currency, and faster, 
thereby building up their foreign ex- 
change. All parts of the British Em- 
pire would benefit from this, inasmuch 
as most gems come from British crown 
colonies or dominions, such as Africa, 
Burma, India, Australia, Ceylon, British 
Guiana and New Zealand—with gold 
from Africa and platinum from Canada. 
Much of the jewelry has been designed 
for North and South America markets 
and all for export. It has been explained 
that not much would be sold in England 
since a 100 per cent tax on jewelry pre- 
vails in England. 


Among the pieces of jewelry displayed 
for the first time in Britain, was a 
three dimensional diamond bracelet with 
more than 2,000 separate stones in 
flexible settings, which would probably 
sell fur around $22,500. 

Watch faces were slanted in elaborate 
jeweled settings or hidden under the 
diamond center of ruby and emerald 
flowers. A pink gold bird of paradise 
with diamond, emerald and ruby plu- 
mage perched on a white and green gold 
flower pin with a ruby center. 

Before the war, earring designs had 
reached the point where some “almost 
covered the cheek” and it has been in- 
dicated that this plan of design may 
continue. 

Most of the brooches and clips dis- 
played could be broken up into two or 
three pieces or worn together. Most of 
the jewelry was in precious stones, but 
very free use of semi-precious stones 
when they are available, will be made. 
Fine blue aquamarine, found only in 
Brazil and “frightfully scarce,” is fast 
pushing itself from semi-precious to 
precious status. 

The trend is away from delicate fili- 
gree work since the modern jewelry de- 
signer must consider that the decorative 
effect of the jewels will be judged from 
a distance, not under the magnifying 
glass. 


New Wholesale Firm in Los Angeles 


Louis and Harold Weisbrod, who for 
several years have operated a trade re- 
pair shop in Los Angeles, in connection 
with which they also did a modest vol- 
ume as wholesalers have reorganized as 
outright wholesalers under the name %f 
the Palomar Co., a partnership of the 
two brothers. 

The firm will carry a general line of 
jewelry merchandise and now employes 
three outside salesmen beside the part- 
ners. Offices and showroom will continue 
to be at the same address as formerly, 
215 West Fifth St., Los Angeles. 

Harold Weisbrod has just recently 
received his discharge from the Army in 
which he served three years, being 
wounded while in the European theater. 


GIA Manufacturers Improved 
Leveridge Gauge Estimator 


Manufacture and distribution of the 
Leveridge gauge and weight estimator 
a dial gauge for the rapid and accurate 
measurement of both mounted and yp. 
mounted gems, have been taken over by 
the Gemological Institute of America, 
The instrument which will be offered js 
a new model embodying several improve- 
ments suggested by a canvass of users 
of the gauge. The new model is said to 
work with greater ease and accuracy of 
measurements, and a simplified method 
to reset the dial to zero quickly has beep 
worked out. 


Included, with each instrument js 
Mr, Leveridge’s table by which, through 
measurement of their width and depth, 
the weight of mounted and unmounted 
brilliant diamonds may be determined. 
Also included are the only available 
tables for estimating the weight of 
emerald and square cuts. Pearl tables 
are loaned by Osterwald & Co. 


GIA reports that production has al- 
ready been resumed on most of its 
gem-testing and diamond-grading in- 
struments, and the factory which will 
make the new gauge has promised de- 
livery of the initial supply in late June. 
The price of the instrument will be be- 
tween $55 and $60. Orders may be 
placed now at GIA headquarters, 541 
South Alexandria, Los Angeles 5, Cali- 
fornia. 














ATOMIC 


WATERPROOF 
WRENCH 


Made by watchmaker. Will open cases 
when others can't. No slipping or scratch- 
ing. No worry in holding the watch. Sim- 
ple, sturdy, adjustable. All sizes, shapes. 
Can use 2 prongs, 3, 4, 5, or 6 at a time. 
The tool no watchmaker or jewelry store 
should be without. Guaranteed to do the 
jok. Order direct or through your jobber. 





Patent Pending. 


PRICE $14.75 


HOWARD LATHROM 


356 American Avenue, Long Beach 2, Calif. 
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William Savitt, Hartford Jeweler, Wins First Prize 
in ANRJA War Bond Contest with $90,000 in Bonds Sold 


To stimulate interest in the final War 
Bond Drive—the Victory Loan—the 
American National Retail Jewelers at 
the beginning of the drive announced 
that it was offering a series of 10 prizes 
amounting to a total of $11,075 worth 
of War Bonds, to the 10 retail jewelers 
who, during the campaign, sold the larg- 
est amount of War Bonds in their store. 
Purchases by retailers themselves were 
not to be counted in the contest—only 
the sales which they made over their 
counters to their customers. 

Returns from the contest have now 
been received and checked by the judges 
who were Fred V. Cole, Editor of 
Jeweters) CrrcuLar- Keystone, and 
Harry J. Bromley, Vice-President, Na- 
tional Jeweler. 

An examination of the returns showed 
that first place—a $500 War Bond- was 
captured by William Savitt, Hartford, 
Conn., who sold in his store a total of 
$90,000 of bonds during the campaign. 
In addition to this, Mr. Savitt was also 
largely responsible for sales of a sub- 
stantial quantity of bonds through other 
sources, since he purchased a new auto- 
mobile at his own expense and donated 
it as a prize in the War Bond campaign. 
It is estimated that his gift resulted in 
the sale of bonds running well into six 
figures but these, of course, do not 
count for the contest. 

Second and third prizes—each a $200 
War Bond—went to Victor G. Loly, 
Anaheim, Calif., and C. I. Josephson, 





COCKTAIL RINGS 





OVER 200 DIFFERENT STYLES 
TO CHOOSE FROM 
WRITE FOR OUR CATALOG 


WE SPECIALIZE IN COCKTAIL 
RINGS 
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Moline, Ill., respectively. The former 
sold $75,550 worth of bonds while Mr. 
Josephson, who is president of ANRJA, 
disposed of $40,300. 

Fourth prize—a $100 bond—went to 
Sam Linquist, Minneapolis, for having 
sold $32,937.50 worth and fifth prize of 
a $50 bond to Manny Belman, New York 
City, with $23,900. 

The remaining five prizes, each con- 
sisting of a $25 War Bond, went to the 
following: Max Aszkenas, New York, 
$19,850 War Bond sales; Hyman Gold- 
schmidt, New York, $13,500; A. A. 
Everts Co., Dallas, $10,025; ‘Tilden- 
Thurber, $7,125, and Geo. J. Sloan, 
Tulsa, $5,135. Total sales by the 10 prize 
winners were well over the $300,000 
mark. 


Oscar Lazrus Named Chairman of 
Joint Defense Appeal Campaign 
For its 1946 Drive vs. Intolerance 


Oscar M. Lazrus, chairman of the 
board of directors of the Benrus Watch 
Co., has been named executive chairman 
of the 1946 New York campaign of the 
Joint Defense Appeal. 

In this capacity he will lead the metro- 
politan drive to raise $2,500,000 toward 
a national goal of $5,000,000 in behalf 
of the American Jewish Committee anc 
the Anti-Defamation League of B’nai 
B’rith. Edmund Waterman, head of E. 
Waterman and Co., is serving with him. 


The Joint Defense Appeal is the fund- 
raising arm of the two agencies and was 
organized in 1941 to provide the American 
Jewish Committee and the Anti-Defama- 
tion League with sufficient funds to 
maintain their nation-wide pro-demo- 
cratic activities in fighting  anti- 
Semitism. 


As executive chairman, Mr. Lazrus 
will lead an army of 2,500 volunteer men 
and women workers recruited from the 
ranks of trades, professions, residential 
areas, B’nai B’rith lodges in rallying sup- 
port to carry on the coordinated pro- 
grams of the two defense organizations 
in safeguarding American democratic 
rights. The jewelry and allied industries 
are expected to take a leading part in 
this effort. 


In accepting his new post, Mr. Lazrus 
pointed out that victory over Germany 
and Japan was made possible by an un- 
precedented unity among the Americin 
people, who were brought closer to- 
gether by a mutual threat to their in- 
dividual freedom and happiness. 


“Our triumph over the evil forces of 
fascism will mean nothing if our coua- 
trymen become infected by social 
prejudice, race hatreds and religious 
bigotry created by the enemy,” Mr. 
Lazrus stated. 


Carrying on a family tradition, Oscar, 
Ben and Ralph Lazrus have been identi- 
fied with the campaign leadership of 
local and overseas charitable endeavors 
and are serving as members of the board 
of directors of these philanthropies. 

In addition, he has for years been 
associated with the board of directors 
of the Eastern Regional Office of the 
Anti-Defamation League. 
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best sellers 


wherever displayed! 


Selealite. 


SUNGLASSES 


@ 6 base ground and pol- 
ished lenses, scientifically 
made to highest ophthalmic 
standards 


@ Absorb 96% ultra-violet 
and infra-red rays. 


@ Smart styles in latest 
fashion trends 


@ Gold-filled and assorted 
colors zyl frames 


@ Exceptionally beautiful 3- 
color individual box (with 
leather case) 


@ Sales-producing, colorful 
displays 


@ Priced for profit 


Illustrated folder and prices 
of complete line available 
from your wholesaler —or 
write us direct. 


IDEAL 
OPTICAL CO. 


Inc. 


845 FLATBUSH AVENUE 
BROOKLYN 26, N. Y. 
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a 
SOURCE 


for 
ALL 


FINDINGS 


Our extensive line 
of findings, plus 
efficient organization 
is your assurance of 
obtaining. « « 


WHAT YOU NEED 
WHEN YOU NEED IT! 


MS 104 





MS 188 





es J 


MS 160 MS 88 


A few of the items 
available in volume, 
for immediate  ship- 
ment are — 


Mesh 
Chain 
Ear Wires 
Ear Clips 
Pin Backs 
Coil Pins 


Plastic Dises 
Necklace Clasps 
Bracelet Clasps 
Joints & Catches 
Safety Catches 
Pin Stems Collar Holders 
Jump Rings Tie Holders 


| Screw & Button Backs 


F MS 25 S 


CHAIN CHAIN 





. Be, Tt 


MS 180B 


Whether you need small or large 
quantities of any metal or plastic 
findings, you can rely upon us for 
immediate service. Write or wire in 
detail today. 


Address Dept. E4 


MARTIN M. 





STEKERT 


45 W. 34th ST. NEW YORK 1, N.Y. 
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Baily On Washington 
(From page 366) 


of the employer’s business, rather than 
on the character of the employee’s duties. 
Similar provisions are added to the maxi- 
mum hours and overtime requirements. 
The term “affecting commerce” is de- 
fined to include any activity in interstate 
commerce, or necessary to it, or an ac- 
tivity which competes with an activity 
in interstate commerce. 

“The revised bill strikes out the words 
‘local retailing,’ thus eliminating that 
exemption completely. Another section 
is revised to exempt employees engag:d 
in a retail establishment by an employer 
who has not more than four stores and 
with a total annual volume of not more 
than $500,000. Thus individual stores 
with a volume greater than $800,000, 
chains with more than four stores, and 
groups of four stores with a volume of 
more than $500,000 would be covered by 
the act. 

“The bill makes the legal minimum 
65c an hour, in place of the 40c. This 
minimum could continue for two years, 
when the minimum would be increased 
to 70c, and at the end of two years 
to 75c. Your store may not be affected 
under the proposals as they stand at 
the moment, but there are implications 
involved is the current amendments by 
which certain segments of retailing will 
be no longer exempt from the provisions 
of the act. There is nothing to prevent 
a succeeding Congress from eliminating 
the $500,000 retail volume exemption. 

“There is not a great deal of concern 
over the 65c. angle of the bill, as such. 
No one will deny a fair wage and an 
improvement in living standards, even 
though there are reportedly certain spots 
in the country where it is claimed no 
social economic reasons exist for going 
above present minimums. On the other 
hand, there are parts of our geography 
where 65c is already a minimum. I doubt 
if in the retail jewelry industry, 
wherever located, there are any em- 
ployees that right now are being paid 
less than 65¢ an hour. If that is your 
case, you can sit back and relax. 


“But there are two things that must 
be crystal-clear to everyone. First, that 
with the loss of exemption.by one group 
of stores, it may not be long before even 
the smallest store is included. Second, 
even if the act is not extended to all 
stores regardless of size or volume, the 
effect is the same. Do you think that 
you are going to be able to hire the best 
help at even 50c. an hour when Mr. 
Woolworth or Mr. Penney across the 
street must by law pay 65c.? 


PRODUCTION PROBLEM 


“Another problem is production, with 
which the Civilian Production Admin- 
istration is charged. Mr. Small and Mr. 
Bowles do not always see eye-to-eye, but 
in the new set-up, Mr. Small now re- 
ports to the President through Mr. 
Bowles as Director of the Office of Eco- 
nomic Stabilization. Mr. Small has just 
issued his monthly report for January 
on civilian production which gives cate- 
gory by category the situation as seen 
by his review and analysis staff. It ‘s 
interesting reading in spite of the fellow 
who said if all the statisticians in the 








country were laid end to end, it 
be a good thing. ; = 


EXCISE TAX 


“All of you folks are trouble 
little matter of excise taxes, thelr zat 
tion and accounting. As you know the 
statute says that the excise tax on jewel- 
ry goes back to the old rate of 10 per 
cent on the first day of the first mh 
which begins six months or more after 
the date of the termination of hostilities, 


“You all, no doubt, are laboring under 
the delusion that the war is over, but as 
far as excise taxes and a lot of other 
statutes are concerned, it is not over 
Hostilities have not yet been terminated, 
and when you think of Joe Stalin and 
the boys in Russia, maybe they will not 
be, statutes or no statutes. At any rate 
as far as excise taxes on jewelry are con- 
cerned, hostilities are not terminated 
until there is a proclamation by the 
President, or a concurrent resolution by 
the Congress of the United States. 


COMMERCE DEPT. 


“Mr. Henry Wallace, our Secretary of 
Commerce, is in the process of getting 
sufficient funds to give his Department 
a face-iifting, so that it can be removed 
from the old lady class. Commerce has 
been pretty much the orphan of cabinzt 
departments. There is being set up in 
the Department of Commerce, among 
other things, a Department of Small 
Business for which Mr. Wallace wants 


(Please turn to page 383) 
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Missouri RJA Holds 
Meeting Coincident 
with Mid-Year Confab 


The Retail Jewelers Association of 
Missouri, which was organized at Kan- 
gas City in 1906, held its forty-first an- 
nual meeting and election of officers on 
March 11 at the De Soto Hotel in St. 
Louis in conjunction with the Mid-Year 
Convention of the American National 
Retail Jewelers Association. 

Secretary Fred Sands gave a favor- 
able report on finance and membership 
indicating that there is a healthy balance 
in the treasury and that there are 117 

id members. President Harry L. 
Carter, Kansas City, gave a brief resume 
of his three years in office and read a 
report on legislative matters now pend- 


m4 dopting the nominations committee 
report submitted by George Porth, 
Jefferson City, the following officers 
were elected: Otto Kortkamp, Hess Cul- 
bertson, president; Ray Gardner, Kirks- 
ville, vice-president; Fred Sands, Mid- 
Continent Jeweler, Kansas City, secre- 
tary. 

Directors elected are: Harry L. Car- 
ter, Kansas City; William James, Brook- 
field; William G. Drosten, St. Louis; 
George Hale, Saxton; Joseph Jajic, 
North Kansas City; Milton Meyer, St. 
Charles; H. A. Peterson, Hannibal; Al- 
bert Zurcher, Sedalia; Ernest Maxwell, 
St. Joseph; Samuel Heffern, Heffern- 
Nenhoff Jewelry Co., St. Louis; Theo- 
dore W. Kamp Moberly, and John A. 
Buchroeder, Columbia. 

(Please turn to page 391) 








Original 
Headquarters for ... 


Repairing and Rebuilding 


EXPANSION BANDS 
& BRACELETS 


FACTORY METHOD— 
USING GENUINE PARTS 


All Work Fully Guaranteed—Price List 
Sent Upon Request. 


Servicemen’s Bands Returned By 
Return Mail. 


SPECIAL FEATURE 
Bands Replated Like New for Addi- 


tional 50c at Time of Repair. 


PROMPT SERVICE 


JEWELERS SERVICE CO. 


“Specialists in Expansion Bands and Bracelets” 


355 So. Broadway 


Los Angeles 13, California 
‘Michigan 9966 TUcker 2968 
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For the Memo, Pad 
April 
1-83—California RJA Convention, Hotel 
Biltmore, Los Angeles | 
1-3—Mid-South & Housewares Show, 
Ellis Auditorium, Memphis, Tenn. 
4-7—Memphis Gift Show, Hotel Pea- 
body, Memphis, Tenn. 
7-8—Nebraska RJA Convention, Pax- 
ton Hotel, Omaha 
15—NACJ Regional Meeeting, Seattle, 








Washington 

17—NACJ Regional Meeting, Portland, 
Oregon 

24—Mass. & R. I. RJA, Parker House, 
Boston 


28—Minnesota Master Watchmakers 
Association Convention, Hotel Nicol- 
let, Minneapolis 


May 


5-7—Michigan Jewelers 
Hotel Olds, Lansing 
5-6—Maryland-Delaware-Wash., D. C. 
RJA Convention, Emerson Hotel, 
Baltimore, Md. 
13-17—China, Glass & Housewares Show, 
Atlantic City Auditorium, Atlantic 


Convention, 


City N. J. 
19-22—-International Toy & Gift Show, 
Municipal Auditorium, San An- } 


tonio, Tex. 


' June 
16-18—Joint Convention, Virginia-North 
Carolina RJA, Hotel Charlotte, 
Charlotte, N. C. 


July 


29—Aug. 2—NACJ Annual Convention, 
Stevens Hotel, Chicago 

29-Aug. 2—National Jewelry Fair, 
Stevens Hotel, Chicago 


August 


26-30—ANRJA Annual Convention and 
Jewelry Show, Waldorf-Astoria, 
New York City. 








American Gem Society Will 
Hold Conclave in Toronto Just 
Before the ANRJA Convention 


The International Committee of the 
American Gem Society set August 22, 
23, and 24 for a Conclave to be held in 
Toronto. The Conclave thus not onl 
immediately precedes the New Yor 
meeting of the ANRJA scheduled to be- 
gin August 26, but affords easy access 
to that convention. The last national 
conference was held in New York in 
1944, 

It has been possible to secure the use 
of only 100 rooms at the King Edward 
and York hotels which, with double oc- 
cupancy, should accommodate about 150 
attending members. 

The program will concern itself main- 
ly with the usual business of the AGS 
membership and proposed advertising 
plans to be adopted. Several lectures by 
educators and practical gemologists in 
the field will constitute part of the pro- 
gram. It has not yet been determined 
whether or not there will be actual in- 
struction and practices in testing and 


. grading of gems on instruments. 
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We give you precision 
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ductions, smooth slick 
surfaces. 


We use scientific meth- 
ods that give excellent 
results, for we pride 

ourselves in being a 
pioneer in the field. ee. 

Castings made from Be: 
your models for your [e:: 
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For tops in casting 
for the Jewelry 
trade—Remember 





130 W. 46th ST., NEW YORK 19, N. Y. 
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VERY LEX 


EXPANDING 
SUPER FLEXIBLE — 


WATCH - BAND 










Soft but Safe- 
feeling grip 
makes it a 
pleasure to 
wear. 






On - and - off 
right over the 
hand. No 
clasp or buckle 
to bother you 
or break. 


Strongly con- 
structed. Best 
craftsmanship. 


Keeps its Stretch 
& “Snap-back’”’. 


Conforms to every 
wrist-movement. 


Gold filled top. Non-cor- 
rosive back. 


VERFLEX is the Watch Band that will 
give you complete satisfaction, in 
Smart Appearance, Convenience, 
Comfort—plus Safety for your Watch. 


ON SALE AT BETTER JEWELRY STORES 


If your Jeweler 
hasn't it 
write today to 


¥st 


409 PINE STREET, PROVIDENCE, R. |}. 








Jewelry Industry Representatives 
Diseuss Wage-Price Policy With OPA 


OPA plans to apply the new wage- 
price policy to reconversion industries 
were discussed on March 7 when officials 
of OPA met with 23 chairmen of ad- 
visory committees representing indus- 
tries which were wholly or substantially 
out of production during the war period. 

The OPA position with respect to the 
reconversion formula which is applied 
to arrive at ceilings on reconversion 
products was outlined by Griffith John- 
son, assistant director of the Consumer 
Goods Division. There is no change, he 
said, in the basic formula, which allows 
for 1941 costs, adjusted to allow for 
legal increases in basic wage rates and 
materials price increases. The basic 
change, he pointed out, is that the new 
wage-price policy permits OPA to give 
immediate consideration to current ma- 
terial cost increase and to wage increase 
approved by the National Wage Sta- 
bilization Board. The present task, Mr. 
Johnson said, is to recalculate the re- 
conversion formula, with relation to par- 
ticular industries to take into account 
approved wage increase and increase in 
the general level of materials costs, re- 
sulting from the new wage-price policy. 

The method to be followed, Mr. John- 


’ son said, is to bring industry surveys 


which resulted in earlier announcements 
of “increase factors” for particular 
products up to date. Members of each 
reconversion industry will be quickly 
contacted by OPA asking for up-to-the- 
minute information on approved wage 
increases which have been granted. 

Since OPA already has information 
concerning materials price increase it 
will be able to act quickly in recalculat- 
ing materials increase factors once it 
has up-to-date wage information. 

At the meeting’s conclusion, industry 
members present strongly urged that 
OPA abandon its “philosophy” which 
looks ‘toward increased labor produc- 
tivity in the production of civilian goods. 
One industry representative said that 
on the basis of seven-months’ operating 





THE BOYS FROM SYRACUSE 





Actually, they're not all from Syracuse, 
but that's where they and the rest of the 
New York State Jewelers Association will 
hold their annual convention on May 20. 
The convention chairmen, above, are, left 
to right, Ernest W. Frost, co-chairman; 
Henry J. Wilson, chairman; Al Grabowski, 
entertainment committee. In the rear, Earl 
Roth, treasurer; Thomas O. Murfitt, gift 
committee chairman, and W. Karl Meintel, 
dinner chairman. 





experience, it is believed that his indys- 
try can expect that labor productivity 
during the next few months, compared 
with pre-war turnout, will not go higher 
than 80 per cent. 

“Last July,” he said, “the theory of 
increased labor productivity probably 
was an admissible one. But now it is no 
longer an academic question. After 
seven months, our industry is getting 
not more than 50 per cent of pre-war 
productivity. It is just too much to ex- 
pect that men who for four years have | 
forgotten how to work will come back 
and immediately produce goods in 
greater volume than ever before.” 

Industry representatives also recom- 
mended that OPA give consideration to 
allowing total costs in recalculating the 
reconversion formula, to include such 
items as “fringe” wage increases, salary 
adjustments, and increased overhead ex- 
penses. 

Among those attending the meeeting 
were R. C. Cosgrove, Crosley Corp, 
Cincinnati, Ohio, chairman, Radio Sets 
Committee; C. M. Kendig, Hamilton 
Watch Co. (representing Albert Potter 
of Elgin National Watch Co., Elgin, 
Ill., chairman, Jewelled Watches Com- 
mittee); E. M. Greene, General Time 
and Instrument Co., New York City, 
chairman, Clocks Committee; and Miles 
E. Robertson, Oneida, Ltd., Oneida, 
N. Y., chairman, Silver Plated and Stain- 
less Steel Flatware Committee. 
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IMPROVED 


Made of one piece. No solder 
No seams! Strong and durable 
Each one fully guaranteed 
Made in 14K Gold and Stabrite 


Sold through the 


Wholesale Jeweler 


or write, giving us your whole 
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IMPROVED PRODUCTS MF’G. CO. 


21 Audubon Ave New York 32, N. Y 
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Quotes - a Highlights of Speeches at 
ANRJA Mid-Year Annual Conference 


Retailers are people . . . with sound 
jdeals and loyal principles grounded in 
their responsibility in working for and 
supporting a greater and better America. 
Across the counters of a- million and 
one-half stores the human needs and 
wants of its entire population are 

d. 

wi senator friend of mind, recognized 
as one of our most astute and practical 
statesman, once upon the Floor of the 
Senate stated . .. . “You had better be 
mindful of these retailers, because across 
the counters of their stores throughout 
the land, they are the last persons to 
talk to the people before they go to 
the polls to vote.” I have chosen the 
tile of my address “Are Retailers 
People?” in the hope that you will give 
your full support and cooperation in 
exercising your right as “people” to pro- 
tect and use with equal prestige this 
same privilege that has proven so help- 
ful and advantageous to others. Yes, 
I do believe “Retailers are People”... 
fine people . . . and, as jewelers wouid 
say, 18 karat. 

George Gayou, executive secretary, 

Missouri RJA 
q In this market of the last few years 
we have all rightly put our emphasis on 
buying. We are buying all the goods 
we can get from every legitimate source 
of supply. Turnover is not a problem; 
obsolescence is not a problem; mark- 
downs are not a problem. But we know 
that this market will not hold forever. 
The time is perhaps not too far distant 
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RONSON —the outstanding 
leader in the lighter field, famous 
for its patented one-finger, one- 
motion action. We are proud to 
be identified with this famous 
product. 


WRITE for Our FREE Monthly 
Bulletin — ‘NEW ARRIVALS" 
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| Pactically everything sold or used in atewelry shore 
Scranton, Roane. 
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when production will catch up with de- 
mand in many of the items that we sell. 
More careful buying with proper em- 
phasis on turnover to prevent unneces- 
sary obsolescence and mark-downs wil 
again rule good management policy. At 
that time, the wholesaler’s inventory will 
again be the vital and most essential 
reserve stock uf the retail trade. 

There is a corollary advantage for the 
retailer in the wholesaler’s inventory. 
The wholesaler’s line is the composite 
of the best items of many manufac- 
turers. When the retailer sees the line 
of one or more representative wholc- 
salers, he is actually reviewing the top 
merchandie of scores of factories. In a 
matter of a few hours he can complete 
buying that would take days of time 
if it were necessary to look at the in- 
dividual offerings of each manufacturer. 
And this time saved in buying from the 
wholesaler is only one of the important 
savings. Think of the time saved in 
checking incoming shipments, in keep- 
ing accounts payable records, in writ- 
ing checks. Consider the delay in wait- 
ing for multiple shipments to come from 
long distances and the extra transporta- 
tion costs that would be involved if the 
buying you do through the wholesaler 
were done direct. 

Silas B. Reagan, president Naticnul 

Wholesale Jewelers Association 


q Bear in mind that the average con- 
sumption of jeweled watches during 
the five years preceding our entry into 
the war was 5,100,000, whereas the aver- 
age imports of jeweled watches per 
annum since 1941 were 7,046,000. Natu- 
rally, we would like to see the sales 
keep high, but if we have these con- 
tinued imports plus the volume the do- 
mestic manufacturers are going to 
produce, you will have an over-sold and 
over-produced position. Then, there 
will be sold some 1% million non- 
jeweled wrist watches and 5 million 
non-jeweled pocket watches in 1946. 
These, too, have not been available for 
four years. Wouldn’t you rather sac- 
rifice a few sales now, when large sales 
of other merchandise are _ available, 
than to face a glutted market later on, 
which is bound to occur if these huge 
imports continue? 

T. ‘Albert Potter, president 

Elgin National Watch Co. 
q With the enormous debt of nearly 
300 billion dollars hovering over us, no 
one wants to see the United States fail, 
repudiate its debt, or confess bank- 
ruptcy. A proper levy of taxes, where 
they will provide the necessary revenue, 
with the least injury to business and 
with fairness to each individual will 
solve the problem .and avert a finan- 
cial catastrophe. We are, all of us, 
interested in the welfare of America 
—We all want to pay our share, 
the rich in proportion as they have 
prospered and the smaller income 
in its modest way. ... I would elim- 
inate politics from taxation debates, 
substitute fairness;—let the law makers 
sit down with those who contribute the 
big revenue, and in earnest discussion 
try to reach solutions that will not only 
provide satisfactory revenue but elim- 
inate the inequalities. 

Frank Pfeiffer, vice president 

N. W. region, ANRJA 
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NOW AVAILABLE 


‘BABY FORK & SPOON SETS 
STERLING 





IMMEDIATE DELIVERY 


Sterling Baby Fork & Spoon Set 
siamese $49.20 doz. boxed 


ALSO AVAILABLE 

Sterling Bent Handle Baby Spoon 

$27.00 doz. boxed 
Sterling Baby Cups..... $60.00 doz. boxed 
Sterling Baby Porringers........ $7.50 each 
Sterling Baby Pushers......... $24.00 doz. 
Sterling Baby Napkin Ring 

$33.00 doz. boxed 
Oe 5s ox én cevasen $30.00 doz. 
Sterling Cold Meat Forks .... 


All Prices Net F.O.B. N. Y. 


A. B. FRANK 


9 MAIDEN LANE 
NEW YORK 7, N. Y. 
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DIAMONDS 


MELEE 


— All Sizes — 


GENUINE 
WHOLE 
PEARLS 


— All Sizes — 


GENUINE 
RUBIES & 
SAPPHIRES 


Squares, Rounds and 
Fancies 


TIGEREYE 
CAMEOS 


— All Sizes — 


BLACK ONYX 


Plain or Drilled 


SYNTHETIC RUBIES 


MAX STERN «co 


Importers 


17-23 John St. New York 
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Army Still Frowns On 
Modifying Discharge 
Emblems in Any Way 


Attempts have been made by various 
manufacturers to market lapel insignia 
closely resembling the official honorabie 
discharge emblem that is granted to 
veterans of World War II. One such 
effort was commented upon editorially 
in the February issue of JEwevers’ Cr- 
cuLaR-KrysTone (page 372). 

The Army authorities have now for- 
bidden the sale of these items re- 
sembling the official emblem. The only 
lapel ornament of this nature which may 
be sold is the official emblem itself witi- 
out change or modification. This em- 
blem may be sold only to actual dis- 
charged veterans for their own use and 
the retailer must require the veteran to 
produce his discharge certificate at the 
time of making the sale. 

The latest effort to produce a modi- 
fication of the emblem is one in which 
the manufacturer has taken the stand- 
ard button and added to it below the 
eagle and circle, various enameled bars 
which are miniature reproductions of ser- 
vice and award ribbons. 

The Army, however, refuses to give 
its approval to this device and unless 
and until they do, any retailer who might 
attempt to sell them will do so at his 
own risk. 


Fred C. Kielman New President of 
Jewelers’ Fraternal Association 





Fred C. Kielman was elected president 
of the Jewelers’ Fraternal Association 
at the annual meeting held March 14 at 
Schwartz’s Restaurant. Mr. Kielman 
succeeds W. E. Gray. Sol Gordon who 
last year was secretary of the Board 
of Governors, was elected vice-president 
and William Underwood, reelected secre- 
tary-treasurer. 

Those selected to serve on the Board 
of Governors are Fred C. Kielman as 
chairman, Wheaton E. Gray of the 
Jewelry and Cutlery Novelty Co., im- 
mediate past president; Harry Blasi of 
Barrasso & Blasi, Newark, secretary; 


FRED C. KIELMAN 





Julius Hurley of Hurley Watch Co.; 
Andy Anderson of Ripley & Gowan, all 
for a term of one year. Elected to serve 
two years were Joseph Kornbrodt and 
Edwin Schusty. 

The loss by death of five members dur- 
ing 1945 was reported, together with 
election to membership of an equal num- 
ber, thus continuing the roster of 200 
members. 

Recommendation from the board to 
reduce the maximum age of applicants 
from 50 to 45 was voted upon and 
passed. 
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CPA Halts Most Retail 
Construction to Provide 


Housing for Veterans 


All building, with the exception 
vitaily needed housing was halted Ma 
the Civilian Production Administratio 
on March 26 in a drastic move to“help 
provide housing for veterans. Known as 
Veterans’ Emergency Housing Program 
Order No. 1, the measure prohibits the 
starting of construction of 
tial” building projects. 

Construction work started before the 
date of the order is not affected, but no 
new construction or repairs to existing 
structures can be undertaken without ex- 
press authorization of the government. 
Exempted by the order are retail con- 
struction jobs of less than $1,000, 


“less essen- 





———— 





National Jewelry Fair 
(From page 365) 


Co.; Stein & | llbogen Co.; Stern, Ed- 
ward L., and Company; Stern, Louis 
Co.; Stern & Stern, Inc.; Strat-O-Line 
Rings; Swartchild & Co. 

Toepfer, S., Inc.; Tolchin Company; 
Twentieth Century Company; Ulrich 
Associates. 

Wadsworth Watch Case Co.; Walburt 
Company; Waltham Watch Co.; Warner 
Jewelry Case Co.; White, J. J., Mfg. 
Co.; Wiesen-Hart Press; Wolf & Klar 
Wholesale Supply Co.; Wolfseim & 
Sachs, Inc.; Wood, J. R., & Sons, Ine.; 
Woods, Patrick; Wyler Watch Agency. 








- CLIFFORD A. MILLER & CO., Ine. 














Earrings in various patterns in 14 KT 
Green and Red Gold 


St. Christopher Key—14 Kt in three 


sizes; also Bill Clips, Charms and 


Links to match 

Love Knot Ring—14 Kt Red and Green 

Gold Combination in four sizes; Ear- 

rings, Cuff Links and Studs to mato 
Our comprehensive line of 
Geld, Platinum and Enam- 
eled Novelties, including 
Vantty, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


Manufacturers 
64 West 48th Street 
New York 
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R. A. Carmichael, formerly of Walter 
Lampl, is now associated with Murray 
Siegel Jewelry Co. Mr. Carmichael will 
cover the west coast with the Murray 
line of hand made solid gold jewelry. 

Re-elected to the presidency of the 

Metropolitan Retail Jewelers Associa- 
tion is E. Belman, Other officers 
elected for the 1946-47 term are M. 
Wexler, first vice president; J. Weiss- 
man, second vice president; A. Wolf, 
treasurer; Samuel Horowitz, general 
secretary, and I. Pearl, sergeant-at-arms. 
4 The Rev. Ben Richardson, prominent 
Negro leader and associate editor of The 
Protestant, was the guest speaker at the 
March meeting of the New York Jewel- 
ers’ Benevolent Association. 
q Nathan Engel of N. Engel & Com- 
pany left for Switzerland early in March 
on the Queen Mary, accompanied by the 
firm’s stylist. N, Engel & Company im- 
ports Avalon watches. 

Jason Raum is the new salesman at- 
tached to the New York office of Louis 
Sickles, 22 West 48 St. Mr. Raum 
handles the New York, New Jersey and 
Connecticut territory. 
qS. Korff & Son, manufacturing jewel- 
ers located in Philadelphia, have opened 
a modern show room and branch office 
on the sixth floor of 505 Fifth Avenue. 
Mel Bruder is in charge of sales. 

q We hear tell that Herbert Ollendorf, 
president of the Ollendorf Watch Com- 
pany, caught the biggest dolphin ever in 
the waters around Havana, Cuba where 
he is vacationing. It was so big, in fact, 
that the Havana Post described the 
catch in its column, “Waves from the 
Water Front.” 

q William Bornstein, recently discharged 
from the Army Air Forces and formerly 
with the Kingoff jewelry chain, is now 
connected with L. Luria & Son Inc., 160 
Fifth Avenue. 

q Harris Jewelcraft, a Baltimore firm, 
has opened a New York office at 29 West 
34 Street. The company, headed by Lee 
Harris, specializes in better costume 
jewelry. 

q With an eye toward foreign markets, 
the Nation Wide Watch Co. has changed 
its name to World Wide Watch Co. The 
address remains the same—9 Maiden 
Tane. The company carries a complete 
line of materials and specializes in re- 
pairing and refinishing watches for the 
trade. Bernard Bloom, founder, who was 
with the Army for over three years, has 
returned after 28 months overseas and 
has resumed his active position as part- 
ner in the firm. 

q The resignation of Miss Zelma Sha- 
piro, head of the N.Y. District OPA 
Durable Goods Enforcement Unit, was 
announced recently by Callman Gottes- 
man, Chief Enforcement Attorney for 
the district. Her resignation is effective 
today. Miss Shapiro will resume the 
private practice of law at 120 Broad- 
way, Manhattan, where she will be as- 
sociated with the law firm of Rooney 
and Levine, Miss Shapiro, head of her 
unit since 1944, joined the OPA in May 
1943, as a Senior Enforcement Attorney 
in the national office of the OPA in 
Washington, D. C. She was assigned to 
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the N. Y. District office in October 1944. | 


q Payment of $4,527.50 in settlement of | 


an OPA damage claim for overcharges 
to retailers and jobbers by the Nu-Life 
Corp., 15 Maiden Lane, Swiss watch 
wholesalers, has been announced by the 
New York District office. 
q Max Stern of Max Stern & Co. was 
reelected president of the Precious Stone 
Dealers Association at its annual meet- 
ing on March 14. The largest attendance 
in the group’s history was chalked up 
at this, its sixteenth annual meeting. 
Other officers elected were Arthur 
Starke, of Edward Starke, vice-presi- 
dent; George J. Klinick, Heller-Hope 
Co., treasurer; 
Lassner & en secretary. Directors 
are Morris Berger, Robert Dreher, Sol 
Gordon, C. Frederich Loch, 
Wolleman. 


q Four members of the staff of Ollen- | 


dorff Watch Company, Inc., 20 West 
47th St., are now members of the firm. 
All associated with the company for 
many years, the four men are Morton 
Ollendorff, Jr., Adolph Ross, Sol Raskin 
and Joseph Viess. 

q Harry Gross of Royal Jewelers was 
elected president of the Bronx Retail 
Jewelers Association last month. Other 
officers are L. Moses, secretary, Murray 
Max, financial secretary; I. Hirschhorn, 
treasurer; A. Siegel, sergeant-at-arms; 
Sam M. Jacobson, chairman of the 
Board. Trustees are B. Kurtzman, A. 
Siegel and I. Geffen. 

q Louis Friedman, of Louis Watch Co., 
580 Fifth Avenue, New York, will sail 
for Europe early in May to visit the 
firm’s factory in Switzerland. He ex- 
pects to stay about two months. 





Lloyd V. Lassner of | 


and Leo | 











New York Horos Celebrate Eightieth 


Anniversary; Oldest Watchmaker's 
Association in the Country 


The March meeting of the Horological 
Society of New York marked the groun’s 
eightieth anniversary. A short talk by 
President James O’Shaughnessy outlined 
the history of the oldest watchmaking 
organization in the country. 

Feature of the evening was a round- 


table discussion of the problems of oil- | 


ing of watches. Six members, discussed 
the question and the consensus of opinion 
held that oil should be used sparingly, 
if at all. Henry B. Fried, secretary, an- 
nounced that a questionnaire would be 
sent to members on the subject and that 
a report would subsequently be made. 





If You Belong to Psi Delta Omega 
This Is important To You 





The horological fraternity of the Brad- | 
ley Polytechnic Institute requests that | 


all alumni members advise the alumni 
chairman of their present address as 
various requests have been received for 
the addresses from members. Address 
letters to the Alumni Chairman, Psi 
Delta Omega, Bradley Polytechnic Insti- 
tute, Peoria, IIl. 








SIMONSBROS.CO. 
THIMBLES 


PHILADELPHIA 








269 So. 9th ST. 








Gelco 


NECKEAG ES 


JACK J. FELSENFELD 


NY 








SILVER and GOLD 


CosTUME JEWELRY 
Sold Thru Wholesalers only 


JosEPH A. RIcH 
198 Broadway New York, N. Y. 














ETERNA WATCH COMPANY 


OF AMERICA, INC. 
MAKERS OF FINE WATCHES 
SINCE 1856 


580 FIFTH AVENUE, NEW YORK 
Telephone BRyant 9-8660-8689 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


/ ont I tele j 
o£, 7: BELA 


f 





ENCRUSTERS 
STONE RINGS ENGRAVED 


@ DRILLERS 
@ GEM CUTTERS 


e@ CRESTS 

@ COATS-OF-ARMS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Bsatimates furnished without obligation 


BRAUNFELD & MEHLMAN 


108 Fulton St. New York, N. Y. 














BEAD SPECIALIST 
All kinds of Genuine Stone Bead Neckloces 
Earrings Semi Precious Stones 


Selections on request to responsible Jewelers 
Neek!: lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 
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TAG & STAMPING CO. 


CELLULOID 
PARCHMENT, ETC. 


Send for Catolcg 


277 HALSEY ST. 


NEWARK 2, N. J. 








ATTENTION ... 


Manufacturers—Jobbers— 
Retail Merchants... 


who have any surplus merchandise pertaining 
to the jewelry business. We are in the position 
to sell your surplus or discontinued merchan- 
dise for you, and get the TOP DOLLAR. 


We conduct an AUCTION SALE monthly and 
we have a fine clientele of over 100 good live 
buyers that attend our sales and are fighting 
for merchandise. 


We invite you to come up and attend our 
sales and see how they are conducted. 


— OUR CHARGE IS VERY_NOMINAL — 
@ NO LOTS TOO LARGE OR TOO SMALL e 
° Industrial Natl. Bank of Chi 
Ref: ping jied a Gab — 


HARRY WEISZ & CO., Auctioneers 


39 S. State St. Chicago 3, Ill. Dearborn 1684 








REPAIRING of JEWELRY 
IN ALL ITS BRANCHES 
Alse 
SPECIAL ORDER WORK 
ESTABLISHED i910 
M. J. STERN 
61 Beekmen St. New Verk City 














LOOKS BETTER 
SELLS EASIER 


See SAGITAR MFG. CO., ad 
ON PAGE 328 




















Costume Jewelry 
s 


we PS 7 EARRINGS 
BETTY ———=STRAHL 


385 rifth Ave. e NEW YORK e MU. 5-5519 
SHOWROOM HOURS: 1:30 to 5°30 P.M 


PEARLS pm 
Neo 


WATCHES 


380 








Industrial Diamond Group Formed 
To Promote, Publicize Industry; 
A. D. Leveridge Executive Director 


To promote the progress and develop- 
ment of the industrial diamond and 
diamond tool industry and its service to 
American Industry is the aim of a new 
trade association just formed by a 
group of leading industrial diamond 
firms. This fills a long felt need in an 
industry that is of increasing importance 
to the modern mechanical processing. 


It will be known as the Industrial 
Diamond Association of America, with 
headquarters in New York. Athos D, 
Leveridge of 501 Lexington Ave., New 
York, formerly Chief of the Diamond 
Dies Section of the War Production 
Board, Washington, has been named 
Executive Director and also Secretary- 
Treasurer. The charter membership of 
the association is composed of manu- 
facturers of diamond tools as well as the 
processors, importers and distributors of 
diamonds for industrial purposes. 

The association’s program of service 
to industry is ambitious, and it will 
stress the importance of research, in the 
usc and manufacture of industrial dia- 
mond tools, that will lead to better 
products throiigh which the consumer 
will benefit. ‘ ; 


The following officers and directors 
were elected at the organization meeting: 


The president is Harvey B. Wallace, 
president of the Wheel Trueing Tool 
Company of Detroit; Ist vice-president, 
I. J. Meade, vice-president of the U. S. 
Industrial Diamond Corp,, New York; 
2nd_ vice-president, Charles J. Koebel, 
president of Koebel Diamond Tool Co., 
Detroit. The directors include Irving R. 
Berk of the Midwest Diamond Service, 
Chicago; Louis Chambre, vice-president 
of Balloffet Dies & Nozzle Co., Gutten- 
berg, N. J.; Stephen W. Hofman, for- 
merly Chief of the Industrial Diamond 
Section, W.P.B., but again in private 
industry; Frank E. Koebel, president 
of J. K. Smit & Sons, Inc., New York; 
Harold deS. Mendes of the Mendes Dia- 
mond Sales Co.; James A. Ross, presi- 
dent of Sprague & Henwood Inc., 
Scranton; H, R. Spandel, importer, 
New York, and Charles Ullman, of As- 
sociated Diamond Co., New York. 





Germanium, Used in Radar, May 
Become Jewelry Metal, Mining 
Engineer Tells Learned Body 


Germanium, a metal produced in the 
United States at the rate of one ton 
annually, may become an important jew- 
elry metal, according to an Ohio metal- 
lurgist who reported his findings at the 
annual meeting of the Institute of Min- 
ing and Metallurgical Engineers last 
month. 


Dr. Robert I. Jaffee of the Batteile 
Memorial Institute, Columbus, Ohio, said 
the germanium could be alloyed with 
gold on an 88 per cent gold basis, and 
because of its physical properties could 
be used either for jewelry work or for 
dental inlays. 


Germanium was discovered by a Ger- 
man scientist in 1886 as a by-product of 
cadmium, but was not used until recently, 
when it was applied as a rectifier in 
radar equipment. 








William Dorrety After Fifty Years 
Still Going Strong as Designer 
Of Emblematic Jewelry in Boston 


Applying art to emblems, William ¢ 
Dorrety, founder of Dorrety of Boston, 
began working in Room 806 in the 
Washington Bldg., just 50 years ago— 
April 16, 1896. 

Today, he’s still at his bench, turning 
out school emblems. In a special show. 
case in his office, there are pins for 
schools and organizations which he de- 
signed more than 40 years ago. Today, 





William C. Dorrety, founder of Dorrety of 

Boston, starts his 50th year this month in 

the manufacturing of school jewelry in the 
Jewelers Building. 


he is still supplying. many of these 
with the same design he originated. 
During recent years, the natural ex- 
pansion of the field has grown to include 
many service pins for industrial and 
business concerns. 
Today, many an industrial tycoon is 


-wearing a Dorrety-designed and manu- 


factured service emblem—and undoubt- 
edly has tucked away somewhere in his 
keepsakes the grammar school or high- 
school pin—perhaps even a college or 
fraternity emblem—which also was de- 
signed and made by Dorrety of Boston. 





Clint Holt Elected President 
Of Missouri Horological Group 
At First Post-War Meeting 


The Missouri Horological Association 
held its first convention since the war 
period, Sunday, March 10, in the Statler 
Hotel, St. Louis, starting with a luncheon 
at noon, with every section of the staic 
represented. The convention session was 
conducted by President Clem M. Wolff 
of St. Louis. The following officers 
were elected for the ensuing year: Clint 
Holt, Jefferson City, president; George 
Strother, Festus, first vice-president; 
Halsey Wiley, Kansas City, second vice- 
president; W. Robert Hastings, Joplin, 
third vice-president; Robert W. Pieschel, 
St. Louis, fourth vice-president; Frank 
Lamb, Columbia, secretary; Walter G. 
Stephenson, St. Louis, treasurer. 


et 








” CHOKERS—BRACELETS — MEZUZAH’S— OTHERS 








COMPLETE LINE OF SIGNET RINGS 
Men's—Boys'—Babies’ 


— TO JOBBERS ONLY — 
L. FRANKFURT & CO. 
82 BOWERY NEW YORK 13, WN. Y. 
Special Casting Dept. to the Trade 
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STRANGELY ENOUGH by Walter Galli 








12.90 eo 
° An ex. 
klaces, Rich te beauty 
lucite bose,” aver 


1233 Avenue of the Americas, New York 19 








ART-CRAFT JEWELRY 60. 


FINE 
GOLD JEWELRY 


using better opals, zircons, 
moonstones, amethysts and 
topaz set in earrings, pins, 


SS 
> SSS 





FOR EACH 


UNUSUAL AND rings and bracelets. 






rors yA INTERESTING FACT 
BOuT JEWELRY 
# USED IN THIS 1 West 47th St. New York 19 





eo COLUMN... 


le 
one Mu“ WA eg cr 
Z x 2 by PS «_. PERUVIAN 
ep wh? STERLING SILVERWARE 
t INS v ‘ 925 fine 
ONE DAY A MICHIGAN FARMER REMOVED Handmade Bracelets and Pins of 


HIS VEST AND HUNG ITON A FENCE , 
BEFORE GOING TO WORK IN THE FIELDS cast or filigree silver. 














aay 
ito --BEFORE HE COULD PREVENT IT A CALF nary 
ONE OF THE WORLD'S MOST FAMOUS BEGAN CHEWING ON THE VEST--MANAGING Household goods, cutlery etc. 
GEMS, THE FLORENTINE DIAMOND, TO SWALLOW A POCKET WITH THE FARMER'S — saint hed ities 
(139% cARaTs), WAS LOST BY CHARLES GOLD WATCH IN IT! HOWEVER, SEVEN peers ee ee 
THE BOLD IN THE BATTLE OF MORAT, YEARS LATER WHEN THE COW WAS BEING ee ay ee 
Sea Fes . org yn rtyied WHO preteen ba bl Lis or WAS oe OF A eee oe 
IT THOUGHT IT WAS A PIECE EEN HER LUNGS 
OF GLASS--HE SOLD IT FOR 440 CENTS! ||| --1T WAS IN PERFECT CONDITION ENRIQUE KAUFMANN ROOS 


P.O.B. 886, Lima, Peru 





IT IS VALUED AT ONE MILLION DOLLARS... 
THANKS To FRANCIS ARTHUR--WATCH REPAIR -- 


++ CONTRIBUTED BY S.L.SORRENTINO “ 
39! CLIFF ST., FAIRVIEW, Atv. ’ SUNNYSIDE SANATORIUM-- /NDIANAPOLIS 44, INDIANA... 























ATTENTION 
MANUFACTURERS & JOBBERS 














Michigan Jewelers Have Plan To — — saaiiamatemds = icity" Ladies & Gents 
: embers of the Norfolk-Portsmou as s ngs 
Keep Jewelry in Jewelry Stores (Va.) RJA have agreed to close Prompt end Courtecus Service 
But Won't Tell Until Convention Wednesdays at one o’clock during June, | SUPERIOR JEWELERS 
July and August. They also went on | |_170 East 51st St. New York 22, N. Y. 

With the trenchant slogan, “United record at their last meeting as favoring | . 
we prosper, divided we liquidate,” the the daylight saving plan now in use in 
Michigan Retail Jewelers Association ‘s these cities. Meetings of the group are STONE DRILLERS 


all set for its 1946 convention, to be now held every two months instead of 
held at the Hotel Olds in Lansing on | every month. The next will be held ONYX—AGATES 


May 5, 6, and 7. —_* —— JACK FLEISHER 


In an announcement sent to all mem- 





ber jewelers, Albert Nieboer, president, | Luria Opens Miami Branch 71 Nassau St. New York 7, N. Y. 
urged attendance at the first Michigan | L. Luria & Son, Inc., 160 Fifth Ave., CORTLANDT 7-3374 
convention in three years. Plans for the New York, announces the renting of 


building at 400 S. W. Second Ave., 


meeting include demonstrations by ex- 
Miami, Fla., in which will be established 

















perts on store remodeling, display tech- 
niques and sel'ing. a a showroom of over 7,000 square feet, PLATINUM CASTING 
amg an unprecedented plan, Mr. = - po ‘aaa gp Raggy oe = Specializing in Ring Mountings 
a cer urged jewelers to attend the operations, with complete lines, will som- CLEANER RESULTS 
_* — find bance hace to A asics: mence on or about June 1. The area Filing and Polishing if Desired 

g, hardware, shoe, beauty shops an served from the Miami branch will con- 
department stores from taking away sist of the southern part of the United 60 nf tAR M ONY JEWELERS N. J. 
your business.” States. ; : 
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* DIAMONDS 


WATCHES - / ey. Ya 
CLOCKS : JEWELRY : SILVERWARE 
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WASHINGTON ST. MASS. 


eretuals Co. dnc. 








K. NYGAARD 


Formerly 


srg PARIS 
NEW YORK 


GENEVA 


Jeweler and Model Maker 
Platinum — Gold — Palladium 
High Class Hand Made and 
Mfg. Jewelry and Watch Cases 
for 
Retailers ¢ Manufacturers 
Stone Dealers © Jobbers 


42 Bank St. Waterbury, Conn. 

















RING and WATCH MANUFACTURERS 


Swiss type lapping machines; fast cutting 
lapping wheels; worn wheels replaced with 
new lapping alloy; special quadrants; ring and 
watch collets; shop problems solved. 
ALKA PRECISION TOOLS 

and EXPERIMENTAL WORK 
47-14 Fresh Meadow Lane, Flushing, N. Y. Fl. 7-8232 











NICKEL SILVER 
PHOSPHOR BRONZE 
THE SEYMOUR MFG. CO. 


SFYWOUR, CONN. 








WATCH ATTACHMENTS 


14 K. GOLD 
POPULAR PRICES 
Immediate Delivery 


Sy lunén pewe lny we 


580 Sth Ave. New York 19, N. Y. 
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Kerel Go'denm Steviing 
end STERLING SILVER 
REAL STONE JEWELRY 

So'd direct to rete ters 


W. £&. RICHARDS CO. 


emae «108 Fe 





\- mS a FINE STERLING 
\ ? HOLLOWWARE 
‘ and 
Y) P YY AUTHENTIC ANTIQUE 
— — REPRODUCTIONS 
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72K STREET 
BOSTON, MASS. 














q Directors of the Massachusetts & 
Rhode Island Retail Jewelers Associa- 
tion met at the Hotel Bellevue on March 
20, and completed final plans for the 
annual convention at the Parker House 
on April 24 Following the afternoon 
speaking programs, there will be the 
banquet, entertainment, and an evening 
of dancing. ‘ 


q Gordon Haerr, son of “Doc” Haerr, 
of the Gruen Watch Company, recently 
discharged from the Army, has joined 
the firm of Smith & Zaff, jewelers Build- 
ing, and will travel out of Cincinnati 
for this company in Ohio, Kentucky, and 
West Virginia. 

q Six Boston jewelry firms, all members 
of the American Gem _ Society, have 
agreed, until July 1, to identify and 
test free of charge any gems obtained 
by servicemen overseas. The firms are: 
Shreve, Crump & Low; A. Stowell Com- 
pany; Thomas Long Company; Smith- 
Patterson Company; Trefry & Part- 
ridge; and Kennard & Company. 
Gemologists at these six firms will test 
at least three stones for each veteran 
or serviceman, or will arrange to have 
the stones sent for examination to one 
of the laboratories of the Gemological 
Institute of America. In case a stone 
cannot be tested in the store, the only 
cost to the veteran will be that of ship- 
ping and insurance. These registered 
jewelers point out that many of the 
diamonds “liberated” in Europe, or the 
rubies purchased in India, have been 
found to be practically worthless, while 
others. have proved to be valuable. 


q Expansion of the D. C. Percival Com- 
pany into the Washington Bailding has 
resulted in a considerable amount of 
reconstruction work, with installation of 
new showcases and desks. The present 
switchboard is being moved, and a com- 
plete redecorating job is being under- 
taken. This firm has taken on two more 
returned veterans, Cornelius McCarthy, 
Jr., in the shipping room, and Walter 
M. Bain, in the Diamond Department. 
There’s also a new bookkeeper, Mrs. 
Berry. 

q In line with the new retirement policy 
instituted at the D. C. Percival Com- 
pany, with pensions for those over 65 
or who have served over 20 years, Louis 
J. Kibler, 52 years with the firm’s mate- 
rials department, has just retired and 
gone to Florida for a vacation. Miss 
Mary R. Noonan, bookkeeper for 24 
years, also has just retired. 


q Melvin Lewis of the Colton, Lewis 
Company, Washington Bldg., is planning 
a buying trip to England in July. This 
firm recently opened a Chicago office at 
36 South State Street, placing David 
Bass in charge there. 

4q New showcases and wall cases, with 
plenty in the way of new paint and 
lighting fixtures are being installed by 
Frank Green, who left the repair de- 
partment of Louis A. Jacobson to open 
his own place in the quarters formerly 





NEW RAGLAND 


occupied by David Goldwasser in the 
Jewelers Building. 

q Robert T. Johnston, who suffereg a 
severe accident when his car Slipped off 
its jack, is now able to slip his arm oyt 
of the sling occasionally, and is active 
enough to permit his daughter, Mrs 
Lillian Hayes, to enjoy a Florida vaca. 
tion trip. 

q Margaret Dunn, Danny Coll, and Jerry 
Garten have been taken on as new 
workers by the rapidly expanding firm 
of Harkins & Murphy in the Jewelers 
Building. New stock rooms are being 
filled as shelves are installed. 

q Expansion of the Harkins & Murphy 
Company into Room 409 meant several 
changes in adjacent offices. John 5, 
Lowell, who occupied Room 409 for 
nearly 50 years, has gone in with H. ¢. 
Lawson, Room 410. Ben: Schildmier, 
who was in Room 410 with the Lawson 
Company, has moved to 44 Bromfield 
Street. Lawrence Berry, also with Law- 
son’s for a number of years, has gone 
to 44 Bromfield Street. Redecorating 
has been done in both rooms. 

q Modernization of the Boston Diamond 
Company, 704 Jewelers Building, jis 
about completed and a number of new 
machines have been installed. 

q On Feb. 15, Maurice Lait took over 
the sole ownership of the Style-Rite 
Novelty Company, 508 Jewelers Build- 
ing. 


“¢ Ellis J. Freedman, who for many years 


covered New England jewelry circles, 
has opened up a new wholesale business 
in Room 803, Providence Building, taking 
into partnership with him a son Arnold, 
just out of the Army. Two more boys, 
Robert and Bert, now in service, will 
join the firm after their discharges. 

q The firm of Church & Company is put- 
ting the finishing touches on its new lo- 
cation, 47 Winter Street, including a 
pair of stainless steel wall cases just 
inside the main doorway on the street 
levels. Probably the only store in New 
England to occupy an entire top floor 
of an eight-story building, the firm re- 
cently received permission from the 
Board of Collegiate Authority to train 
veterans under the Veterans Training 
Program. Plans are under way to put 
on several veterans shortly. 

q The Paris Silver Company, 36 Brom- 
field Street, has been sold out to Leo 
Jacobson, formerly with Gorden Broth- 
ers, 18 Providence Street. 

q Miss Eileen Wollack has just joined 
the crystal grinding department of 
Swartchild & Company, Washington, 
Bldg. 

¢ Miss Rita Kapstein, bookkeeper with 
Joseph Gann, Washington Bldg., is on 
an extended vacation trip in Bermuda. 
q Henry F. Munsey, jeweler and op- 
tician, has just taken over the J. S. Rice 


. Company, 413 Cambridge Street, Cam- 


bridge, Mass. 

q In line with the plans of the Eastern 
Guild of the American Gemological So- 
ciety to hold two meetings each month, 
one of beginners and the other for ad- 
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yanced members, the March meetings 
took place on the 12th and 15th. Dr. 
Frederick K. Morris, of Massachusetts 
Institute of Technology, presided at 
both meetings, and talked on crystal 
systems. There was good attendance ut 


h sessions. 
“¢ Thomas Long Company’s Em- 


he 
saad Association held its annual 
F eeting with installation of newly 


elected officers in the Blue Room of 
Steuben’s Restaurant on March 15. The 
following officers took over their duties 
for the coming year: president, Jessie 
Luongo; vice-president, Gladys Gross; 
secretary, Margaret Whalen; treasurer, 
Ann Joyce; assistant secretary-treasurer, 
Emma Christie. Directors: Thomas 
Rucker, Eleanor Clements, Virginia 
Bolwell, and Robert Flynn. 

The annual Boston Gift Show at the 
Parker House during the first week of 
March drew scores of out-of-town buy- 
ers from all parts of New England. 
Among those noted in the shuffle and 
bustle were: Mr. and Mrs. Ed. Beaulieu, 
George Springer Co., Portland, Main-; 
Mr. and Mrs. N. O. Cote, Bellows Falls, 
Vt.; Leo Cote, Littleton, N. H.; Mr. 
and Mrs. Fred Allen, and Sylvia Quimby, 
Claremont, N. H.; Myer Lippa, Burling- 
ton, Vt.; A. LeVasseux, Mr. and Mrs. 
M. A. Noury, and Joseph Dejardines, 
Manchester, N. H.; Robert Abbott, 
Lowell, Mass.; Robert Brennan, Speidel’s, 
Providence, R. I.; John Saccon, and Ray 
Tatreault, of Bernard Jewelry, Salem, 
Mass.; Hyman Sandler, and Frank and 
Joseph O'Donnell, Art Jewelry, Glouces- 
ter, Mass.; A. B. Duncan, Portsmouth, 
N. H.; Arthur Buckley, Olympia Jewelry 
Co., Newbedford, Mass.; Walter Fahey, 
Smith-Keene, Willimantic; Conn.; Lee 
Clegg, Norwich, Conn.; Lewis Comet, 
Pittsfield, Mass.; Clara LeMoyne, 
Provencher Jewelry Store, North Adams, 
Mass.; George Bates and son, Calais, 
Maine; Mrs. E. J. Johnston, Caribou, 
Maine, Gilbert Nadeau, Millinocket, 
Maine; and Mr. and Mrs. Rawley Titus, 
Dover-Foxcroft, Maine. 

q While these and other out-of-towners 
braved Boston’s ice and snow, dozens 
of the Hub’s jewelers gained a bit vf 
rest and plenty of sun tan_ basking 
in Florida. Some of those who made 
the trip, may still be there, or who have 
returned, are: Mr. and Mrs. Nathaniel 
Goodman; William J. Orkin; Sidney 
Fisher; Louis Guiness, Sr.; Mrs. Lillian 
Hayes; David Sostek; Dorothy Butler; 
Reginia M. Stewart; Arthur S. Kelley; 
Frederick B. Chase; and Sidney De- 
Young, all of the Washington Building; 
‘George Bates, of Calais, Maine; and 
Mrs. Addie Fiske Goodell, president of 
= New Hampshire Jewelers Associa- 
ion. 

4 Florida did not play host to all New 
England jewelers, however. Mexico was 
the winter vacation haven of Mr. and 
Mrs. J. L. Eno, of Skowhegan, Maine, 
while Mr. and Mrs. W. C. Schwind, »f 
the R. C. Jewelry Co., Rumford, Maine, 
spent their vation in Arizona. 

qJewelry valued at approximately 
$5,000 was stolen during the night of 
March 11, by thieves who forced the 
front door of the store owned by Norris 
levine at 32 Stuart Street and broke 
into a cabinet type safe. A passerby, 
noticing the door ajar next morning, 
notified police. Mr. Levine reported that 
& paper carton containing watches, 
Jewelry, and uncut stones was taken 
from the safe. 
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q Members of the teams on the Boston 
Jewelers Bowling League are still roll- 
ing them hard and fast, with only a few 
weeks to go until the close of the 1945-46 
season. Sam Robinson, of Kennard & 
Company, will have the final scores for 
next issue, but, up to date, the Harkins- 
Murphy team and the E. H. Saxton 
Company team are still tied for first 
place. In the bowling circles, Everett 
Hardy, of the D. C. Percival Company, 
is wearing the proud title of “Three- 
Strike Hardy,” having made the three 
successive strikes on one night recently. 
Highest average, however, was still held 
by Solomon, of the Harkins-Murphy 
team, at last reports. 

q The annual Red Cross drive was re- 
ported going well with both the retail 
and wholesale division of the Boston 
jewelry trade, with both sides confident 
that they would go well over their 
quotas. Forrest Davidson, of the 
Thomas Long Company, is chairman of 
the retail group, and John McNamara, 
of E. H. Saxton Company, heads the 
wholesalers. 





Baily on Washington 
(From page 374) 


to name an assistant secretary. Mr. 
Wallace feels that he should champiun 
small business and it is a worthy effort, 
but the opinion of the Central Council 
of National Retail Associations is that 
there should be an assistant secretary 
for a department of distribution, with 
specific detailing of effort towards the 
problems of retailing. It is the fear 
that a department of small business will 
put the emphasis on the manufacturer, 
with little attention to the retailer. On 
the 15th of last month, I suggested to 
Mr. Wallace that from the angle of his 
public relations with the retailing inter- 
ests of the country, it might be helpful 
to him if he were to call a session of 
merchant principals along with a group 
of retail trade association executives to 
discuss with them his plans for an en- 
larged department, such as he had done 
several months ago with the manufactur- 
ing groups. It is suposedly being taken 
under advisement, but I have not had a 
confirmation as yet of the suggestion.” 





Catholic Charities 
(From page 370) 


Catholic Charities of the Archdiocese of 
New York. 

“The voluntary service given by these 
organizations removes a great burden 
from the taxpapers because for the 
City to duplicate and maintain the in- 
stitutions and personnel of all these 
agencies would result in prohibitive 
costs.” 

In 1945 Catholic Charities expended 
$2,257,497 in family, child and health 
care; preventive and correctional work 
among youth, and a diversity of other 
services for children and adults. 

The Special Gifts Committee, com- 
prising business and professional lead- 
ers of New York City, is now completing 
its membership and actual solicitation 
has already been started. It will con- 
tinue through the house-to-house can- 
vass of Catholic families in the parishes, 
conducted each year by upwards of 
15,000 volunteer workers. The period 
for the 1946 parish canvass has been 
set for March 81 to April 10. 
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With this BIRTHSTONE AND 
WEDDING ANNIVERSARY 
POCKET ADDRESS BOOK 


Make your store opening more successful. Bring in 
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q David R, Lakein, of the Lakein 
Jewelry Company was elected president 
of the Baltimore Retail Jewelers’ Asso- 
ciation at the annual meeting held at 
the Emerson Hotel. Others elected were: 
Richard Block, Castelberg Jewelry Com- 
pany, first vice president; William Culp, 
James R. Armiger Company, second 
vice president; Mrs. Elizabeth F. Justis 
and John Justis, treasurers; J. W. Mehl- 
ing, secretary; Mrs. A. V. Sturtevant, 
assistant secretary. Newly elected direc- 
tors include Ellis T, Baker, the Stieff 
Company; Henry C. Baumohl, U.S. 
Jewelry Company; Walter Greenebaum, 
S.& N. Katz; Howard C. Heiss, Howard 
C. Heiss Company; Benedict L. Kerr, 
Howard Street Jewelers, and David 
Weigman. 

q Angles by Engel, a bulletin designed 
to keep retailers au courant with trade 
news, is now being published by J. En- 
gel & Co, of Baltimore. Leon Engel, 
vice-president and treasurer, said that 
“the new service will keep jewelers who 
cannot make frequent trips to the mar- 


ket fully posted on what is happening i” ~ 


the merchandise field.” 


q Roberts Credit Jewelers, Inc., will 
open shortly at 241 South Broadway, 
Baltimore. Howard Caplan, Bernard 
Levin and Isadore Goldman are in- 
volved in the new enterprise which is 
to be a branch of Roberts Jewelers at 
402 North Howard Street. 


q Jacob Israel will open a new jewelry 
store at 221 Franklin Street, Baltimore. 


q One Griffin, Ga., jewelry store will 
open soon, and another is being re- 
modeled. The new store will be the 
Diamond Jewelry Company, to occupy 
a building now being renovated, located 
on Hill Street. Wynne Jewelry Com- 
pany will remodel its store inside and 
outside, installing air conditioning units 
and finishing the front in cararra glass. 
The South 

4 Joc Haley has opened a jewelry and 
watch repair shop in Sylvester, Ga. Re- 
cently discharged after several years in 
the Navy, Mr, Haley received his early 
training in the jewelry store owned by 
his father in Ashburn, Ga. 

q The Tinsley Jewelry Company has 
moved from 134 Campbell Avenue to 310 
Commerce Street in Roanoke, Va. 


4 Barr Bros., Inc., has purchased the 
business of S. Charles Wolff of Roanoke. 
Phillip Barr, president of the concern, 
has appointed his nephew, Jerome Barr, 
as manager of the store. 

q The Georgia Diamond Merchants, one 
of the South’s outstanding retail jewelry 
firms, is now occupying Suite 410 in the 
Standard Building at the corner of 
Luckie and Fairlie streets in Atlanta, 
Georgia. The management of this firm 
comprises A. Holzman and Lawrence B. 
Holzman, Atlanta jewelry merchants 
since 1890, In operating this new enter- 
prise, Georgia Diamond Merchants are 
unique in that they are doing a highly 
successful retail business housed in an 
office building. 

When interviewed, Mr. Lawrence 
Holzman said, “I have been contemplat- 
ing a venture of this nature for many 
years. It remains my firm conviction 
that the interests of the Atlanta jewelry 


ex, THE SOUTH 


buying public can be best served by per 
sonalized, confidential and private han. 
dling of their jewelry needs.” t 


q The jewelry store in Dalton i 
of H. L. Trammell has been seed 
114 W. Crawford St. to a new location 
at 241 N. Hamilton St. Although re. 
pair work in the store is not yet com. 
plete, it is now open for business, 


q Marvin W. Horne, Albany, Ga 
horologist, was fatally shot and over 
four hundred dollars were stolen when 
two armed men held up the Mayfair 
Jewelry Company store here on the 
night of February 23. The men made 
their get-away, and three days after 
the murder and robbery had not been 
caught. Thad Reese, manager of the 
store, was present with a number of 
clerks and customers at the time of the 
holdup. Mr. Horne is survived by his 
wife and two small children, of Albany; 
his parents, of Terrell County, Ga.; and 
several brothers and sisters. 


q A. Graves and Steuwer Co., in Memphis, 
Tenn., plan to move a few months hence 
to a property at 160 Madison Ave. ac- 
quired last year and now being re- 
modeled. It will have new interior walls, 
displays, fixtures and a new and fine 
optical department. The firm many 
years ago was on the opposite side of 
Madison Ave., and for more than forty 
years were on South Main Street, com- 
ing back a few years ago. Eugene Lott 
is general manager of the store. 


Theodore Klein, formerly connected 
with the U. S. Jewelry Company, Balti- 
more, has bought out the retail store of 
William Taylor at 533 North Charles 
Street in that city. 

q The firm of M. Greenebaum & Son, 
Baltimore, has been changed from a 
partnership to a corporation and has 
taken out a charter. 

q Castelberg’s has acquired the Herzog 
Clothing Store property at Ninth and 
F Streets, N. W., in Washington, D. C., 
and will convert the building into a retail 
jewelry store. 
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(From page 383) 


G. Klein and Son, jewelry manufac- 
turers have received a building permit 
for alterations to its building in Provi- 
dence. Cost was set at $22,000. 


The Marino Jewelry Company is mov- 
ing from North Providence to Pawtucket 
pecause of existing zoning restrictions in 
the former area, the company said. There 
js a possibility, however, that the com- 
pany may run two plants. 

4 Thomas S. Poole, Inc., Providence ring 
makers are moving from 43 Baker St. 
to 40 Virginia Ave., which is in the 
same vicinity. The new quarters will 
rovide 50 per cent more floor space 
and provide modern manufacturing 
conveniences. The company plans to 
double its working force. 


The Durocharm Co. of New York, 
makers of college seal jewelry and 
medals has purchased the Kinney Co, 
Inc, here for a reported figure of $75,- 
000. The new New York concern said 
it will continue operations at the local 
plant under the latter’s name and will 
expand operations there including a 
wider line of goods. In charge will 
be M. David, treasurer, and David David, 
secretary of the Durocharm Co. The 
Kinney Co. is a relatively small firm but 
is one of the old Providence houses. 


q Arden Jewelry Co. of Providence has 
filed an answer to a Federal Trade Com- 
mission complaint which charged the 
firm with failing to disclose the foreign 
origin of imitation pearl necklaces it 
sells. The firm admitted purchasing 
imported alabaster base beads and proc- 
essing them into imitation pearl neck- 
laces. It was denied, however, that it 
was their intention to mislead purchasers 
into the erroneous belief that the neck- 
laces were wholly of domestic manufac- 
ture and origin. The firm said that they 
can neither deny nor admit the com- 
plaint’s allegation that all the imported 
base beads received by them were mark- 
ed so as to indicate their foreign origin 
but added that the marked beads cuuld 
not be processed into imitation pearls 
without removing such markings. 


The company continued that labeling 
their imitation pearls necklaces with 
“Made in Spain” and similar markings 
would not state the facts correctly as the 
base bead is only one portion of the neck- 
lace and that it is necessary to process 
the base beads and add other parts he- 
fore the finished product is ready for the 
market, 


( Most of the Providence jewelry stores 
are going along with a plan calling for 
Monday closings, effective April 22. It 
is understood that the closings are pro- 
viding a test for the procedure with 
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Maiden Laners To Hold Annual 
Outing For First Time in 3 Years; 
Dave Weinberg New President 


Dave Weinberg succeeded Harry 
Blasi of Barrasso & Blasi, Newark, as 
president of the Maiden Lane Outing 
Club at the annnual meeting on March 
15. Andy Anderson of Ripley & Gowan 
was elected vice-president and Jerry 
Grant of American Jewelry Distributors 
was reelected secretary-treasurer. 

Harry Blasi welcomed the members 
and reported that the Spring Festival 


DAVE WEINBERG 


Dinner and the winter affair were well 
attended and successful. 

Arthur Tuveri of JC-K, chairman for 
the 1946 outing committee, reported that 
reservations have been made at Pine 
Grove, Amityville, L. I., for this sum- 
mer’s outing to be held Saturday, June 
8. Because of restrictions on transpor- 
tation, gasoline and food in the past, 
this will be the first outing in three 
years, 

Mr. Grant reported that 71 applica- 
tions are on the waiting list. 

The association presented Harry Blasi 
with an overnight bag in appreciation 
for his efforts while president of the 
Maiden Lane Outing Club. 





the practice to be made permanent if it 
proves successful. A 40-hour work week 
for the employes is included in the plans. 


q The J. A. Foster store in Providence 
has added a line of medium-priced men’s 
and women’s gloves and has given over 
a display to them. The store says it 
will expand the department when condi- 
tions permit. 


q Kaplan's, Providence jewelry store, r-- 
ports unusual response to its window dis- 
play of electrical appliances. The store 
accepted hundreds of dollars worth of 
orders for the various items. An at- 
tractive window display is accompanied 
by the announcement that the store is 
taking orders and inviting the public 
to make inquiries. 


q A Providence jewelry manufacturer 
was robbed, which isn’t news, but this 
time it was at the home rather than at 
the factory. Frederick L. Marker, part 
owner of the R. I. Stamping and Jewelry 
Mfg. Co. returned home from a sucial 
visit to discover stolen a $8,000 
pearl necklace, studded with diamonds 
and $2,000 worth of other jewelry and 
precious stones. 
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BYARD fF. BROGAN 


Manulecturer of Distinctive Diamond 
Mountings and Wedding Rings 














CENTRAL WATCH MATERIALS 
& SUPPLY CO., INC. 


Watch Materials — Jewelers Supplies — 
Watch Cases and Dials to Match 
SPRING RINGS ond SISTER HOOKS 
In sterling silver and yellow gold filled 


JUMP RINGS 
in sterling silver and yellow 


134 So. 8th Street, Phila. 7, Pa. 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA, 
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Howard Schaeffer Explains Elgin's 
New Distribution Policy at 
Meeting of Chicago Credit Jewelers 


The announcement that Howard 
Schaeffer, vice president of Elgin Na- 
tional Watch Co., and James Swart- 
child, of Swartchild & Co., would be 
speakers at the dinner meeting of the 
Chicago Credit Jewelers on March 6 
brought an unusually large attendance 
at the Standard Club. Business was 
suspended and President Phil Martin 
introduced Mr. Shaeffer. Mr. Shaeffer, 
who began his career as an office boy for 
Elgin, explained the advantages expected 
to be realized by both the company and 
jewelers in their change of distribution 
policy, selling direct to the retailer after 
81 years of selling through jobbers. He 
paid high tribute to the jobbers “for the 
splendid job they have done over past 
years,” He stated that within a few 
weeks the company expected to make 
token shipments and within the year 
approximate capacity production is ex- 
pected. Mr. Schaefier also discussed 
ethics of the jewelry business and urged 
those present to so conduct their busi- 
ness and treat all customers in such a 
manner that they may earn and hold 
the confidence of the public. 


James Swartchild is chairman of the 
Steering Committee of the Wholesale 
Jewelers, Manufacturing Jewelers and 
Credit Jewelers Associations of Chicago, 
who are united to support and promote 
the welfare of the Jewelry Training 
Service of Chicago. He told of what 
had been done by a few men and urged 
support by every one in the patriotic, 
civic and industrial movement of train- 
ing men in the jewelry and watch re- 
pairing trades. 


He predicted that properly supported 
at this time the operating deficit would 
disappear and the service become self 
sustaining. The hearty and liberal re- 
sponse of those present indicated the at- 
titude of credit jewelers and there is no 
doubt the deficit of around $12,000 will 
be oversubscribed. 


President Martin announced the next 
meeting would be April 12th at which 
time Mr. Wm. Wagner, secretary of the 
National Credit Jewelers Association, 
will be present for a discussion of the 
National Show and Convention to be 
held at the Stevens Hotel in Chicago 
July 29th through August Ist. Dave 
Martin, chairman of Committee in 
Charge, announced that the annual din- 
ner dance would he held in Terrace Gar- 
dens, of the Morrison Hotel with May 
12th as tentative date, 





4 Harry Weisz, well known in the trade 
in Chicago, has inaugurated a new type 
of business which seems to be meeting 
the approval of many dealers. Under 
the name of Harry Weisz & Co., month- 
lv auctions of merchandise are held at 
39 S. State St. The merchandise is 
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furnished by manufacturers, wholesalers 
and retailers from surplus stock and is 
sold at a fixed charge for the service. 


| q Mr. William J. Lynch, formerly 
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Minneapolis sales representative of Coy 
Glass Coffee Brewer Co., has been 
brought to the Chicago office and is now 
head of the newly organi :ed Commercia| 
Sales department. The function of this 
department will be that of promotin 
the sale of the new Cory line of com 
mercial coffee brewing equipment for “jp 
the plant feeding” as well as for restay- 
rants and other commercial use, Mr 
Lynch’s appointment results from many 
years of experience in the sale and man- 
ufacturing of mass feeding equipment 
supplemented by the outstanding job 
done in sale of Cory products in ‘his 
fo.mer te.ritory. 


q The decision of H. Paul Juergens, chair. 
man of the Metropolitan Chapter of the 
American Gem Society, to have members 
take a more active part in the programs 
with fewer outside speakers has met with 
very successful cooperation and all are 
pleased with the new plan started jn 
February. Students have been divided 
into seven groups starting with those 
who are to begin assignments and graded 
up to those in course B, Advanced Gem- 
ology. Each group is assigned a table 
with an advanced member who will as- 
sist in the study of each particular as- 
signment. Assigned to help students 
over the rough spots by explaining as- 
signments and assisting them in the 
answers are: George A. Arnogast, 
Harry E. Berg, Multon Herzog, Richard 
K. Juergens, C.G., Jack Lund, C.G., Wal- 
ter Miller, Chas. D. Peacock III, C.G, 
Ralph Van Horne, C.G,, and F. Otto 
Zeitz, C.G. 


q With the election of new officers at 
the January meeting of the Chicago 
Horological Guild an exceedingly ambi- 
tious program was outlined for this 
year, one feature of which was to in- 
crease the membership to 400. Nearly 
50 new members have been added and 
S-cretary David F. Fulmider has raised 
the sights and predicts a membership of 
500 before the end of the year. Each 
member is pledged to bring in at least 
one new member. Carrying out the pro- 
gram of having one outstanding instruc- 
tive talk at each meeting past president 
Edward Falkenhayn gave a dramatized 
lecture on selling watch repairs at the 
February meeting. This. was, a very 
able, thorough discussion of methods to 
use in taking in repairs and making 
estimates of cost, Officers of the Guild 
are: president, Gerald C. Kimes; vice 
president, Clayton M. Taylor; treasurer, 
Al Schierer; secretary David F. Ful- 
wider. Herb Johnson, Einard Johnson 
and Howard Feltenberg were elected 48 
members of the board of directors. 


4q Harry Freeman, with many years ex 
perience selling in credit jewelry stores 
on State St., is now associated with Mar- 
tin Jewelers as manager of their 238 8. 
State St., store, 


4 Ray V. McCombs until recently with 
W. A. Sheaffer Pen Co., is now associa 
with A. C. Becken Co., and will call on 
the trade of Northern Illinois and South- 
ern Wisconsin succeeding H. J. Eberle 
who is now manager of the watch de- 
partment in the Chicago office, 
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John J. Naughter is opening a new 
store May 1 at 8 James St., Albany, 
N.Y. The new location offers the jewel- 
o four times his present space. In addi- 
tion, he is installing a perfume and cos- 
metics departmeut. Eva Eggleston who 
for twenty years was buyer of perfume 
and cosmetics for Van Heusen Charles 
Co. in that city will be the buyer. Mrs. 
Hazel Van Allen will be her assistant. 


E. S. Hopper has taken over the man- 
agement of Martin’s Jewelry Store in 
Durham, N. C. The new firm will oper- 
ate under the name of Hopper’s, Inc. 
and Mr. Hopper will serve as manager 
of the store and president of the, new 
concern Mr. Hopper had been manager 
of Ray’s Jewelry Store in the same 
city for the past four years. 


(Dr. Albert Lippitt of Highland Pari, 
Mich, was chairman of the Business 
and Professional Committee in the local 
Red Cross Drive. The front page of 
the Highland Parker recently carried a 
photograph showing Dr. Lippitt accevt- 
ing the official Red Cross poster from 
a committee of ROTC students. 

(Zell Bros., Portland, Ore., announced 
recently the purchase of the firm of Paul 
Feldenheimer, Inc., and the merger of 
the two stores in their new and enlarged 
quarters covering the entire ground floor 
of the Broadway building. 


q Ben and A. B. Straus, new owners 
of the A. M. Foss Jewelry Store, Minot, 
North Dakota, announce that the new 
name under which this store will operate 
will be Bernard’s Jewelers. It is located 
at 14 South Main St. 


q Albert Handloff, just returned after 
three and a half years in the service, 
expects to return to his former connec- 
tion with Niederman’s Jewelers, 3654 
Germantown Ave., Philadelphia, where 
he had been connected for several years. 
q Two brothers, Charles and Frank Bel- 
lantoni, have opened a jewelery store in 
Belmont, Mass., known as the Belmont 
Jewelers. Located at 452 Common 
Street, the store is on busy Cushing 
Square and is already doing very well. 
4 McAuliffe & Hadley announce the 
opening of a studio in. the Beacon Build- 
ing, Boston, under the personal direction 
of John W. McAuliffe. There they will 
carry on all the traditions of the firm, 
specializing in fine silverware, jewelry 
and antiques. 

«Marshall Plye and Harold Harris 
have bought the Carle Jeweler in Sidney, 
Ohio, and have changed the name to 
Harris Jeweler. Mr. Pyle and Mr. Har- 
ris also own a store in Kenton, Ohio. 


(Robert S. Brooks is opening a jewel- 
ty store in Reisterstown, Md., under the 
trade name “Brooks Jewelers.” The 
store, a modern, conveniently located 
establishment, is at 27 Main Street. 


(George D. Agard who for the past 

















LOOKS BETTER 
SELLS EASIER 


See SAGITAR MFG. CO., ad 
ON PAGE 328 
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four years has been manager of Kramer 
& Co., Union City, N. J., recently took 
over the former Kramer & Co. store 
in Susquehanna, Pa. The store is now 
known as Jewelry and Gift Shop, George 
D. Agard, prop. 

q Ned W. Cohen and associates of 
Greensboro, N. C., ate opening a new 
store in Union, S. C., to be called the 
Jewel Shop, Inc. Ned W. Cohen is 
president and Harold W. Lavallee is 
secretary and manager. 

q Two new jewelry stores have opened 
in East Liverpool, Ohio with good re- 
sults, These are Dopler Jewelry, 129 
East Sixth Street, and Krosney Jewelers, 
American Theatre Building. Both small 
shops have displays of Diamonds, wrist 
watches and costume jewelry in both 
windows and cases. Both have an expert 
watch and clock repair man fully em- 
ployed. Each shop has been modernized 
to the last degree and has gone in 
for a lot of newspaper advertising as 
well as mail and handbill publicity. 

q A new jewelry store specializing in 
high grade goods has been opened hy 
Samuel S. Finchley at 115 North Main 
St., Fast Rochester, N. Y. The store 
is equipped with fluorescent lighting and 
block tile ceiling. Mr. Finchley had 
twelve years of retail trade experience, 
including a stint as owner of a store 
in Fairport, N. Y., before he entered 
the Army. 

q R. K. Mueller has opened a new and 
larger store at 207 West Colfax Avenue, 
South Bend, Indiana. 

q Berdell’s Jewelry, Seattle, has been 
completely remodeled after more plenti- 
ful building and decorating materials 
made the work possible. David Wolf- 
stone is manager of the store. 


4q New fixtures and show cases, mahog- 
any refinishing, and tinted blue walls 
feature the newly-remodeled Turner 
Jewelry Store in Seattle, Wash. Jesse 
G. Turner is owner of the store, 

q Clinton Jewelers, Seattle, has been 
purchased by Raphael’s Jewelers, which 
gives the Raphael brothers, Horace and 
Frank, three stores in Seattle. The new 
store will be operated under the Clinton 
name with Sam Minkove as manager. 
Minkove recently returned to Raphael’s 
after several years in the army. 

q After two.-years in the army, Bud 
Burnett has returned to work with 
Burnett Bros., jewelers, with stores in 
Seattle and Everett, Washington. 

q Jack Hale has joined the staff of 
North Coast Jewelers, Seattle, as city 
salesman. He was released recently 
from the army. 

q Einar Linderoth, of North Coast Jew- 
elers, Seattle, has returned from a 
month’s buying trip to New York City. 
q Fred Hickey, recently discharged as 
a captain in the Army, is back with the 
L. S. Glidden Company, Boston. Lloyd 
Glidden celebrated his 25th wedding an- 
niversary with a large party at Oak 
Manor. Melrose, Mass., on Jan. 29. Lloyd 
Glidden, Jr., has just been hororably 
discharged from the U. S. Coast Guard. 
q Joseph Brown, recently discharged 
from the Army, has joined the Hub 
Material Company, 311 Jewelers Build- 
ing, Boston. 

q Alton B. Fowler, with Kettell, Blake 
& Read before entering the Navy, is 
back in civvies, and will join the firm 
again shortly as a salesman. 








CONSISTORY RINGS 
NOW READY FOR DELIVERY 
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These Rings are made in 14-kt. with 
Palladium Eagles. 


GEORGE BLADEN, INC. 
RINGS 
LAFAYETTE BLDG. BUFFALO, N. Y. 


Samples sent to reliable Jewelers on request. 











We can supply you with—Watch materials, 
all genuine Swiss and American, such as Staffs, 
Stems, Crowns, Jewels, Wheels, etc. 


JEWELERS’ FINDINGS 
Essential parts and equipment vitally needed 
in your repair department. Special quotations 
on JUMP RINGS to jobbers. 


OFFERINGS TO RETAILERS 
Several styles NECK CHAINS & WATCH 


BRACELETS. 

WATCH REPAIRS 
PARCEL POST SERVICE at reasonable rates, re- 
turned within two to three weeks repaired, and 
cleaned as you require. 
Communications epee invited for further 
details on above subjects. 


GLOBE HOROLOGICAL CENTER, Inc. 
253 Utica Ave. Brooklyn 13, N. Y. 








WATCH DIALS 


REFINISHED 
MICHIGAN DIAL REFINISHING Co. 


612 METROPOLITAN BLDG. 
DETROIT, MICH. 


ome WATCH CO. 
USED WATCH 
MATERIALS 


"| Ila 


Good Condition 
Geed Dials 
O-Size Elgin, 
THE PRICE OF 
NEW MATERIALS 
Wheels, pinions, 


Waltham 
74, $2,80—184, $3.80 

pallet forks, etc., 
aio zy 32.00 | for all watches. 




















8 Size Hunting, 
Eigin, Waltham 
75, $1.25—155,$1.75 
18 Size O.F. 





.$1.50— 
” 3) tad = Send sample of 
them, Hunting what you want! All 
7J,$1.50—15J, $2.00 Guaranteed! Remit 
Rect only if satisfactory. 


6. $2.00—15J. $2.50 
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DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
116 Wea Gre Street, Cinciansti, Obie 








KLEIN BROTHERS 
COMPANY 





WHOLESALE JEWELERS 





ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


The Howse of Quality und Service 
18 WEST 7ch STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


FLUINS @ HAMILTONS (Zones 7, 9) 


Liees of qeality end style that give yee pro- 
tected preft. You coa recommend these lines 
te yeer customers with confidence. 











PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 








WE specialize in special 
order work. Send us your 
specifications. We'll sub- 
mit a design without 
obligation. 


THE SCHUMER BROTHERS CO. 


Manufacturing Jewelers 
5 E. Third St. Cincinnati, Ohie 
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q.On March 6, at the Variety Club, 
Netherland Plaza, a meeting was held 
by the Jewelry Industry Publicity Board 
with Hugh Harley presiding. Mr. Ed. 
Brundst of the Gruen Watch Co. spoke 
for the National Wholesale Jewelers 
Association. Those present included J. 
Chas. Hummel, Al Wallenstein, Robert 
Seifert, Ed Brundst, James Chapman, 
Ed Spitznagel, Julius Jacobs, Arthur 
Hirshfield, Jack Getzug, Ellsworth 
Black, and Al Kampf. 


q Carroll Seghers visited Atlanta, Ga. 
recently to attend a meeting of the 
jewelers group now organiving a club 
representing the various cities. Mr. and 
Mrs. Seghers are vacationing in Florida. 


q The Lang Jewelry Store sold out to 
A. Sauer & Co. The new proprietor 
is going to continue the old name and 
there will be no change in personnel. 
Elmer Kaesing, formerly manager of 
the J. C. Hockett store in Madisonville, 
will be manager of the new store. The 
new manager of the Madisonville store 
will be Wm. Grogan. He formerly was 
assistant manager there. 


q On Feb. 12, at the Alms Hotel, the 
Walnut Hills Business Men's Association 
gave their annual dinner dance. Carl 
Wagner of E. Wagner Sons Co. acted 
as host to a group of jewelers at this 
party. Among those attending were J. 
Charles Hummel and wife, Mr. Henry 
Von Unruhe, Mr. and Mrs. Robt. 
Stocker, Mr. and Mrs. Carl Wagner, 
Mrs. Freda Wagner and Miss Lilly 
Meyer, and Ellsworth Black. 


q Mr. and Mrs. Louis Hummel are vaca- 
tioning in Florida. 


q Mr. Chas. Payne is now connected 
with Schumer Bros. and is very busy 
these days. 


q The Friendly Sons of St. Patrick again 
reigned for the day here in Cincin- 
nati by holding their annual party and 
dance at the Hall of Mirrors at the 
Netherland Plaza. Mr. George Emmett 
Brown, with the Gerwe-Brown Co., is an 
active member of this society. Other 
Cincinnati jewelers attending this party 
were Mr. J. Charles Hummel, Robert 
Seifert, Maury Gerwe, Louis Flanagan, 
Al Kovak and Carl Roos. 


q Hyman Koenigsburg of Geo. H. New- 
stedt & Co., has returned from the 
South Seas after an absence of three 
years and is resuming his old duties. 


q Brooks Jewelry Co., 506 Vine St., will 
will open a new. store on April 23. The 
new pruprietor is Sam Spritz. 


q John F. Tyne, representing the War- 
ren Telechron Co., will make his home 
in Cincinnati. 


q Tom Nolan of Norwood, Ohio, opened 
a new store Feb. 23 in Norwovud's main 
shopping district. 


q Jack Eckerle is back home from In- - 


dia and Ed. Eckerle, Jr. is home also. 
Both of these boys are sons of Mrs. 
Eckerle who has a jewelry store in 
Elmwood Place. 





b CINCINNATI 


Mother of Pilot Killed in Air 
Crash Seeks Whereabouts of 
Son's Diamond Jewelry 


If you have any knowledge of the 
whereabouts of the diamond earrings 
described in the following letter, please 
communicate with Mrs. Amelia Foster 
Route 8, Box 227, Turlock, California, 

“On Sept. 4th my son Donald Floyd 
Foster ARM 38/c (C.A.) was killed in 
a mid-air crash near Oxnard. Before 
the accident he had a pair of diamond 
earrings and since they were not in his 
personal belongings he may have taken 
them to a jeweler in Los Angeles to 
have set in a ring for his sweetheast, 
He had only been in- Oxnard ten days 
when he was killed having heen sta- 
tioned at San Diego several weeks prior 
to them. He had the earrings at that 
time but I can’t recall whether he men- 
tioned them on his last liberty, which 
was the first week-end he was stationcd 
in Oxnard... 

“His wallet evidently was burned be- 
cause my son's body was burned beyond 
recognition except by his teeth, so have 
no receipt and have not been able to get 
this information myself. 


Yours truly, 
Mrs. Amelia Foster.” 





GOOD CATCH 








That's a fish, son, a sailfish. And it was 
caught by Gus Pohli, right, New York 
jewelry designer who spends his winters in 
Riviera Beach, Fla. Jack Roseberry of Buf- 
falo, N. Y., is his fishing companion. Mr. 














DISTINCTIVE 
JEWELRY 


Pohli says there's nothing like winter fishing. 
WATCHES 
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THE D. JACOBS SONS CO. 


Wholesale Jewelers 
811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Mid-Year ANRJA 
° (From page 359) 


Mr. Edward Krehbiel, general man- 
r of Black, Starr & Gorham, Inc., 
New York, gave a very comprehensive 
talk on “The Retail Jeweler and his 
Competition” excerpts from which will ve 


found on page 377. 


DEFENDS WHOLESALERS 


The evening session closed with a 
talk by Silas B. Reagan, Baldwin-Mil- 
ler Co., Indianapolis, president of Na- 
tional Wholesale Jewelers Association. 
Mr. Reagan explained the function of 
wholesalers in distribution, pointed out 
the advantages of buying through the 
wholesaler, giving many reasons to sup- 
port his argument that distribution is 
secured more economically by this 


method. 


Monday morning Kenneth I. Van Colt - 


opened a very profitable session with 
the subject, “Advertising Yourself and 
Your Store.” He emphasized three 
points: Personality: you are what you 
think you are and should develop the 
best in yourself; personnel: train em- 
ployees to be like you—friendly, patient, 
courteous, with thorough knowledge of 
merchandise; personalizing: know your 
customers by name, inspire them with 
confidence in you and your store and 
cooperate in all worthy civic affairs. 

Alvin Magnon, Tampa, talked along 
similar lines, urging cooperation in the 
store, training employees to fullest co- 
operation with one another with custom- 
ers and with management. Maurice 
Adelsheim discussed sanity in service 
and deprecated the overdoing of free 
service. Other talks at this s-ssion were 
made by Frank Pfeiffer, Parsons, Kansas, 
on “Taxation,” Hoyt T. Purvis, Jones- 
boro, Arkansas, on “Engraving” and by 
Durward Howes, Los Angeles, on “Ap- 
praisals.” 


SWISS CONTRIBUTIONS 


An interesting and factual talk at this 
session was that of S. Ralph Lazrus, 
New York, President, American Watch 
Assemblers Association on the subject 
of “Ihe Importance of Watches and 
Movements of Swiss Manufacture to the 
American Market.” He stated that 
jeweled watches were first made in Switz- 
erland, 1704; that they first made watches 
by machines, 1939, and were first to 
introduce wrist watches for men, 1914: 
that National advertising was first done 
by an importer in 1913 and first radio 
advertising was introduced by an im- 
porter in 1926. Mr. Lazrus discussed im- 
portations of various years and pointed 
out the necessity for continued importa- 
tions in order to avoid a watch shortage. 
He also pointed out that of the $400,- 
000,000 retail value of Swiss watches sold 
in America in 1945, and $48,000,000 
was sent to Switzerland, and the remain- 
ing $352,000,000 stayed in America, to 
cover the cost of assembling, boxing, im- 
Porters’ and retailers’ margins, etc. 





Sterling Rhinestone Jewelry 
Simulated Pearls — Costume Jewelry 


URIE F. MANDLE CO. 


411 Fifth Avenue 


NEW YORK 16, N. Y. 
MUrray Hill 3-9107 
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ARE RETAILERS PEOPLE? 


George Gayou, executive secretary, 
Missouri Retailers Association, discussed 
“Are Retailers People?” It was his opin- 
ion that they were intended to be under 
the first amendment to the Constitution, 
guaranteeing the “people of the United 
States” to assemble and petition the 
Government but that the retailers have 
neglected this privilege so long that those 
in Washington have taken them off the 
list and recognize only the loud speaking 
minority pressure groups as represent- 
ing “the people.” 
to make themselves heard and compel 
the attention to which they are entitled. 


Monday afternoon E. K. Eastham, 
Special Representative of Associated Re- 


He urged retailers | 





tailers of St. Louis, discussed “Retail | 


Trade Diversion” in all its phases and 


gave methods of combatting based on his | 


group’s experience in St. Louis. Harry 
W. Riehl, manager, Better Business Bu- 
reau, St. Louis, pointed out the traps 
and snares being set to divert war time 
savings from legitimate investment and 
told what Better Business Bureaus are 
doing about it. He offered the facilities 
of the Bureau to Merchants of towns 
and cities where there is no regular 
Bureau organization. 


PUBLICITY METHODS 





Tuesday morning Myron Everts told | 
how they get publicity for their store | 
in Dallas. One of his methods is to | 
carry some unusual article of jewelry in | 
his pocket, which opens up the conver- | 
sation on jewelry when shown. He advo- | 
cated talks before clubs, churches and | 


schools. Robert J. Slagle, Houston, 
Texas, explained the credit selling situa- 
tion under present regulations, suggested 
ways to restore normal conditions in 
the post-war period. and predicted that 
credit selling would attain its highest 
peak in the next few years. 


nois Federation of Retail Associations, as 
the twenty-third speaker. feared his au- 
dience was “punch drunk” but he re- 
stored them with his discussion of three 
periods confronting retailers, reconver- 
sion, which might run 16 months instead 
of 6 as predicted, the golden period, 


Joseph T. | 
Meek, Chicago, executive secretary, Illi- | 


which might run 5 years and then the | 


“hangover,” which he believes is sure to 
follow. 

Wm. G. Thurber, Providence, chair- 
man of the Silver Committee, ANRJA, 
explained the silver situation in detail 
and indicated the unfavorable results 
for the industry if something is not done 
to prevent the threatened high price of 
silver. One hope he pointed out, lies 
in the passage of the post office and trea- 
sury appropriation bill with the silver 
price rider attached. He urged jewelers 
to present the matter to their Congress- 
men and Senators. 


DOMESTIC WATCHES 


T. Albert Potter, president Elgin Na- | 
tional Watch Co., presented the point of | 


view of the American watch manufactur- 


ers after nearly four years of approxi- | 


mately 100 per cent war work. He made 
a plea that those companies be given 
a chance to win back the American mar- 
ket which has been supplied almost ex- 
clusively by Swiss watch factories in 
these years. Based on experience of 
(Please turn to page 390) 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE. PITTSBURGH 








DIAMOND BRIGHT 






The expertly polished sparkling 
Diamond Facets are an eye-stealing 


i => 


background for the Black Velvet Y 

which sets off your Diamonds <a 

and Birthstones so magnificently. 'LR—$18.00 dozd 
Clever Ring Slots take either ¥ 

Ladies or Gents Rings. Styled & 

eight for windows or show 

cases. Priced right tool al 2LR—$24.00 doz. 










» * 
ORDER TODAY! ———, 


Watch these sparkling Lucite 
Salesmen turn your cash-register 


bells inte a symphony of profits! 











CHAS. ASCHERMAN 
AND COMPANY 


Wholesale Jewelers 
GENTS’ GENUINE HEMATITE 
RINGS $11.25 to $30.00 
503-7 Hippodrome Bidg. 
CLEVELAND 14, OHIO 

















‘CHAMPION” RING GUARDS 
Easy te Insert & Adjust 
ASSORTED SIZES 
10K GOLD—$3.50 per Dz. up 
GOLD FILLED—$1.75 per Dz. up 
Ordere Attended to Promptly 
CHAMPION JEWELRY CO. 
$7 MAIDEN LANE 
NEW YORK 7, N. Y. 































Where to Buy 
IMPORTED 


China and Glass 

























































MADDOCK & MILLER, INC. ; 
English China and Earthenware 
CROWN DUCAL Dinnerware 
MASON’S tronstone China 
COALPORT Bone China and Kingsware 
ROYAL CAULDON Bone China and Earthenware 
WELLINGTON Bone China Teaware 


129 Fifth Avenue, New York 3, N. Y. 











ENGLISH CHINA 


Smoking accessories, lustreware pitchers, Toby 
Jugs, Feapots, Sugors and Creamers, Individ- 
val Breakfast Set» 


TEDMAN IMPORTING CO. 
225 Fifth Ave. Room 829 New York, N. Y. 
ond 


Ry EARTHENWARE 


steck and Import 
* Ah lla & ¢CoO., INC. 











importers of 
ENGLISH CHINA 


149 Fifth Ave. New York 10, N. Y. 
AL. "4-104 














ROYAL DOULTON 


Engtixh Bone China and Earthenware 


BOULTON and CO., Ine. 
Successors To 
WM. 8. PITCAIRN CORPORATION 
212 Fifth Ave. New York, N. Y. 








JUSTIN TITARAUD, Ine. 
129 Fifth Ave., New York City 


HOVAL ALBERT 
Enxlixh Bone China 
MYOTT’S 
Engliah Stafford=hire Ware 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China. Glass and Earthenware 


Dinnerware, Art Goods, Ciftwares 
Marray Hill 38-5460 











Wedgwood Ware 


Bone Chino Dinnerware, Queensware 
Jasper and Block Basalt 
Trade-Mars WEOGWOOD 
Josiach Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 
























EDWARD BOOTE 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 
GRAFTON BONE CHINA 
GIBSON & SONS TEAPOTS 



































Letter From London 











British diamond dealers are buying 
very few loose stones since only a small 
amount of new goods is allowed to go 
into consumption in London. As Backes 
& Strauss, the Holborn Viaduct diamond 
brokers say, a distinct scarcity of stones, 
both in loose and mounted articles, is 
the most noticeable feature of the cur- 
rent market. 

There is no slackening off in the up- 
ward price trend. If anything, dealers 
are paying more than ever. There still 
are no signs of any relaxation of re- 
strictions on the importation of new 
stones for the market here; consequently 
prices will probably continue to rise as 
the scarcity becomes more acute. 

Reports from Antwerp, where the 
principal activity at present is the cut- 
ting of melees and smalls, indicate a 
further strengthening in prices. 

At the recent jewel auctions here the 
tail-end of January dealers estimated 
that diamond prices came out double 
1939 prices. 


ALARM CLOCK DRIVE 


Britain’s new clock industry, which is 
being reestablished by means of con- 
verted war plants, is making a rapid 
change-over. Despite the difficulties 
created’ by national controls and aus- 
terity, problems of labor and machinery 
are being overcome in the interests of 
a vital export trade. By the end of 1946 
it is planned to produce in the United 
Kingdom two million alarm clocks, and 
between four and five million in 1947, 

Apart from this alarm clock drive the 
1946 program calls for the manufacture 
of one million electric plug-in clocks and 
one million spring-wound 8-day chiming 
and. striking clocks. One-third of this 
clock production is earmarked for ex- 
port. One manufacturer alone has orders 
booked from abroad for more than 750,- 
000 British clocks of all kinds. 

According to Chairman W. D. Barrett 
of the Clock Manufacturers’: Industrial 
and Export Group work already is in 
hand on paper for new clock designs 
earmarked for production at a later 
date. 


SOCIAL INSURANCE 


Cradle-to-grave national social insur- 
ance which will cost some 700 million 
dollars next year, rising to 1,810 million 
dollars in 1978, must add to the 
burdens of the British jewelry industry. 
The scheme, based on the Beveridge plan, 
will be debated in Commons and may 
go into effect this Fall. 

Every person between the ages of 16 
and 65 years is involved and employer 
liability, apparently, will be an added 
charge on profits. A manufacturing or 
retail jeweler for instance, will con- 
tribute 80 cents weekly for each adult 
male employee, and 60 cents, 42 cents 
and 34 cents respectively for each 
woman, boy or girl on the payroll. The 
adult male worker pays 90 cents weekly 
as his share, and the State (actually 
the taxpayer) contributes another 40 
cents, making the total weekly con- 
tribution $2.10. For women and juveniles 
the weekly contributions are graded 
downward. Where there is a large pay- 
roll the annual charge on profits will be 
substantial. 


The benefits for, say, a jewel 
salesman will be $5.05 weekly in Ry 
comes unemployed, sick, retired, ]¢ he 
is married and his wife is not “gainfylj 
occupied” he draws $8.35 weekly for the 
two of them. Should the wife work 48 
well as the husband—maybe in the ones 
jewelry store—the two will draw be- 
tween them $9.25 if unemployed, sick, 
or as retirement pension (the new name 
for “old-age” pension). It seems all ye 
much like a mincing machine—you only 
get out what you put in; but the em. 
ployer has to help feed the thing. 

Most business men do not think jp- 
dustry can afford it and opposition 
members in Commons will table a motion 
calling for the rejection of the com- 
pulsory national measure on the grounds 
it will add to production costs and im- 
pair the country’s ability to compete in 
world markets. 


.WEST AFRICAN MINES 


Permission to reopen the gold mines 
of West Africa, closed under the con- 
centration scheme of 1943 is expected 
at any time now. Fuel oil and general 
mining stores, we learn here, are in fair 
supply on the spot and no obstacles are 
being put in the way of recruiting the 

(Please turn to page 891) 





ANRJA Mid-Year 
(From page 389) 


many years he predicts that the market 
in 1946 will not absorb 7,000,000 units 
and with American watches coming on 
the market a continuation of importa- 
tions at the rate of 7,000,000 a year, 
which has been the average for the past 
four or five years, the market will he 
flooded, and importers, manufacturers 
and retail jewelers will all suffer. 

Attendance at the association’s ban- 
quet and entertainment provided by the 
Missouri Mules, headed by A. H. Hal- 
back, Roos-Beck Co., of Kansas City on 
Tuesday night exceeded capacity, with 
512 at the dinner. Fifty or more were 
unable to get tickets and came later for 
the show and dancing. 





Tri-State Meeting 


Plans for the thirty-second annual 
Maryland-Delaware-District of Columbia 
Convention to be held May 5 and 6 at 
the Emerson Hotel in Baltimore are 
well under way. Harry E. Baumohl Jf 
the U. S. Jewelry Company is chairman 
of the arrangements committee. 
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FISHER, BRUCE 2 CO. 


Phila.: 221 Market St. e New York: 1107 Broadway 

















SWEDISH CRYSTAL 


Kosta Alsterfors 
Maleras Bohlmarks | 


D. Stanley Corcoran 
212 Fifth Avenue New York 10, N. ¥. 
Murrey Hill 83-8948 
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. Baverwe, 84, jeweler for 37 
ove retiring in 1941, died in 
“an Wayne, Ind., March 9. He was 
“ the Bruder Jewelry Store 15 years 
a se joining Koerber’s Jewelry Co., 
pr he remained 22 years. Both are 
Fort Wayne stores. 

Paut CARLTON, 46, watchmaker with 
the Seymore Jewelry Store in Lorain, 
Ohio, died suddenly early this year. A 
raduate of the Bradley Institute, Mr 
Carlton had lived and worked for many 
years in Pittsfield, Ill. 


Lovis CasTaGNetTa, 76, head of the 
firm of I. Castagnetta & Son, 51-53 
Maiden Lane, New York, died Maren 3 
of a stroke. Born in Italy, Mr. Castug- 
netta was brought to America as a child. 
His father, Ignatius, set up an engraving 
business in New York and his son en- 
tered the business shortly after nis 
graduation from school. Within a few 
years after his entry into the firm, it 
had branched out into wholesale jewelry, 
the father retired in 1905 and Louis ran 
the business from that time until his 
death. 

Mr. Castagnetta was chairman of 
Local School Board 21 in the Bronx and 
was president of the United Local School 
Boards, of which he was the founder 
and which he served for 30 years. 


Evcene D’Avetta, diamond importer 
at 68 Nassau St., New York, died sud- 
denly on March 18 of a heart ailment in 
his home in Woodhaven, L. I. He had 
been in the diamond business for some 
forty years. Surviving are his widow, 
two sons, a daughter, a sister and a 
brother in Italy. 


Ruvorpu Hepp, 73, for man years 
with Jules Racine & Co., watch import- 
ers, died March 7 in the Mineola, L. L, 
Hospital after a long illness. Mr. Hepp 
was:chairman of the Palmer Club, a 
Mason and a member of the Harlain 
Yacht Club. A sister, Miss Matilda Hepp 
of New York, survives. 


Lewis E. Penn, 87, retired jeweler, 
died March 14 in his home in Oklahoma 
City. A native of Kentucky, Mr. Penn 
at one time was in the jewelry business 
in Dallas, ‘Texas. 


Herman Peppennick, former Colum- 
bus, O., jeweler, who owned and operated 
a store at 465 N. High St., in that city, 
a 15 years died February 28 in Miami, 

a, 


Arcnie Trormryer, 77, well-known 
Milwaukee jeweler and civic leader, died 
March 6 at the Sacred Heart Sanitarinm 
in Milwaukee, Wis. Mr. 'Tegtmeyer was 
born in Milwaukee and was only 22 
when he started his first jewelry store 
in that city. In past years Mr. Tegt- 
meyer proudly related the story of how 
the folks who patronized his earliest 
store followed to his new location, al- 
though he made several moves before 
settling in 1935 at the present location 
in the Plankinton Bldg. 

Mr. Tegtmeyer is survived by ‘is 
widow, Hattie; a son, Dr. Gamber Tegt- 
meyer, and four grandchildren. Burial 
was in Forest Home cemetery following 
services held at 2 p. m., March 9. 


_ Westey P. THurmon, 66, retired 
Jeweler, died at his home in Wichita 
Falls, Texas, February 26, following a 
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Wisconsin Board of Examiners in 
Watchmaking Back of New Training 
Program in Vocational Schools 


At the instigation of the Wisconsin 
Board of Examiners in Watchmaking 
and in cooperation with the State Board 
of Vocational & Adult Education, the 
Wisccnsin Industrial Commission and 
local Vocational Schools, a training pro- 
gram has been started providing super- 
vised training for watchmaker appren- 
tices throughout Wisconsin. 

C. G. Anderson, Milwaukee, a past- 
president of Wisconsin Board of Ex- 
aminers in Watchmaking and of the 
Milwaukee District Guild of the Wis- 
consin Watchmakers Association, has 
been retained to conduct the training. 

Mr. Anderson will meet with the ap- 
prentices one day every two months in 
a local Vocational School providing the- 
oretical lectures and practical demon- 
strations. Assignments will be made of 
practical projects and studies to be com- 
pleted during the interim between meet- 
ings. 

The purpose of the training is to as- 
sist the apprentice employer in teaching 
the apprentice and to assure that every 
apprentice receives sufficient training to 
pass the State Board examination and 
become a successful craftsman. 





Missouri RJA 
(From page 373) 


A resolution endorsing and urging 
all members to subscribe their quota 
to the Jewelry Industry Publicity Fund 
was adopted and at the same time ap- 
proved a motion that the Association 
subscribe $25 annually. 

In accepting the presidency, Mr. 
Kortkamp pledged his best efforts to 
the association work and outlined plans 
by which he hopes to greatly effect its 
usefulness in the industry. 


London Letter 
(From page 890) 


necessary European labor; so_ these 
mines should be able to get going with- 
out much delay when the whistle blows. 

The three January jewelry auctions at 
Christie’s London rooms realized around 
$200,000. A diamond fringe necklace at 
the last sale fetched $4,000, a flexible 
bracelet, $2,000 and a set of five diamond 
brooches, $2,500. A diamond spray 
brooch realized $2,000 and a diamond 
locket with guard chain, $1,750. 








short illness. He came to Wichita Falls 
about 30 years ago from Louisiana and 
entered the jewelry business. He was 
retired some time before his death. 


Rurvus T. Tosey, 86, who since retir- 
ing from the proprietorship of a Boston 
jewelry store 20 years ago, had been 
living in Rye, N. Y., died February 23 
at a nursing home. 


Francis J. WiEDEMANN, a member of 
the National Silver Company sales staff, 
died February 14, at the United Hos- 
pital, Port Chester, New York. He was 
41. Mr. Wiedemann joined the National 
Silver Company in August, 1944. His 
home was at 4 Virginia Place, Larch- 
mont, New York. 
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China and Glass 
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W 
eune CRYSTAL ano BENT GLASS 


« « Giftware of Distinction + ° 








KENSINGTON, ING. NEW KENSINGTON, PA. 





HAWKES CRYSTAL 
GLASSWARE 


for discriminating 


people—WRITE ; 
T. G. HAWKES & CO. 4 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. o1» watexsorD 








- 


MARY RYAN scccscn 


FURNITURE 


eS ee ae GIFT ANDO ART 


Merchandise tart, Chicaoge NOVELTIES 





‘ASTLETON CHINA 


INCORPORATED L. €. HELLMANN, Presidest 
D. 8. CORCORAN, Vice Pres. 


DE LUXE TABLEWARE 
f 


‘or the 
FINE CHINA TRADE 
’ MADE IN AMERICA . MADE OF AMERICA 
212 Fifth Ave., New York, N. Y. 





THEODORE HAVILAND 


FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclasive 
THEODORE HAVILAND CO., INC. 


26 W. 23rd ST. 1556 MERCHANDISE MART 
NEW YORK CITY CHIGAGO, ILL. 


wy LENOX 


America's Finest 


LENOX CHINA 


MADE INU.S-& Trenton 5, New Jersey 

















“CARENADE” CRYSTAL 


Stemware, Bowls, Vases, Perfume Bottles 
and Smoking Accessories 


Send for Mustrated Cotatog 
ENRIGHT-LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5568 


GIFTS fox MEN 


A comprehensive selection of 


Accessories with Sporting Motifs. 
LYNN BOGUE HUNT 
Sterling Game Bird Sets—Folder Available 


SUN GLO STUDIOS 225, {St AVENUE 
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How To Case a Watch 





The third and final installment in this series outlines the 


painstaking effort and intricate steps required of the work- 


man in the final operations involved in casing a watch. 


by HENRY B. FRIED 


Executive Secretary, 


The Horological Society of N. Y. 


Part lll: Fitting the Movement Into the Case 


CASE of fine quality and finish needs little ad- 

justment to make it accommodate the movement ac- 
curately. Occasionally, cases are just a bit too tight 
for the movement. A well fitting case receives the move- 
ment without too much pressure yet holds the move- 
ment securely. A case that permits the movement to 
twist or shake up and down is not desirable. _ 





Fig. 19. Method of scraping a watch case with a lathe 
scraper to permit insertion of larger movement. 


When a case is too tight for the movement, some casers _ 


take a metal block of the same shape and size as the 
movement and force it first into the case. Then they 
tap the top edges of the case with a horn head hammer. 
This either stretches the case bottom or corrects any 
minute kinks. 

When this fails a case scraper is used. In round 
cases, a scraper is used to scrape off a thin strip of 
metal evenly around the inside of the case, making the 
diameter just a bit larger to permit a snug fit. 

In odd shaped case bottoms, scraping should be done 
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only after accurately determining the exact parts to 
be scraped. Care should be exercised not to distort the 
case. When scraping is done haphazardly the result 
may be as indicated in Fig. 1. Scraping a case is shown 
in Fig. 19. Here a rectangular case is being scraped 
at the corner. The scraper in this case is a thick hand 
lathe graver set into a handle and sharpened to a-keen 
edge. This tool gives good service and provides a clean 
cut without danger of scratching the bottom of the case. 
The case is held rigidly and securely. Control of the 
graver or scraper must be maintained while pressure is 
applied. 

All chips and burrs should be removed. The scrap- 






Fig. 20. Scoring of movement is 
caused by use of a screw driver 
with blade wider than  screw-slot. 





ing should be done so that the result is a neat, clean and 
even-surfaced edge. It is seldom necessary to scrape 
cases excessively. If the movement is very loose in 
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MITT makes its debut. And it’s a stunner . . . the kind of kitchen clock 
thousands of families have been looking forward to. Smartly styled, 
modern plastic in a variety of colors. Neat and trim. Measures 6%" 
high; 856” wide. There’s a hearty welcome ahead for this number. 

The HITT is a newcomer among the beautiful electric clocks designed 
by Seth Thomas* craftsmen for those who appreciate the finest. Today, 
we're doing our best to keep pace with demands and, as rapidly as pro- 
duction facilities allow, these fine clocks are being allotted and shipped 
to distributors throughout the country. 

Keep in close touch with your distributor. Let him know you’re 
anxious to be on his allotment list. to receive your fair share of the first 
models to come along. Remember—the appeal of high quality is a last- 
ing one. That’s why a Seth Thomas franchise continues to gain impor- 
tance and value. Seth Thomas Clocks, Thomaston, Connecticut. 


*SETH THOMAS IS REG, U. S. PAT. OFF. 


Seth Thomas 


"TL, Lnett becky” 
YUKON—2E: Self-starting electric in ebony 


a ee A product of GENERAL TIME Instruments Corporation 
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the case, little can be done unless a case ring or washer 
is used to fill the space between the movement and the 
case. 

When the case is slightly loose, the slack may be 
taken up by gently bending the metal near the stem 
opening inward. This applies to two-piece cases only. 


TOP IS FILED FLAT 





REMOVE BURRS 





GRASPED BY 
HUBS 





“I 


Fig. 21. Use of lathe chuck to hold stem. Burrs should 
be removed and top filed flat as indicated here. 

















Care should be taken not to mar the appearance of the 
case. 

The movement should be handled with care while 
placing it into the case. Otherwise the balance may be 
injured by contact with the case edge. Therefore the 
balance side of the movement should be inserted first. 
The rest of the movement may be snapped into the case 


a 


TR 














Fig. 22. Sufficient space 
should be left between 
the crown and case to 
permit setting hands. 





if it does not require too much pressure. Failure to 
observe this safety precaution often results in the break- 
ing of the balance staff. The stud screw and the barrel 
are two other parts of the watch that may extend beyond 
the edge of the movement and so precaution must be 
taken to prevent these from catching on the edge of 
the case as well. 


FITTING THE STEM 


After the case is adjusted to receive the movement 
and the dial and hands are fitted, the stem is shortened 
to a length best suited to lend beauty to the watch. It 
should also prevent dust from entering the opening in 
the case and permit ease in winding and setting. 

New movements are supplied with stems of sufficient 
length to suit practically all types of cases. These are 
filed to the effective length. It is a good practice, be- 
fore removing the stem from the movement to pull the 
stem to the hand setting position. Doing so forces the 
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clutch wheel snug against the intermediate wheel and 
prevents it from slipping off the clutch lever when the 
stem is out. When the clutch slips out of the clutch 
lever, it is often necessary to remove the dial and hands 
to reset these pieces, 

To remove the stem after it is pulled into the setting 
position, loosen the detent screw just enough to permit 
extraction. Unnecessary turning out of the detent screw 
will cause the detent to fall off, again necessitating re- 
moval of the dial and hands for this replacement, 

Screwdrivers must be sharp and fit the screw slot 
to its depth. The width of the screwdriver blade must 
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Fig. 23. Crown should be fitted to the stem 
so that it is flat and will not wobble or sway 
when it is turned to wind or set the watch. 


not be wider than the screwhead. A screwdriver blade 
that is wider than the screwhead will score the metal 
surrounding the screw and mar the new appearance of 
the watch. This is illustrated in Fig. 20. 

When the stem has been removed, it is placed in a 
pinvise and cut to approximate length with a cutting 
plier. When the stem is to be filed to length in a lathe 
chuck, it is cut before “chucking” the stem. 

The stem should be held in the chuck of the lathe or 
pinvise so that it is held by both hubs. This diminishes 
the chance of the stem breaking at its weakest point— 
the detent slot. The proper method of grasping the 
stem is shown in Fig. 21. 


LENGTH OF STEM 


When a stem is fitted with a crown, the bottom of 
the crown should barely clear the edge of the case, leav- 





eS 


/ 
a ee 


Fig. 24. Testing for ease of backwinding with finger. 
If stem fits tightly crown may skid against the finger 
indicating that hole in case is causing friction. 


ing enough room for the fingernail to lift the crown 

for the setting of the hands. (See Fig. 22) In this 

way, the neck of the crown fits snugly into the case 

hole opening, keeping out excess dust or moisture. A 
(Please turn to page 398) 
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IRE extinguisher—Which type of fire-extinguisher 
do you think best for use in watch and jewelry repai- 
shops? (Question No. 5826) J. L. 


Answer—The carbon dioxide type of fire-extia- 
guisher fulfills more of the requirements for the use in 
question, than any of the others, we believe. These 
extinguishers consist of a steel tank of compressed caz- 
kon dioxide gas, with a valve for releasing the gas 
through a nozzle that enables the gas to be “aimed” 
at the fire, so as to form a blanket over the fire that will 
smother it effectively if used before fire has become too 
widely spread. Fires in jewelry and watch repair shops 
often involve inflammable liquids like gasoline, naphtha, 
alcohol, etc.; the gas is safer than water for an extin- 
guisher, because water actually spreads such fires by 
spreading the flaming liquid. Another advantage in the 
gas extinguisher is that the gas does not serve as an 
electrical conductor, as water does; and electric appara- 
tus, motors, etc., are generally present in the fires in 
question. Still another good feature of the carbon 
dioxide gas method is that the gas does not rust tools, 
nor pollute equipment like some other forms of chemical 
extinguisher may, with a foamy substance that is hard 
to clean off. 


ETTING SUN DIAL—A good customer of ours 


wants us to set correctly in his garden, an old sun-. 


dial he has found; please explain how. (Question No. 
5827) M.R.L. ~ 


Answer—Reliable information about sundials and 
how to place them to indicate apparent solar time, is 
contained in a pamphlet prepared by R. E. Gould, Chief 
of the Time Section, National Bureau of Standards, 
that may be had for 5 cents (send coin; not postage 
stamps) from Government Printing Office, Washington, 
D. C. Ask for “Bureau of Standards Circular #402,” 
and mention the title “Sundials,” and the author’s name. 
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WORKSHOP 
OQUESTIONS 
AND 





ANSWERS 


LEANING SOLUTION—Among watch cleaning 
solutions which is best, I mean the non-foaming or 
foaming solution? (Question No. 5828) N. T. G. 
Answer—We think most users see advantage in non- 
foaming foaming solutions, for rather obvious reasons; 
manufacturers were persuaded to develop non-foaming 
solutions by the many of their customers who objected 
to frothing solutions. As to any question of comparative 
cleaning merits, each manufacturer can answer this con- 
cerning his own products; naturally he will make claims 
that he will be responsible for, based upon experience. 


RICTION JEWELING TOOL—lIs it all right to 
set regular watch jewels with a friction jeweling 
tool? The jewels made for this tool cannot be bought 
since the war except in a few sizes. (Question No. 


5829) W. L. G. 


Answer—Regular type jewels could be set with a 
frictional jeweling tool, but the trouble would come 
afterwards, sooner or later, in most cases. The area 
of surface of the edges of these jewels would be too 
little and the form of the edge in contact with the 
reamed-out hole wrong to give proper support to the 
jewel to keep its hole perpendicular. The jewels would 
in many cases work loose under strain of the action of 
pivots in them and some of them would crack while be- 
ing pressed into place, because of the thinness of the 
jewels near the edges. All in all, it would be inadvisable 
to attempt the substitution in question. 


URFACING SLIPS—What is correct to use in giv- 

ing the final surface to bell-metal slips used for pol- 
ishing staffwork—an emery-buff, file, coarse oilstone, 
etc.? (Question No. 5830) T. O. 

Answer—Use nothing but a file; the other means 
you mention would more or less charge the metal with 
abrasive grains, that would make it impossible to pro 
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“A short time ago, I installed the National Cash Register 
System. Now I am getting the kind of information and 
protection I need to run my business instead of letting it 
run me. 

“To get control over every dollar coming in is a benefit 
I wouldn’t want to pass up. Considering the dollars that 
will come into this business over a period of years, and 
the amount I'll pay out, the investment I made in this 
system is small in comparison to the savings.” 
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now I run my business 
instead of letting it run me 
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This is a typical statement from one of the many thou- 
sands of enthusiastic retailers who have used the National 
Cash Register System. Why not call your local National 
representative and let him show you how the right 
National Cash Register System will help you speed 
service to customers—record and control layaway and 
installment sales and help you keep accurate records 
for federal and state taxes? He will show you, too, how it 
will reduce the operating expenses of your jewelry store. 


“See the National Cash Register for Jewelry Stores 


This National Cash Register is designed for use in jewelry stores. It will enable 
you to know how your profit-building specialty items are selling. It records 
sales made in each of five departments and provides individual cash drawers 
and totals for each of four salespeople. It also shows a total of money paid 
out. In addition, the register prints a receipt or certifies a sales slip on every 
transaction. Specially designed models for time-payment sales are available 
for stores handling this work. Ask your National representative for a demon- 
stration. The National Cash Register Company, Dayton 9, Ohio. Offices in 


principal cities. 


CASH REGISTERS + ADDING MACHINES 
ACCOUNTING-BOOKKEEPING MACHINES 
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duce a fine polish on the work. Emery-paper, or emery- 
buffs, are right for finishing hard steel pivot burnishers; 
but in -this case, the hardness of the steel ~prevents em- 


bedding of the abrasive grains. 


UZEE CHAIN—What part does the fuzee chain 
and plain barrel have to do with*calculating beats- 
per-hour in an old English watch, in figuring correct 
(Question. No. 


hairspring for that kind of a watch? 
5831) O. £. W. 


Answer—lIn the calculation referred to, the fuzee 
groove, chain and untoothed barrel are to be ignored; 
the calculation involves the same train-members as in 
a conventional going-barrel or motor-barrel watch; i.e., 
the teeth of the center-wheel and in turn the leaves of 
the third pinion, fourth-wheel teeth and its pinion, 
escape-wheel pinion and its teeth, the latter number 
multiplied by two since each of these teeth produce two 


“beats,” because they pass over each of the two pallet- 
stones, 


HOW TO CASE A WATCH 
(From page 394) 


crown that protrudes excessively, exposes itself to break- 


age as well. Conversely, a crown that is so short that 


it rubs against the case, makes it difficult to wind and 
set. This may prevent complete engagement of the 
winding wheels and result in a poor winding condition. 


Crowns are usually supplied with the case. However 


the crown should harmonize with the design and pre- 
dominant color of the case. It should be wide enough 











Fig. 25. Filing the case opening should be conserva- 
tive as in (A). In (B) the shape of the hole and 
clearance should be as indicated in the drawing. 


to allow easy winding. A crown that is too small will. 


prevent the watch from being wound fully with the 
subsequent complaint that fhe watch will not run 24 
hours. 

The stem should be filed to receive the crown, using 
a fine file. Files that are too coarse may catch and 
break the stem. The tops of the threads should be flat, 
with the burrs removed as shown in Fig. 21. This will 
permit the crown to be fitted and fastened securely, flat, 
and without the possibility of becoming loose. The crown 
should be fitted to the stem so that it is flat and will 
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not wobble when turned. (See Figs. 23A and B), 
If the crown resists efforts to be secured perfectly flat 
and is just slightly off angle, it may be trued by tapping 
the high side of the crown with a soft horn hammer, 
When this is done the crown must be fastened again, 

To test the truth of the crown before inserting it 
into the movement, roll the pinvise on the neck. If the 
crown is true, it will not wobble while the pinvise rolls. 
‘When the lathe is used, the stem is rotated slowly for 
this test. 

Before replacing the stem and crown into the move- 
ment, it should be lubricated by dipping the tip of the 
stem into oil. This makes the winding and setting lighter, 

To replace the stem and crown, it is eased gently 
into the movement with a slight twisting motion so that 
the square of the stem is “keyed” into the square of 
the clutch wheel. The detent screw is then tightened 
slightly. The stem is pulled out a little to permit the 
detent pin to fall into the detent slot of the stem. The 
screw is then fully tightened and the stem put into 
the winding position and tested. 
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Fig. 26. Use of case screws to secure the move- 
ment to the case. Note fashion in which the case 
screws straddle both the movement and case edge. 


The movement is then inserted into the case and the 
length of the stem and crown observed. If it is too 
long, the stem is removed and readjusted, repeating the 
operations listed above. If the stem is too short, a new 
one will be needed. Sometimes, however, it is possible 
to use a crown with a long post to take up the needed 
length. This must answer all the requirements of a 
well fitting crown. Such a crown is shown in Fig. 22c. 

When the stem and crown are of the proper length 
and the movement placed into the case, the top is snap- 
ped shut. Then the ease of winding and setting is 
tested. A well fitted stem and crown, set into the case 
should have enough freedom in the case hole to permit 
winding and backwinding with ease. Backwinding is 
the opposite movement of the crown in the direction of 
winding. This is tested by placing the front side of 
the index finger against the side of the crown and wind 
it back and forth with only slight pressure against the 
crown. This is shown in Fig. 24. If the crown skids 
against the finger, it may be an indication that the hole 
in the case is causing the post of the crown to rub 
against the side of this case hole. This hole must then 
be enlarged or filed to suit the crown post. 


FILING THE HOLE IN THE CASE 


To determine where the case hole must be enlarged, 
pull out the crown into the setting position. This will 
permit visual observation with an eye loupe. Observe 
where the rubbing takes place or at what point the 
case hole touches the crown post. This contact may 

(Please turn to page 409) 
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Make Your 
Readjustment 


Kastenhuber & Lehrfeld 


21 West 46th Street 


We solicit your Sweeps—Filings—Scrap Gold and Platinum, Metals 


Your Old Gold shipments will receive special attention 


Include the clean-up and disposition of unnécessary 
scrap, filings and sweeps. Larger working capital and 


quicker turnover produce more profits. 


Tel. BRyant 9-1060 New York 
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— CONCAVE = COnven 


CROSSCURVED MAINSPRINGS 


MADE 


IN U.S.A. 


WATCH: MOTOR MAIN SPRING 6 C0, INC. 
Wa rreifacti ners, NEW Y OR K 
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watch repairing 


FASTER, WITH PROVEN ACCURACY 


and with greater profit 


[When watches come in for repairs, a 
;WatchMaster printed record tells you 
immediately what is wrong with the 
watch. When work: is completed, a 
‘chart gives you the 24-hour rate (with 
the watch in any position) all in 30 
.seconds, 


Y And, repairs done with “proven” accu- 
‘racy justify higher charges, too. 


Write for details about the 











1} Ameriean Time Produets, Ine. 


580 Fifth Avenue. New York 19 
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Special Notices 


Payable invariably in advanea, 

Rater uncer all headings cacept “Situations 
Wanted $1.50 for first 23 words. Additional 
wors. he. a word. 

SITUATION WANTED 7Se. fer first 23 
words. Additional words, Se. a word. 

Weavy tope. $3.00 for first 23 words. Ad- 
Gitienal words, 1c. a word. 

Name, address, initials and abbreviations 
eovat as wards, and are charged for as part 
ef the advertisement. 

0¢ an-wers are to be forwarded, enclose 15¢. 
eaten te cuver postage. 

All answers will be directed care Jewelers’ 
Circular-Keystone, unlese atherwise instructed, 

fn answering ads, do not encluse original 
letters wf rec dati 





Jewelers’ Circular-Keystone 
100 E. 42nd St. New York 17 


Situations Wanted 
We. fue Girst 25 words, Se. for each addi- 


thonal werd: miniowe charge T5e. 





WATCHMAKER, eight years’ experience, 
own touls; age 34: wishes permanent 
position, in tos Angeles or vicinity. 
Address “E., 3193," care J C-K. 





FIRST class jewelry jobber, stune setter 
and engraver, over 30 years’ experi- 
euce; best references. Address “F., 
3267," care J C-K. 





ENAMELER, man, thorough experience, 
desires position with firm making high 
claxs enamel gouds, Address “J., 3246,” 
care J C-K, 





FULL charge, bookkeeper, thoroughly 
experienced all details of jewelry line; 
excellent references; New York City 
only. Address “P., 3343," care J C-K. 


SAL.ESMAN, desires position with manu- 
factwer or jobber; age 33: personable ; 
nuw managing a fine jewelry store; 
b ee aes. Address “E., 3242," care 


EXPERIENCED buyer's assistant, fe- 
mate; showrvum and selling experl- 
ewe; hizh calibre secretary, New York 
City preferred. Address “H., 3197," 
care J C-K. 


IF you require a capable store manager, 
contact’ this man whose outstanding 
qualifications justifiably Warrant § as- 
suring highest possible results, Address 
“N., 3252," care J C-K. 


PRODUCTION manager, cnster, mold 
maker: five years’ experience in 
handling personnel and labor preob- 
lems; desires position in New York 
City. Address “S., 3306," care J C-K. 


VETERAN desires apprenticeship for 
diamond setting: willinz, conscientions ; 
salary no object. Walter J. Schwime- 
mer, 2149 Audubon Ave., New York 33, 
N. YY. Wa. 8-138. 


WATCHMAKER, salesman, repair all 
makes and sizes; Bowman graduate; 
18 years’ experience: capable of tak- 
ing complete charge; best of refer- 
ences. Address “S., 3326,° enre J C-K. 


ENGRAVER who can engrave: wide 
experience, hizh class stores; fine let- 
tering, etc.: only top salary or com- 
mission considered, Address “C., 
3371," care J C-K. 


OUTSTANDING = salesman: — innpecrstete 
appearance; open for good, rexponsitte 
pesition, in retail establishment, uop- 
erating only on highest ethical stand- 
ards: reference. Address “V., 3256," 
care J C-K 





























PROLIFIC, executive salesman, genuine 
administrative ability, desires well pay- 
ing job, reputable jewelry store; 
Oregon, Washington or California: 
highest reference, Address “T., 3255,” 
care J C-K. 





MANAGER-salesman; high powered ex- 
ecutive ; outstanding merchandiser: ap- 
pliances, radios, refrigeratois, luggage, 
as well as diamonds, watches, clocks; 
silverware, etc. Address “R., 3254,” 
care J C-K. 





EXECUTIVE, buyer, promoter, manager, 
salesman: knows the business; money 
maker for department, chain or inde- 
pendent store; anywheie; excellent 
(2: 2 Address “C., 3263,” care 





MANAGER, qualified for same, by a 
well rounded experience in retail jewel- 
ry store; accustomed to assuming re- 
ponsibilities, with mature judgment; 
pleasing personality; best of refer- 
ences. Address “B., 3238," care J C-Ix. 





EXPERIENCED credit man-salesinan 
desires to return to retal! jewelry line, 
in Metropolitan area; forced into de- 
fense during war; investment. con- 
one Address “H., 3337," care 

“IX. 





YOUNG man, 20, college graduate, six 
months’ experience in wholesale jewel- 
ry, desires position with wholesa!e 
jewelry firm with future as salesman; 
sincere willingness to learn. Address 
“R., 3366,” care J C-K. 





DIAMOND setter and jewelry repairman, 
age 30, married, returned’ veteran, 
wants bench and counter work, in small 
special order or retail business, West; 
future working interest desirable, Ad- 
dress “Y., 3260," care J C-K. 





SALESMAN-manager, young man, 39, 
single, 10 years’ retail jewelry expe: i- 
ence, understands thoroughly all phases 
of the businesss, seeks permanent posi- 
tion with zooud future; excellent refer- 
ences. Address “D., 3314,” care J C-K. 





SALESMAN, now manager credit jewel- 
ry store, desires change to within com- 
muting distance New York; experi- 
enved every phase of business; age 
35; highly recommended. Address “D., 
3315," care J C-K. 





CAPABLE manager available, high 
class well established retail jewelry 
store; interested only, considering 
attractive profit sharing offer; irre- 
prouchable reference. Address “A., 
3226,” care J C-K. 





MANAGER-szalesinan, 39, conversant all 
phases of retall jewelry business; well 
educated, well spoken: excellent ap- 
pearance: enviable record part 10 
years; will make necessary trip at 
own expense for personal interview. 
Addrexs “C., 3331," care J C-K. 





WATCIIMAKER. very capable, desires 
te locate with high «rade concern 
where fine workmanship in denired; 
almost 20 years of experience, axe $2; 
bern in 03. S Als state alt particulars 
including houre and «miary. Adcktdtean 
“TT. 2032.° care J C-K. 





WATCHIMAKER, ununaally accurate 
workman, age $4. 29 yents of experti- 
ence on all types imectudiog chreoteo- 
graphs; one why times closely; bern 
U.S.A.: excellent reference; state hours 
ont Salary. Address “R., 2031,” care 





TRUSTWORTHY, competent; seeking 
connection, with a high grade jewel- 
er; thoroughly experienced dia- 
monds, watches, gold jewelry and 
silverware; fine personality; good 
executive; best of references. Ad- 


dress “C., 3239,” care J C-K. 


EXPERIENCED watch salesman, travel- 
ing Middle Western states, wishes posi- 
tion where selling is needed; was mer- 
chandising manager for one of Amer- 





ieca’s largest firms in another field; 
college graduate; 38 years of age; 
“ee Address “B., 3330,” care 








GEMOLOGIST and watch 
fifth .position watchmaster nih holding 
one examination for title, certians 
gemologist; 17 years’ general Jewe} 
store experience: prefer Michiga, "Y 
pn cpap Naa only first coon 
store considered. Addr « <9 
caie J C-K. oss "B., 3263, 





ee 
GENERAL manager availab| 
chain or independent uperator ; ene 
bly informed, every conceivable ph 
most successful large vulume retail | 
stallment functions; minimum weekly 
salary expected, $200, plus reasonabl, 


——— ee: first clasg 
reference. Address “P., 3253." 
J C-K. — 





DURING t European school 
wo years at Europea 

I acquired basic knowledge a vane 
1 repaired electrical and mechanicaj 
instruments in the U. S. Army; | am 
well acquainted with the repair of 
cameras a.id photography: [ am 24 
years old, of Jewish religion; | like 
selling; have own tools; what is your 
offer? Address “L., 3251," care J C-K 








STORE manager, fully qualified in all 
phases of retail jewelry, including buy- 
ing and selling: capubie of Managing 
watch and jewelry repair departments, 
window trimming: fully experienced in 
credit and collection supervision; 
Washington or New York area prefer. 
able, but will consider other good 
offers, Address “G., 3292," cure J C-K, 





MANAGER, retail, 15 years of cash 
and installment experience, wishes 
to connect with progressive organiza. 
tion; references of the highest cali 
bre furnished on request; residing 
in New York City at the present 
time; a prompt reply would be to 
our mutual benefit. Address “A,, 
3272,” care J C-K. 





WHAT have you to offer: 40 years’ of 
experience, Fifth Ave., New York, en- 
graver and shop foreman, diamond and 
watch salesman, precivus gem jewelry 
designer, for remodeling, estimator of 
watch and jewelry repairs, stove man- 
ager; employed: give full information, 
wey etc, Address "G., 3244,” care 

C-K. 


SALESMAN, veteran, 27 years of age, 
nine years’ experience as traveling 
salesman, seeking connection with 
general line of jewelry or with a 
manufacturer’s agent, with various 
lines; would prefer to travel Cali- 
fornia or Texas, but free to go any- 
where; perfect sales record, with 
best of references; good personal- 
ity; alert and aggressive. Address 
pe Lee $312,” care J C-K. 

















Lines Wanted 


Minimum charge (23 words) $1.50 
Additional words, 3 cents » word 


= 


HIGH grade, nationally advertised dia- 
mond line wanted by _ distinguished 
salesman; territory optional. Address 
“W,., 3257," care J C-R. 


SOUTHERN States: seek additional first 
grade lines in addition to line of ma- 














terials carried at present. Address 
“G., 3195,” eare J C-K. 
TRAVELING salesman, extensive fol 


lowing, calling on chain jewelry stores, 
desires manufacturer’s line. Address 
“Y., 3225,” care J C-K. 


BABY goods and children’s jewelry, 
line wanted by manufacturers’ rep 
resentative. Joe Hirsch, 5626 Ells 
worth Ave., Dallas 6, Texas. 
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LINES WANT ED—Continued 











man, know watches from A to 
P — good line of watches and 
clocks ; commission basis; New York, 
New Jersey, Pennsylvania. Address 
“g,, 3217,” care J C-K. 





—————_™ 

LLENT ‘salesman, fine character; 
EXCH Teferences, wishes a complete line 
of diamonds; New Jersey, Pennsyl- 
vania and New_York. Address whe 
3218,” care J C-K. 


ye 
MAN to represent manufacturer's 

SALES. ling direct to retailers for Ohio, 
Pennsylvania, West Virginia ; _ also 
popular priced jewelry specialty items. 
Address “P., 3361,” care J C-K, 

as 

SALESMAN, experienced watches, rings 
and jewelry, desires line for better 
jewelry and department stores, in 
Greater New York and vicinity. Ad- 
dress “D., 3377,” care J C-K. 














WATCH SALESMAN, Pacific Coast ter- 
ritory over 20 years, desires good line 
of watches in 14K and gold filled; 
commission basis. Address “E., 1449,” 
care J C- 


PACIFIC COAST ring salesman desires 
stone ring line, 10 and 14K, ladies’ 
and gents’; have sold in territory over 
20 years; commission basis. Address 
“G., 1450," care J C-K. 








PACIFIC COAST salesman who calls on 
the better trade, desires a line of 
platinum, gold chains, lockets, crosses, 
watch cases and specialties; best of 
— Address “C., 1448,” care 
J C- 


SALESMAN covering Néw England, de- 
sires lines, watches, diamond mount- 
ings, wedding rings, gold jewelry; 
straight commission basis. “E. C. B.,” 
Room 701, 387 Washington St., Bos- 
ton, Mass, 








PACIFIC Coast salesman, with excel- 
lent connection, requires manufac- 
turer’s line of flatware and hollow- 
ware; excellent references. Address 


“J., 3321,” care J C-K. 


MANUFACTURER'S representative seek- 
ing item in novelty jewelry; have con- 
tacts with exporters, distributors, job- 
bers, chain and department stores. 
Riverdale Distributing Co., 220 W. 42nd 
St. New York City. 








PACIFIC Coast representative with 
fine following, calling on jobbers 
and large users, desires a manufac- 
turer’s line; particulars, Address 
“H., 3320,” care J C-K. 


WELL known manufacturers’ representa- 
tives, with Fifth Ave., New York show 
rooms, wants jewelry items and kin- 
dred lines to sell to jobbers and ex- 
porters, on commissions. Address “R., 
3216,” care J C-K. 








A clean-cut executive type salesman 


desires established manufacturer’s 
line jewelry and mountings, for 
better jewelers; Los Angeles and 
Vicinity; commission basis. Address 


“D., 3240,” care J C-K. 


MANUFACTURER’S representative, with 
Successful record selling among whole- 
Salers of the Middle West and Pacific 
Coast, located in Chicago, desires to 
hear from manufacturers whe wish ef- 
ficient representation in this territory. 
Address “Circular 1441,” Room 1415, 
Heyworth Bldg., Chicago 2 

Or 


MANUFACTURER'S opportunity; well 
known, live wire, experienced sales or- 
ganization, with New York showroom, 
traveling entire U.S.A., with A-1 jobber 
following, is open for an additional cos- 

ime jewelry or metal compact line; 
nafide manufacturers only; commis- 
pon pasis. Address “P., 1324,” care 








en 


REPRESENTATIVE covering Boston, 
Providence, Hartford, Philadelphia, 
Baltimore, Washington, Pittsburgh, 
with manufacturers exclusive 14K 
jewelry, would be interested in a non- 
conflicting line. Address “A., 2409,” 
care J C-K. 





SALESMAN, with following amongst the 
better department stores and jewelers 
in New England, New York State and 
Ohio, desires association with manu- 
facturer of fine costume jewelry, 
silverware or kindred lines; has had a 
lifetime experience in the selling field, 
both in sales and executive capacities; 
at present employed, but would like 
more representative connection. Ad- 
dress “B., 3310,” care J C-K. 





14-K jewelry; do you need experienced 
sales representation from New Or- 
leans and Memphis to El Paso; I 
want quality line, restricted best 
stores; coverage about four times 
yearly; commission. Box 5645, 
Terminal Annex, Dallas, Texas. 





WHOLESALER, expanding sales force 
to thoroughly cover entire South- 
west, desires widely advertised lines 
of watches, metal and leather bands, 
gold and gold filled jewelry, and 
other fast selling lines, direct from 
importer or manufacturer. Address 
“L., 3323,” care J C-K. 





RING manufacturers; jewelry sales- 
man wants complete line of gent’s 
and _ ladies’ rings, birthstone ring 
assortments, popular and high 
priced; have over 300 well rated 
accounts on hand; travel by car and 
cover states of Ohio, Indiana, Ken- 
tucky; available at once or for Fall 
1946; Al references, Address “A., 
3367,” care J C-K. 





SUCCESSFUL watch, jewelry and dia- 
mond salesman of high pre-war 
earnings, desires contact with qual- 
ity firm that can handle large vol- 
ume of business at present time, 
and is also interested in building for 
the future; strictly commission basis 
in capacity of sales representative; 
substantial sales record since 1930; 
1942-45 with U. S. Army; honor- 
ably discharged recently; highest 
type references in regard to ability, 
honesty, integrity; former territory 
Southwest, Texas, Oklahoma, Louisi- 
ana, Arkansas, Kansas; am _ very 
well known in my territory and 
have strong personal friendships 
with practically all the largest op- 
erators and hundreds of the smaller 
=" Address “A., 3328,” care 

C-K. 


Side Lines 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





SALESMAN calling on better jewelry 
and department stores, Middle West 
and Coast, to carry small line 14K 
hand engraved wedding rings. Address 
“C., 38376,” care J C-K. 











SIDE line salesman, to carry key chains, 
identification bracelets and bill clips, 
sterling; for Michigan, West Coast, 
Eastern and Southern States. Address 
“C., 3037,” care J C-K 





MANUFACTURER’S line, ladies’ and 
gents’ gold wedding rings; sell to 
department stores, large retailers, 
etc.; many territories open. Address 
“S., 1309,” care J C-K. 





MANUFACTURER wants salesmen to 
carry side line of ladies’ 14K diamond 
mountings and diamond wedding ring 
mountings to the jobbers; Middlewest 
and Coast; commission basis. Address 
“D., 3351,” care J C-K. 





MANUFACTURER of brass and sterling 
earrings and bracelets, retailing 
from $1 to $6, desires representa- 
tion to jobbers or department stores; 
all territories open. Address “B., 
3234,” care J C-K. 





ATTENTION, established salesmen; 
write us about territories available to 
carry our fine selling side line; see 
our ad on page 157. J. A. Meyers & 
Co., Inc., 1031 W. 7th St., Los An- 
geles, Cal. 





SALESMEN, calling on retail jewelers, 
make big money carrying the fast 
selling line of Action Diamond 
Tools; liberal commission; no ex- 
perience necessary. Write, Action 
Diamond Tool Co., 125 W. Hubbard 
St., Chicago 10. 





MANUFACTURER of ladies’ and men’s 
gold stone rings, offers excellent op- 
portunity to three first class salesmen, 
East, Middle West and Pacific Coast, 
on commission; line earns substantial 
five figures; must have experience and 
contacts with retail, chain and credit 
jewelers; write complete details; an- 
swers in strictest confidence. Address 
“G., 3319,” care J C-K. 





SALESMAN wanted by manufacturer 
of extensive line of gold rings, spe- 
cializing in. onyx, synthetic stones, 
gent’s mountings, emblem rings, 
ete.; only high grade man selling 
to larger users in Middle West con- 
sidered; give full particulars. Ad- 
dress “E., 3378,” care J C-K. 








Help Wanted 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





FIRST class watchmaker; steady posi- 
tion. Olson Jewelry, Ft. Dodge, Iowa. 





DIAMOND setters: good pay, steady 
work; transportation: Northwestern 
Ohio. Address “C., 3229,” care J C-K. 


JEWELRY polisher, lady; first class 
work and good pay; give reference. 
Address “T., 3277,” care J C-K. 








WANTED, jewelry repair man, one who 
ean also set diamonds. Address “M., 
3344,” care J C-K. 


WANTED, first class watchmaker; com- 
mission or salary. A. R. Brandenburg, 
Independence, Iowa. 


EXPERIENCED watchmaker wanted; 
permanent position. Blum’s Jewelers; 
128 State St., Madison 3, Wis. 











WANTED, experienced buyer for diamond 
and watch department; give full par- 
ticulars, experience and age. Stix, 
Baer & Fuller, St. Louis, Mo. 





DIAMOND buyer and general manager, 
Fifth Avenue, New York, store; state 
experience and connections. Address 
“E., 3265,” care J C-K. 





(Continued on page 402) 
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HELP WANTED—Continued 








(Continued from page 401) 





WANTED, experienced engraver in high 
grade retail store, located southern 
New England; permanent; pay good. 
Address “D., 3264,” care J C-K. 





WANTED, watchmaker for county seat 
town in Missouri, near Kansas City, 
or will send out work to reliable work- 
man. Address “H., 3249,” care J C-K. 





WATCHMAKER wanted for high grade 
jewelry store, air conditioned, pleasant 
surroundings. Apply, Fred J. Cooper, 
109 S. 18th St., Philadelphia 7, Pa. 





WATCHMAKER, capable of teaching 
students; excellent working conditions ; 
New York; state training and experi- 
ence. Address “B., 3370,” care J C-K. 





JEWELRY setter accustomed to class of 
work of the better kind; $2.50 per 
ye start. Address “Q., 3275,” care 
J C-K. 





EXPERIENCED salesman, with follow- 
ing, for hand carved wedding rings. 
Carira Co., 7 W. Madison St., Chicagy, 
Il. 





JEWELRY foreman, who can take care 
of a shop of about 15 men; an excel- 
lent position with a very fine future. 
Address “R., 3276,” care J C-K. 





WANTED, engraver-watchmaker; fine, 
old Southern store; permanent job; ex- 
cellent salary; 1eferences required, Ad- 
dress “J., 3295,” care J C-K. 





DETROIT manufacturer wants jewelers 
and die cutters; ideal working condi- 
tions; good pay and steady work. Ad- 
dress “G., 3354,” care J C-K. 





SALESMAN, experienced, to carry fine 
line of sunglasses; good oppurtunity. 
Burton Optical Co., 932 F St. N.W., 
Washington 4, D. C. 





EXPERIENCED jeweler desiring perma- 
nent situation, with good pay. Morris 
Kaysen Cu., 740 Sansom St., Philadel- 
phia 6, Pa. 


WATCHMAKER for railroad watch in- 
spection; permanent position; salary 
or commission; business established 42 
years. Address “L., 3113,” care J C-K. 


WATCHMAKER, first class, for Texas; 
salary $85 to $100; permanent; ex- 
cellent opportunity. Address “R., 
3325,” care J C-K. 


WATCHMAKER; excellent working con- 
ditions with guarantee of $75 per week, 
and commission. S. L. Sather-Jeweler, 
Vernal, Utah. 














JEWELER and engraver; general job- 
bing, large retail store; high salary; 
permanent position. J. M. Clawson, 
Pottsville, Pa. 





WANTED, first class watchmaker, per- 
manent position in Northwestern Mas- 
eo Address “J., 3167,” care 

C-K. 


WATCHMAKER, wanted, to take 
charge of repair department, 50-50 


basis; excellent opportunity, Smith’s 
Jewelry, Eastman, Ga. 








SALESMAN, near New York; good liv- 
ing and housing conditions; good sal- 
ary and commission. Apply, Metro 
— Co., 1385 W. 125th St., New York 

ity. 





WATCHMAKER capable of taking 
charge: South Georgia city of 8000; 
five and a half day week; good salary; 
best workinz conditions. Address “F., 
3194,” care J C-K. 





WATCHMAKER, grade A; plenty of 
work on commission basis; high, dry 
climate; wondeiful for asthmatics; 
give references. Hager’s Jewelry Shop, 
Flagstaff, Ariz. 





WATCHMAKER, dependable and capa. 


ble; excellent opportunity; p 
working conditions, permanent, state 
age, qualifications and salary expected 
Address “J., 4321,” care J C-K. 








FIRST class jewelry jobber and stone 
setter, preferably an engraver; perma- 
nent position, good salary and good 
living conditions. J. Ralph Tobin & 
Son, Springfield, Ill. 





WATCHMAKER for West Coast posi. 
tion; permanent; good working coud{- 
lus; slule age and experience, ad. 
dress “E., 2040,” care Jewelers’ Cir. 
cular-Keystone. 








WANTED, representative for states of 
Ohio, Michigas, indiana and Illinois, 
represent outstanding firm in costume 
and semi-precious stone jewelry. Ad- 
dress “V., 3224,” care J C-K. 





WOULD like to get in touch with a first 
class all around jeweler, with trade 
shop experience; a man who is inter- 
ested in going in for himself. Address 
“C., 8189,” care J C-K. 





WATCHMAKER wanted; good opportu- 
nity for ambitious man, in pleasant 
midwestern community; state age, 
qualifications and_ salary expected. 
Etzbach Jewelry Store, Mendota, LI. 





WANTED, first class watchmaker, Sum- 
mer months, May 1 to November 1; 
references and salary wanted, jirst let- 
ter. J. H. Sawyer Estate, Bar Harbur, 
Me. 





SALESMAN wanted to represent manu- 
facturer with a complete line of waich 
cases, bracelets and rings, to call on 
jobbers. Creative Jewelry, 2 W. 47th 
St.,. New York City. 


WATCHMAKER, or combination watch- 
maker, jeweler and light engravin: ; 
good woiki.g conditions; Central IIl- 
linois; references; all details first 
letter. Address “H., 3293,” care J C-K. 


WATCHMAKER; good opportunity rizht 
man; photo, reference, also experience 
first letter; good salary; living quar- 
ters guaranteed. E. G. Ilaggi, 222 

State st., St. Joseph, Mich. 


WANTED; jeweler and diamond setter 
with some special order work; ideal 
working conditions; by one of the 
Southwest’s leading retail jewelers. 
Arthur A. Everts Co., Dallas, Tex. 


WANTED jeweler and diamond setter; 
apply only if good mechanic; wonder- 
ful opportunily for right man; finest 
working conditions. Address “E., 3331,” 
care J C-K. . 


WANTED, jeweler and setter; repair 
and manufacturing; unlimited oppor- 
tunity for one who can furnish refer- 
ences; opportunity to take charge of 
shop. Address “F., 3335,” care J C-K. 




















YOUNG lady, stenographer, in office of 
jewelry repair and special order house, 
one who can be generally useful; re- 
wo firm. Address “F., 3318,’ care 


WANTED; first class, experienced jewel- 
er, stone setter and engiaver; promi- 
nent position; state salary in first 
letter; reply at once. Address “E., 
3352,” care J C-K. 


WANTED, two good watchmakers by old 
established firm, in healthful climate; 
good salary and ideal working condi- 
tions; prefer one stone setter. May 
Brothers’ Jewelry, Clovis, N. M. 


WANTED; first class watchmaker; 
permanent position; railroad watch 
inspector for three large railroads 
in North Carolina. Address **L., 
2657,” care J C-K. 


WATCHMAKERS; trade shop in New 
York will give work out to first class 
watchmakers, no others: write for 
interview. Address “N., 1179,” care 
J C-K. 

WANTED, watchmakers and combina- 
tion men in well equipped air conil- 
tioned jewelry store; can make as 


much as you want to. Carter Jewelry 
Co., Leesville, La. 




















WATCHMAKER, first class; excellen 
working conditions; permanent: 
salary $100 per week; write giving 
references. Andersen’s Jewelers 
Macon, Ga. ‘ 








WATCHMAKER, permanent position for 
A-1, experienced in high grade Ameri- 
can and Swiss watches, with old estab- 
lished firm in the Suuth at once. Apply 
to Box “M., 4889,” care J C-K. 





WATCHMAKER, capable of taking 
complete charge repair department 
and doing simple sizing and solder- 
ing; excellent salary, or commis- 
sion, or both. Sather’s, Craig, Colo, 








WANTED, watchmaker for permanent 
position; ideal climate, fishing and 
hunting, educational advantages for 
the family; University town: good sal- 
ary. Frank Borg, Missoula, Mont. 





WATCHMAKER, experienced and ex- 
pert; high salary; ideal working 
conditions; unusual opportunity for 
eg man. J. M. Clawson, Pottsville, 

ae 





JEWELERS. engravers setters. jobbing, 
special order, fraternity, permanent; 40 
hour week and vovertime, large mod- 
ern shop. Midwest Jewelry Company, 
Oklahoma City, Oklahoma. 





WATCHMAKER. experienced, for per- 
manent position: ideal working con- 
ditions and hours. with old estab- 
lished firm. Rost Jewelry Co.. 25 N, 
Illinois St., Indianapolis 4, Ind. 





SALESLADY, experienced, for retail 
jewelry store, New York Citv: selling 


knowledge watches, diamonds, pre- 
cious, semi-precious jewelry; repair 
estimator: light repairing. Address 


“M., 3360,” care J C-K. 





SALESMAN thoroughly familiar with 
retail trade in Middle West, to sell 
well known diamond ring line, com- 
plete in style and price range; un- 
usual opportunity. Address “E., 
3373,” care J C-K. 





SALESMEN wanted to cover Tennessee, 
Alabama, Mississippi, Arkansas, Louisi- 
ana, Texas; fast-selling items; state 
experience and references. Write, 
Jewelry Corp. of America, 448 S. Hill , 
St., Los Angeles 13, Calif. 


SALESMAN with extensive following 
among retail jewelers in South, to 
represent well established diamond 
ring house, producing a large and 
varied line in a wide price range. 
Address “D., 3372,” care J C-K. 


WATCHMAKER;: permanent position 
with old established retail store: 49- 
hour week: capable of repairing high 
grade watches: send references. Jac- 
card Jewelry Co., 1017 Walnut, Kansas 
City, Mo. 











- SALESMAN wanted: New England 


states, large mounting, wedding ring 
and chain line; no objections to non- 
conflicting lines; commission basis: 
excellent opportunity. Address “K.. 
3296,” care J C-K. 
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tl 


lass watchmaker, retail estab- 
a es Kingston, N. permanent 
position ; state experience and salary 
desired; ideal working conditions: ex- 
cellent living conditions guaranteed. 
Address “F,, 3213,” care J C-K. 


i 
WELER and engraver; splendid po- 
sition for capable workman; air con- 
ditioned shop in leading Central 
New Jersey store; give full details, 
experience, etc. Address “A., 3187,” 


care J C-K. 


WANTED, first class jewelry repairman 
and stone setter, with reliable jewel- 
ry manufacturing company ; permanent 
job if capable, with reference. Jansen, 
Manufacturing Jeweler, 305 Loew’s 
Grand Theatre Bldg., Atlanta, Ga. 

















SALESMAN wanted: New York state; 
large stone, mounting, wedding 
ring, chain line; no objections to 
non-conflicting lines; commission 
basis; excellent opportunity, Ad- 
dress “M., 3298,” care J C-K. 








JEWELER, experienced, for quality re- 
tail store work, special orders and 
diamond setting: permanent position; 
top salary: references as to ability re- 
quired. Address John J. Naughter, 87 
State St., Albany, N. Y. 





HIGH class watchmaker, salary or 
commission; permanent position; 
hospitalization and insurance bence- 
fits; well equipped shop; write giv- 
ing experience and references. Geo. 
T. Brodnax, Inc., Memphis 1, Tenn. 





JEWELERS, three, on_ special order 
work, with a fine firm, fine pay, vaca- 
tion and plenty of overtime; give in- 
formation as to how far you are ad- 
vanced, in special order work. Ad- 
dress “B., 3274,” care J C-K. 





WANTED, all around jeweler and 
stone setter, for general repair and 
few special order jobs; pleasant 
place to work; $3 per hour; time 
and half for overtime. Address “M., 
3083,”’ care J C-K. 





WANTED: manufacturing jeweler, who 
can set own work and is interested in 
advancement, in fine trade shop; sal- 
ary $1.90 hour first 40 hours. Lowell 
G. Hays, 701 Farnsworth Bldg., Mem- 
phis 3, Tenn. 





WANTED, at once, an all around 


jewelry repairman, diamond setter; 


permanent; salary $100 to $120. 


per week; state age, references and 
experience. Andersen’s Jewelers, 
Macon, Ga. 





WANTED combined jeweler and _ stone 
setter; must be good workman to take 
charge of shop; references required: 
oud opportunity; top salary, or salary 
and commission. Address “K., 2971,” 
care J C-K. 








HIGH CLASS engraver; steady em- 
ployment; ideal working conditions; 
hospitalization and insurance bene- 
fits; write giving experience and 
references; permanent position. Geo, 
T. Brodnax, Inc., Memphis 1, Tenn. 

WANTED, three experienced  watch- 
Makers, one who can take care of 
store, also one clockmaker; weekly sal- 
ary or piece work; high grade work 


8t good prices. Frank Laine, 667 Han- 
cack St.. Quiney, Mass. 








WATCHMAKER;; permanent position; 


excellent working conditions, long. 


established retail store in Central 
New York State; state salary and 
references in first letter. Address 
“V., 3220,” care J C-K. 





WANTED, watchmaker and engraver. 
375 week guaranteed and all overtime 
yOu want to make; plenty of good 
clean work in nice air conditioned store. 
J. L. Albriton, 418 East Capitol, Jack- 
son, Miss. 





WANTE D, first class watchmaker, 


must be good mechanic; permanent 
Position; starting salary $125 per 
week, for 48 hours; pleasant condi- 
tions, in Memphis, Tenn. Address 


“Jes 3153,” care J C-K. 





SALESMAN, well known diamond en- 


gegement and wedding ring house 
desires services of salesman calling 
on retail jewelers in Middle West; 
excellent opportunity. Address “A., 
3347,” care J C-K. 





WATCHMAKER wanted, or combination 


engraver, or jeweler and watchmaker; 
excellent working conditiois in store; 
permanent position; $75 per week, plus 
overtime; by old established, high 
oo store. Carl W. Rose, Ft. Wayne, 
nd. 





COMBINATION jeweler and stone set- 


ter, one capable of acting as assistant 
foreman, with rapid advancement if 
ability is shown: fine establishment, 
in a progressive city; give full informa- 
tion in first letter. Address “B., 3278,’ 
care J C-K. 





WANTED, experienced manufacturers’ 


representative, to carry a complete line 
of ladies’ and gent’s stohe rings und 
mountings, for the Southern trade: 
preferably one centrally located and 
traveling by car. Address “L., 3207,” 
care J C-K. 





SALES representatives, with established 


following Midwest, Southland, and 
West Coast, jewelry and department 
stores; quality gold line, established 
firm; state references, proposition de- 
sired. Morris Kaysen Co., 740 Sansom 
St., Philadelphia, Pa. 





SALESMEN wanted for high grade cos- 


tume jewelry line, for Chicago sand 
surrounding states; line well known; 
liberal commission basis: state full 
paiticulars: all replies confidential. Ad- 
dress ‘Circular 1440,” Room 1415, Hey- 
worth Bidg., Chicago 2. 





JEWELER, first class, must be experi- 


enced on all kinds of jewelry repa:r 
and light manufacturing, in small re- 
tail shop: steady work; good pay for 
the 1ight man; state experience and 
salary desired. FE. L. Koppin, 14 Frank- 
lin St., Rochester 4, N. Y. 


YOUNG man experienced in estimati 
watch and jewelry repairs; om Z 
neat, with pleasant selling personality ; 
long established quality jewelry store; 
moderate salary; excellent opportunity. 
y > ~ cee & Adams, Box 270, Tucson, 

riz, 





DESIGNER, for firm manufacturing 
finer “sterling silver jewelry; per- 
manent position; good salary; pre- 
fer one who is familiar with preci- 
ous jewelry and has factory experi- 
Tok Address “E., 3289,” care 





WANTED, retail salesman with thorough 
knowledge of diamonds and watches; 
must have all qualifications for top 
man; liberal salary, with opportunities 
for fast advancement. Communicate 
with, Mr. G. Felstein, c/o Hillinan’s, 
612 Wabash Ave., Terre Haute, Ind. 





SALESMAN wanted: South and Mid- 
dle West; large stone, mounting, 
wedding ring and chain line; no 
objections to non-conflicting lines; 
commission basis; excellent oppor- 
tunity. Address “L., 3297,” care 
J C-K. 





WATCHMAKER wanted; permanent 
position, best of working conditions; 
air conditioned shop; salary starts 
at $100 per week; you may wire 
or call at our expense for further 
particulars. Hillman’s, 612 Wabash 
Ave., Terre Haute, Ind. 





WE have two, we want two more watch- 
makers; air-conditioned store; ideal 
working conditio.s; salary $85 to $100 
to start, according to ability; expenses 
paid for interview. MHerbert’s, Your 
Jewelers, Corner 58th St. & 7th Ave., 
Kenosha, Wis. 





WATCHMAKER;; a real good position, 
under the most pleasant working 
surroundings; leading store in Cen- 
tral New Jersey; air conditioned: 
give full details as to experience and 
training. Address “B., 3188,” care 
J C-K. 


JEWELERS, diamond setters and watch- 
makers wanted; excellent opportu- 
nities, lovely surroundings; good pay 
and hours; year round work, paid 
vacations; ideal climate; permanent 
positions with fine 50 year old progres- _ 
sive firm. Arthur A. Everts Co., 
Jewelers, Dallas, Tex. 








WATCHMAKER;; excellent position open 
for one or two first class watchmakers 
or combination men, in an old estab- 
lished firm; ideal working conditions; 
good salary, plus overtime; permanent 
positions: write giving references and 
salary expected in first letter. Address 
“N., 3359,” care J C-K. 





WANTED, Al watchmaker, who is ac- 


customed to high grade work in a 
retail store; prefer engraver and 
jeweler, but not essential; if open 
for high paying job, contact us at 
once. May Jewelry Co., Beaumont, 
Texas. 





RING maker, under 40 years of age, 


thoroughly experienced in quantity 
production of cast gold rings: must be 
executive type, with good clean per- 
sonamty and available on short notice: 
permanent and lucrative connection. 
Bardach & Co., Ltd., Indianapolis, Ind. 








WATCHMAKER, must be A-1 me- 


echanic understanding close rating 
of railroad work: permanent. year 
round position, with old cstablished 
firm; $75 week: ideal working con- 
ditions. John K. Shacklett, New 
Smyrna Beach, Fla. 





SIDE line salesmen; new _ syndicated 
birthstone advertising service for 
jewelers, mats and exclusive publica- 
tion rights; will sell on sight to one 
jeweler or newspaper in each town: 
substantial commission. Baker Adver- 
tising Agency, 3302 Dodge St., Omaha, 
Neb. > 


JEWELER. diamond setter and engraver; 
permanent positions with top salary 
open for capable man or men, or we 
will consider providing our shop, our 
fine retail store to qualified man on 
piecework hasis: plentv of local work 
available; location Albany, N. Y. Ad- 
dress “J., 3356,” care J C-K. 








STORE manager, experienced to handle 
Polish clientele; new store in suburb 
Detroit, Mich.: estimated volume $250,- 
000 of more: excellent salary and per- 
centage: state full particulars; experi- 
ence last 10 years, salary desired; en- 
close photo: replies con*dential. Ad- 
dress “M., 3210.” care J C-k. 


(Continued on page 404) 
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MATERIAL man; excellent position for 
well-trained watch material man with 
established, aggressive Pacific North- 
West organization; salary dependent 
upon training and experience; write 
giving references, previous. positions 
and salary. Bernard Italie, Inc., P. O. 
Box 710, Portland 7, Ore. 





WE HAVE the following openings is 
our store; watchmaker, jewelers an¢ 
engravers, opticians and front manj 
this is in a town with a population 
of about 20,000, not an industrial 
town, with a firm founded in 1875, 
_ & George, Charlottesville, 

a. 





WANTED young watchmaker, returned 
service’ man preferred; front man in 
large, old established store in South; 
take in and deliver work; must have 
education and appearance to meet bet- 
ter class trade; permanent guaranteed 
future; excellent starting salary. Ad- 
dress “J., 14655,” care J C-K. 





MANAGER wanted, retail credit jewel- 
ry; must be thoroughly experienced 
in credits, sales, display and adver- 
tising; excellent opportunity ; salary, 
plus percentage; age and full de- 
tails first letter; confidential. M. C. 
Morris, #12 Arcade, Nashville, 
Tenn, 





JEWELER; production manager for es- 
tablished New York firm, must have 
experience in manufacturing’ styled 
jewelry in bracelets, brooches and ear- 
rings; tooled and casted; fine oppor- 
tunity for suitable person; state fully 
experience and references. Address “G., 
1618,” care J C-K. 





MANAGER’S assistant, in fine jewelry 
store, located in Ohio; splendid 
opening for one who has some 
jewelry store experience and is in- 
terested in the future; in first letter 
give background of experience, age, 
ete.; correspondence confidential. 


Address “E., 3316,” care J C-K. 





WATCHMAKER, wanted to take com- 
plete charge of the department; per- 
manent position with a fine future; 
excellent working conditions; estab- 
lished 1868; write full details, age, 
experience, references and salary 
expected. Taylor’s Jewelry Store, 
115 Park Ave., Plainfield, N. J. 





JEWELER-diamond setter, special order 
work; permanent: pleasant surround- 
ings; well equipped shop; good light: 
practically your own boss; good salary 
and commission; 40 hours a week: old 
established firm; high class trade in 
wealthy section. Address “L., 2972,” 
care J C-K. 





SALESMAN wanted with following 
among retail jewelers in Midwest 
States, representing manufacturer’s 
line of popular priced, attractively 
different ladies’ fancy stone rings, 
that are proved good sellers; state 
experience and territory. Address 


“R., 3205,” care J C-K. 


WANTED, assistant manager; must be 


excellent salesman, experienced in 
eash and credit jewelry business; 
full knowledge in merchandising, 
credit collections, window trimming, 
advertising, etc.; state age and give 
references in first letter. Neiman’s 
Jewelers, Charlotte, N. C. 


-. 





WANTED, buyer and manager, thor- 


oughly experienced watch and jewelry 
line, selling ability, capable assuming 
full responsibility; New York whole- 
sale jewelers and importers; excellent 
opportunity for right party; first class 
references required. Address “C., 1341,” 
care J C-K. 





SALESMAN to represent a well-known 


New York City firm manufacturing 
and jobbing extensive jewelry line; 
must be experienced and have follow- 
ing with retail jewelry stores, depart- 
ment stores and specialty shops; com- 
mission basis: several territories open; 
give all details including references. 
Address “J., 3338,’ care J C-K. 





MANUFACTURER'S representative for 


firm producing desirable line of popu- 
lar priced costume jewelry; exclusive 
territories open; inust have active con- 
tact with wholesalers of costume jewel- 
ry and specialty lines; give full de- 
tails including other lines carried and 
firms. now representing. Address “K., 
3339,” care J C-K. 





WANTED, experienced jewelry salesman, 


thoroughly experienced in every phase 
of credit jewelry business, sales crea- 
tive, merchandise, advertiser and 
executive ability; position with North 
Carolina organization operating several 
stores; permanent for right party; 
write full particulars in first letter. 
Address “A., 3380,” care J C-K. 





SALESMEN wanted for high grade cos- 


tume jewelry line for New York City 
and surrounding; also for New En- 
gland, Michigan, Indiana, Ohio, Il- 
linois, ete.; line well known in the 
above territory; liberal commission 
basis; state full particulars first letter; 
all replies confidential. Address “P., 
3213,” care J C-K. 





SALESMEN, for costume jewelry line, by 


manufacturer’ distributing nationally 
large diversified line of brass, sterling, 
gold filled and gold jewelry to specialty 
shops, jewelers, department _ stores, 
etc.; several territories open; only ex- 
perienced men with following; commis- 
a —— Address “D., 3232,” care 





WANTED: all around jewelry for gen- 


eral repairing and some _ special 
orders; also, first class diamond 
setter; permanent; 40 hour per 
week; plenty of overtime; one of 
the largest shops in the South; give 
references and salary expected in 
first letter. Address “C., 3313,” 
care J C-K. 





WANTED, watchmaker capable of doing 


railroad work; must have own tools 
and able to furnish good references; 
have positions open in Flagstaff, Wil- 
liams, and Wickenburg, Arizona; $75 
per week; this job is permanent with 
plenty of opportunity for advancement. 
Townsend Jewelry Co., Flagstaff, Ari- 
zona, 








WATCHMAKERS, we are located in the 


health spot of Texas and we think you 


will like it here: our position offers - 


good salary, pleasant working condi- 
tions and permanency; our _ require- 
ments are capability, honesty and so- 
briety; we established in 1875; if in- 
terested write us for further informa- 
tion. H. Krezdorn & Son, Seguin, 
Texas. 








WATCHMAKER wanted; ff 
home owned store; would "itke a: 
capable assuming responsibility jn ~ 
pair department and eventually tonieet 
ing same; diamond setter and engray; 
preferred, but not necessary, if a He 
workman; state starting Salary ex 
pected. Kirkman’s Jewelry ‘Store 
Anderson, Ind. % 





| 


SALESMEN; live wires for Southern 
States, Middle West, Western States, 
Southwest and other territories; make 
big money representing old establisheg 
gold and platinum ring manufacturers 
and watch importers; large active 
trade; commission basis; replies con- 
fidential. Suite 2108, 535 Fifth Ave 
New York 17, N. Y. ‘ 





es 


WANTED; watchmaker, or combination 
watchmaker and engraver ; good steady 
position; salary $100 per week, plus 
liberal bonus; bonus unlimited, depend. 
ing upon your ability; this position 
offers an unusual opportunity; ex. 
penses paid to investigate this posj- 
tion in Green Bay, Wis.; all replies 
will be strictly confidential. Address 
“C., 3287,” care J .C-K. 





SALESMEN for high grade sterling sil- 
ver costume jewelry line; resident men 
in territory preferred, with car; ex- 
perienced men only with following re- 
tail jewelers, department stores, spe- 
cialty shops, etce.; generous commis- 
sion basis; prominent house; give full 
details, territory covered, etc.; no ob- 
jection to non-conflicting lines. Ad- 
dress “N., 3212,” care J C-K. 





TRAVELING salesmen, represent very 
large nationally advertised diamond 
ring manufacturing company; sev- 
eral territories open for men who 
have extensive following in cities 
and towns West of Denver; also 
man who has extensive following in 
immediate Los Angeles vicinity ; line 
pays well. Address “H., 3355,” care 
J C-K. 





MANUFACTURERS of an _ extensive 
and beautifully designed line of 
platinum diamond mounted ring 
sets, diamond mountings, unusual 
diamond watches, diamond attach: 
ments, desires traveling representa- 
tive with a good following on 
West Coast; a real chance for a 
good man. Address “G., 3374,” 
eare J C-K. 





SALESMAN for an established manu 
facturer’s line of leather, fabric, 
and plastic watch straps, to call on 
wholesale jewelers and watch im- 
porters in the Metropolitan area; 
apply only if you have experience 
and know these trades; will also 
consider man who will handle as 
side lines; write giving complete in- 
formation. Address “L., 3358,” care 
J C-K. 








DEPARTMENT manager wanted; have 
an exceptionally fine opening for an 
experienced silver, glassware, stem- 
ware and china buyer, and sales super 
visor; this connection is with one 
Dallas’ leading jewelry stores; = 
man selected will be given charge ¢ 
buying and sales in three of the city’s 
most modern stores; salary, commis- 
sion and over-riding commission; pré- 
fer veteran, but not essential; wee 
your qualifications today. Springfle 
Advertising Agency, 1707 Main St, 
Dallas 1, Tex. 
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MANAGER, high grade man of proven 
ability and experience, to manage 
new store Eastern Pennsylvania, 
catering to the better type install- 
ment trade; no borax men need 
apply;_ salary $5000, plus bonus; 
write fully, details of your back- 

und, references and former em- 
ployment; all information strictly 
confidential; position available, 


July 1, 1946. Address “G., 3268,”’ 
care J C-K. 











SALESMAN, one of America’s fore- 
most manufacturers of nationally 
advertised costume jewelry, has 
openings for salesmen to call on 
jewelers and department stores; we 
seek top notch men, with established 
followings in this line only; splen- 
did earnings assured; commission 
basis; send complete details and 
references in strict confidence. Ad- 
dress “D., 3288,” care J C-K. 


MANAGER wanted: an old established, 
well known jewelry firm, in large 
prosperous New England city, is 
seeking a manager to assist its presi- 
dent; he must have the best of ref- 
erences, an expert knowledge of 
precious stones and a general knowl- 
edge of high-grade watches, 14K 
jewelry and sterling silver, as well 
as of fine china and crystal; all cor- 
respondence will be strictly confi- 

r dential. Address “Mr. Brooks, 
3350,” care J C-K. 


RETAIL jewelry salesman; we are in- 
terested in obtaining the services of 
a high grade experienced jewelry 
salesman ; this is an excellent op- 
portunity for a man who is aggres- 
sive and has ability to work in a 
large store, that has been established 
over 59 years; earn top salary with 
best working conditions; no night 
work ; our store hours are 9 to 5:15 
daily, including Saturday; give com- 
plete information in first letter, Rost 
Jewelry Co., 25 N. Illinois St., In- 
dianapolis 4, Ind. 


SALESMEN: Old established Swiss 
watch house, national distribution, 
seeks two men, one for East Coast 
and one for West Coast territories; 
want aggressive men of absolute 
integrity to properly represent com- 
pany whose standing in the trade 
is tops; write fully giving age, edu- 
cation, previous employment, terri- 
tories covered, with picture if avail- 
able; our employees know of this 
advertisement. Address “B., 3362,” 
care J C-K. 














WANTED watchmaker; if you are in- 
terested in conducting a profitable 
business of your own with a guaran- 
tee of enough work to keep busy the 
year round, Busch & Sons, Mont- 
gomery, Ala., offer an outstanding 
opportunity; we are an old estab- 

hed firm, with a large clientele, 
and our prime concern is to effi- 
ciently render A-1 repair service; we 
require an experienced man, whose 
ability can be backed by good ref- 
erences; income contingent only 
upon ability to produce. Phone, or 
write Mr. Empel, 15 Commerce St., 
Montgomery, Ala. 





OWNERS of well known firm, estab- 
lished clientele, centrally located in 
trading area of 40,000 population, 
within 50 miles of Pittsburgh, in- 
terested in securing services of com- 
petent manager; applicants must 
qualify in sales force management 
and technique of merchandising, 
advertising and general buying; in- 
tegrity and genuine personality, 
however, of primary importance; 
base salary commensurate with ex- 
perience, plus additional incentive 
compensation; with first letter give 
references, experience and recent 
photographs. Address “C., 3349,” 
care J C-K, 





DIAMOND salesman, Southern States, 
established territory; old established 
firm has opening for energetic man 
capable of producing volume busi- 
ness with mounted diamond line of 
delivery merchandise; this is an 
established territory with active ac- 
counts; to travel Texas, Louisiana, 
Oklahoma, Kansas, Arkansas, Mis- 
sissippi, Alabama, Tennessee and 
Georgia; require man who has fol- 
lowing among retailer jewelers in 
this territory; to carry only this 
line; 10% commission paid; draw- 
ing account given; all replies will 
be confidential. Mack M. Burn- 
stine, 220 W. Fifth St., Los Angeles 
13, Calif. 


For Sale 


Stores, Stocks and Businesses 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











SHOP and stock; only shop town 5000; 
watch and jewelry repairing for two 
men; must sell due to wife’s illness. 
Ward Ruggles, Springdale, Ark. 





FOR SALE; entire jewelry stock; one- 


half stock solid gold, no watches or 
clocks; mostly pre-war merchandise. 
A. C. Reisz, Baraboo, Wis. 





WHOLESALE business, stock and good 
wil, for sale; flag decorated novelty 
and jewelry: New York City. Address 
“P., 3324,” care J C-K. 





JEWELRY store, deep in the heart of 
Texas, town of 40,000; good business 
on repairs and special order work; 
$11,000 will handle. Address “G., 
3336,” care J C-K. i 





FOR SALE, established pawn shop, dé 
amonds, watches, jewelry; downtown 
location; low rent; $25,000 cash, 
for stock, equipment, lease, fixtures; 
big opportunity. Bonded Loan Co., 
317 Michigan Ave., Detroit 26, Mich. 





MODERN, well-equipped, profitably op- 
erated jewelry store for sale, in large 
industrial city in Ohio; fixtures new 
in the fall of 1941; clean stock; excel- 
lent present and future earnings; ill- 
ness requires immediate sale. Address 
replies to “N., 3300,” care J C-K. 


DISCONTINUING jewelry department; 
$5,400 stock of watches, diamond rings, 
ladies’ and men’s stone rings, gold- 
filled and costume jewelry; if inter- 
ested, write or phone for a stock break- 
down. J. Brecher, 552 Fifth Ave., 
Brooklyn, N. Y. South 8-1800. 





JEWELRY store, San Francisco, estab- 
lished over 60 years; exclusive 
clientele; one-half block from 
White House and Shreve’s; stock, 
fixtures, good will and lease; two 
recent deaths cause for selling. Ad- 
dress “A., 3237,” care J C-K. 





FOR SALE, old established jewelry store 
with optical department; excellent op- 
portunity for optometrist and watch- 
maker; will sell to separate parties or 
to one; building so arranged; or 
watchmaker and jeweler could employ 
an optometrist. John B. Goff, Tupper 
Lake, N. Y 





JEWELRY store, on main business sec- 
tion of growing town, surrounded by 
wide awake merchants; located in 
Metropolitan New Jersey; muney mak- 
ing opportunity for ambitious person 
to carry on going business; proof fur- 
nished for selling. Address “B., 3348,” 
care J C-K. 








LARGE stock genuine Indian silver 
jewelry; turquoise and _ petrified 
wood; complete stock; also Indian 
rugs; wholesaler quitting business; 
jewelry stock, wholesale inventory, 
$27,000; will sacrifice for $19,000. 
M. Brod, 520 W. 7th St., Room 703, 
Los Angeles 14, Calif. 





FOR SALE modern and up-to-date jewel- 
ry store in a progressive small town 
of 8500, with a drawing of 25,000 buy- 
ing population with only 15 miles from 
Philadelphia on Jersey side of the 
Delaware River; this is the only jewel- 
ry store in town and is situated in 
the heart of the shopping center of 
town; price $25,000 with stock and fix- 
tures, including signs (Neon); reason 
for selling, other big interests in dis- 
tant States. Address “M., 3112,” care 
J 





MANUFACTURER doing a good vol- 
ume of business, with a very fine 
trade, with a big future, is ready 
now to sell entire jewelry plant; 
good reason for selling; this is a 
fine opportunity for a man looking 
for a future who has a good jewelry 
background and financially situated; 
will require approximately $90,000; 
give information in detail as to 
financial responsibility, experience 

- and reference. Address “G., 3273,” 
eare J C-K. 





STORE for sale; very high class jewel- 
ry and loan office; town of 100,000 
population and large drawing from 
surrounding territory; located in 
best part of Northern California; 
plenty manufacturing and food in- 
dustries; good lease; can be pur- 
chased with or without stock; owner 
has other business; a real oppor- 
tunity for the right man; will con- 
sider a partner who can manage 
this business; must have ability and 
jewelry background. Address “K., 
3357,” care J C-K. 








(Continued on page 406) 
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For Sale 


Teols, Equipments, Merchandise 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








STAFFS, mainsprings; Dumont tweezers; 
dials: saws, Swiss yellow, 2/0-#3; 
ee, oe y best quality, 

olesale, retail, eorge Gazton, 59 
W. 30th St., New York City. ie 








BECKER gold and diamond scale, en- 
closed in glass case, $75; 100 doz. as- 
sorted stones unset, at 75c. per dozen. 
oo 617 State St., Schenectady 7, 





SAFES—jewelers, with and _ without 
burglar proof chests, also with and 
without drawers. Mike Krasilovsky, 
Safe & Machinery Movers, Showroom, 
245 Canal St., New York 13, N. Y. 





MANUFACTURERS of unmounted plati- 
num mountings and gold mountings at 
popular prices; no castings. Joseph 
Cie Co., Inc., 93 Nassau St., New York 





ARCH CROWN celluloid and parch- 
ment tags, available in all colors 
_ ewe send for catalog: factory 
and office moved to 277 Hals 
Newark 2. N. J. 7 —_ 





KUM-KLEEN price labels for gifts and 
jewelry: self adhesive; peels off easily: 
small popular sizes in round, oval and 
oblong, from $1 to $1.35 per box of 
1000. E. Pergament, 3224 Grand Con- 
course, New York City. 





SEACRAFT jewelry: hand made 
brooches, earrings, necklaces; dainty 
designs and colors: ideal for Summer 
gift trade; prompt delivery. Barnes 
a Shop, P. O. Box 671, Muskegon, 





ONE dozen Ingersoll pocket and wrist 
watches, not running, $9; five Swiss 
wrist watches, in white cases requir- 
oe “3 vogateing. $15: in yellow 

ses, 5. we, Holland Blidz., 
St. Louis 1, Mo. P . 





TEN Swiss wrist watch movements, for 
material, $19: five Elgin, Waltham, 
Illinois or Hampden, 18 size move- 
ments, for material, $10; three 16, 12 
or 0 size, $10. B. Lowe, Holland Blidg., 
St. Louis 1, Mo. 





MANUFACTURERS of assembled 14K 
yellow gold pierced ear wires. and 10K 
and 14K yellow gold assembled French 
screw back ear wires, for unpierced 
ears: immediate delivery. Joseph Ring 
Co., Inc., 93 Nassau St., New York City. 





NEW AND USED wheel cutters; slide 
rests: lathes and attachments; cash 
paid for used watchmakers’ lathes 
an? attachments. R. P. “Dick” 
Gallien. 220 W. Sth St., Los An- 
geles. Cal. 





MI-CONCAVE crystals, sizes 7 to’ 21, 
141 sizes, 35c. dozen; 100 lentilles, 
bracelet sizes, $2.49: 100 Genevas, 
$1.98; 100 case screws, 0 to 18 size, 
79c.; stems, crowns, staffs, jewels, 
etce.; send for bargain bulletin. Beck 
a 715 W. Wilwood, Fort Wayne, 





REFLECTORS, patented blue or white 
silver mirrored glass, double walled and 
diamond cluster, for durability and 
brilliancy on jewels, for windows, dia- 
mond rooms, diamond lamps or drops 
over jewel cases: also adjustable 
focusing holders. Pittsburgh Lighting 
Equipment Co., P. O. Box 801, Battle 
Creek, Mich. 


ENTIRE fixtures for complete jewelry 
store; genuine mahogany finish; nine, 
eight foot wall cases; five, 12 foot 
wall cases; nine, eight foot floor cases, 
and five, 10 foot floor cases; one, five 
foot floor case; these fixtures are all 
in fairly good condition aad will be 
available after July 1. Sigmund Sorg, 
Inc., 513 S. Main, Elkhart, Ind. 





—_—_—_—_—_—_————...., 
Business Opportunities 


Minimum charge (25 words) $1,509 
Additional wurds, 35 cents a weed 





RING tags, you can scratch the prices 
on, write on with ink, wash ring and 
tag brilliantly clean, retaining price 
marks; in blue, green and white; tags 
for ladies’ rings, $35.50; men’s, $5.75; 
packed 1000 to box; scratch pen, or 
pen and ink included; made of cellu- 
loid. E. Pergament, 3224 Grand Con- 
course, Bronx, New York. 


JEWELRY, gem cutting, metalcraft; 
new, complete illustrated book cov- 
ering cutting, polishing, mounting 
gems, metal, jewelry work, etc.; 
many fascinating modern designs; 
287 pages, $2.75 postpaid; money 
back guarantee; we supply tools, 
materials at lowest cost. Modern 
Technical Book Co., Dept. M2CK, 
55 W. 42nd St., New York 18. 


FIXTURES for complete jewelry store; 
approximately 20 show cases, fluores- 
cent lighting above each show case; 
approximately 20 ceiling fixtures; ap- 
p’oximately eight fluorescent window 
fixtures; panels on walls for entire 
space of 200 ft.; two large safes; an 
ideal set-up for a Jewelers Exchange ; 
must be seen in order to appreciate; 
available May 1, 1946. Write, M. 
Kalish, 11 John St., New York City, 
or call Rector 2-0542 or Wadsworth 
77-5477. 

JEWELRY CARDS for rings, pins, 
brooches, lockets, pendants, lavaliers, 
bar pins, earrings, watches, bracelets, 
wrist bands. etc., and displays for 
counter sales. Dauer Printing Co., 
America’s foremost card manufactur- 
ers, jewelers’ printed display supplies, 
31 E. 22nd &St., New York 10, N. Y. 
Algonquin 4-3174-6. U. S. parcel post 
makes us your next door neighbor; 
let’s get acquainted: write for sam- 


nies 


JEWELERS! reaa carefully; (fis is im- 
portant; in stock for immediate de- 
livery, watch and jewelry repair books 
and checks; jobbing envelopes with 
attached call checks, all sizes ; complete 
stock books for diamonds, watches, 
jewelry ; diamond guarantees; daily re- 
port sheets; complete credit forms; 
business stationery; window priced 
cards; if not in stock we will make it. 
Dauer Printing Co., manufacturers, 
headquarters for jewelers; printed sup- 
plies of every description; 31 E. 22nd 
St., New York 10, N. Y.; estimates 
giver; write for samples; a good house 
to get acquainted with; U. S. parcel 
post delivery service, makes us your 
next door neighbor. Phones Algonquin 
4-2174-5. 




















HANDIEST new tools for jewelers, 
watchmakers, engravers, lapidarjsts ; 
Tungsten carbide tipped engraver 
guaranteed to cut hardened steel 
balance staffs; long point for long 
life, $5; diamond laps, 1” diameter 
to keep engraver sharp and to trim 
and shape precious stones (Diamond 
laps made up to 10” diameter, for 
fast production cutting), $10; pol- 
ishing Taps for precious stones 534” 
diameter, $6.50; 10” diameter, $10; 
diamond lapidary drills 1% and 2 
mm., $6.50; diamond reamers (to 
drill fast and enlarge holes in onyx, 
jade, other precious and hard stones, 
and crystals), $6.50; diamond pen- 
cil and scriber (for marking any 
hard object), $3; diamond saws for 
sawing precious stones 1” to 10”, 
prices on request; all tools are great 


time savers and pay for themselves - 


many times over in faster produc- 
tion; your check with order assures 
prompt delivery. Action Diamond 
Tool Co., 125 W. Hubbard St., Chi- 
cago 10, Ill. 





—=— 


EVERY EFFORT is made by T 
ers’ Circular-Keystone to Saf. = 
vertising columns clean. Advertisers 
under Business Opportunities, eto 
must furnish trade references. An- 
tan mags pass the strict cen. 
sorship requirements of T . 
Circular-K eystone. y the deadag 





a 

WANTED to buy, small jewel . 
in medium sized town, Mridwet re 
ferred. Address “K., 3322,” care J C.-K, 








WANTED to_ purchase, establishea 
watch material supply house, in New 
York City; will pay all cash. Address 
“C., 3231,” care J C-K. 





WANTED, by watchmaker, small jewe)- 
ry store or repair shop, in Southeast: 
would consider partnership. Address 
“A,, 3261,” care J C-K. 





WANTED, jewelry store doing cash or 
credit business of $100,000 or ‘more 
per year; replies confidential, Address 
“J., 3200,” care J C-K. 





VETERAN, will pay cash for well estab- 
lished jewelry store, doing yearly vol- 
ume of $50,000 or better. Address “W,, 
3221,” care J C-K. 


OPTOMETRIST, New York, desires space 
suitable for office, or is interested in 
a good business proposition. Address 
“R., 3305,” care J C-K. 








WANT to buy for cash, jewelry store, 
Southeastern States; must have good 
location and good lease. Address «p ° 
3353,” care J C-K. 


SALESMAN, experienced to carry fine 
line of sunglasses; good opportunity. 
Burton Optical Co., 932 F St. N. W,, 
Washington 4, D. C. 


GORDON BROTHERS, cash buyers of 
complete jewelry stores and surplus 
Stock; for details see our advertise- 
ment page 37. 


MANUFACTURER and exporter of real 
and synthetic colored stones, wishes to 
contact American jewelry manufactur- 
ers. Write, R. Ryberg, Norrevold 102, 
Copenhagen, Denmark. 


JEWELRY $store wanted by private 
party, from one who wishes to retire; 
cash or credit: Philadelphia or nearby; 
cash transaction; state particulars, Ad- 
dress “F., 3291,’ care J C-K. 

















CASH for diamonds, watches and jewel- 
ry: established 40 years; send surplus 
stock for cash estimate; bank refer- 
ences. Emil Noel, 29 E. Madison St, 
Chicago, Il. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds. watches and jewelry. M. 
Iralson. Suite 402, 209 S. State St., 
Chicago. 





WE have specialized in photographing 
jewelry for the past 12 years; black 
and white, or color; complete cata- 
logues or single illustrations. _ Don 
Bryan Studios, 53 W. Jackson Blvd., 
Chicago 4. 








FOR cash, want to purchase established 
retail jewelry store, to continue busi- 
ness: Southwest preferred: give full 
details in first letter; all replies strictly 
confidential. Address “P., 3302,” care 
J C-K. 


WANTED, established jewelry store; t 
will pay highest cash price as I 
continue on business; must have r- 
lease and reputation: any correre . 
ence confidential. Address “G., 3370, 
care J C-K 





— 
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BUSINESS OPPORTUNITIES—Cont. 





a 


CULMES BRUs.; cash buyers of 
jewelry stures with or withvut fix- 
tures; We tuterview yuu al vur ex- 
pemse in any part of the couutry; 
bunk aud trade relerences, 18 
Tremont 31., Isuston, Mass. 

VETERAN, wishes to purchase estah- 
lished jewelry store of good reputation ; 
amount no tactor; will consider also 
financial interest plus managership; 
record for past 10 years warrants 
every consideration. Address “D., 
3332," care J C-K. 

SAMUbL GANSBERG will buy yuu 
surplus or enlire stock and Mxtures or 
estates fur cash, my direct outlet en- 
ables me to pay you higher prices, 
bank, and trade references of the high- 
est character. Write 15-17 Maiden 
Lane, New York. Telephone, Rector 
2-n42 

JEWELRY stores and stocks bought for 
cash; any size, any amount, anywhere; 
my tremendous outlet and direct con- 
nections enable me to pay you highest 
prices; communicate with me at once 
and my representative or myself, will 
call on you; our offer will aimaze you. 
Louis Rifkin, 81 Bowery, New York 
City. Phone Walker 5-3936, 

Jach M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg.. Day- 
tan Ohia 

FIRST class watchmaker, certified, wants 
to go in business with someone who 
wants a partner; would prefer an op- 
tometrist; it will pay whoever is in- 
terested to answer this ad; I have 
material and tools and have been re- 
pairing watches and handling the de- 
partment for 15 years. Address “A,, 
3308,” care J C-K. 

MANUFACTURERS of specialties for 
ladies and gentlemen: do you want 
your products sold all over the world; 
we have the offices, agents, connec- 
tions and complete facilities; you sell 
us for cash; we export the merchan- 
dise at no extra expense to you and 
carry the accounts; all we ask is your 
cooperation in supplying only the finest 
quality, distinctive items. Address “B., 
3228,"" care J C-K. 

AKE YOL GOING out of business? | 
can guarantee you the cost of your 
merchandise plus the expense of 
running a sale, with my personally 
conducted auction or flat sale; no 
sale too large or too small; I will 
also pay cash for your entire store 
with or without fixtures; write for 
my proposition, all correspondence 
confidential; best of references 
throughout past 30 years. Herman 

suthan, 5 S. Wabash Ave., Chicago, 





























WULLD YOU like to retire from busi- 
ness, if you were given a respon- 
sible guarantee, that your entire 
stock, fixtures, material, lease and 
accounts would be sold for much 
more than the actual wholesale 
cost; our service will find you a 
cash buyer for your store as it 
stands today in bulk, or as a going 
concern; do you realize your good 
will is an asset that will bring you 
cash the same as your stock: Write 
us for complete details, you will 
not be obligated, references from 
many jewelers who have had us 
liquidate their business recently wil 

sent you along with unques- 
tioned bank references; no store 
too large or too small. Write at 
once to McRae & Shaw, Sixth Floor, 
168 N. Michigan Ave.. Chicago. Ill. 











Wanted to Purchase 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








WANTED, 12 ice teaspoons, Cambridge 
or English Rose pattern. Mrs. H. W. 
ee, 625 Olive St., Leavenworth, 

an. 





WANTED, second hand Watchmaster; 
will pay cash, or would consider buy- 
ing Paulson Timing Machine. Address 
“B., 3309,” care J C-K. 





WANTED to purchase well located jewel- 
ry sture in town of 10,0uu or larger 
in East Texas, Louisiana or Missis- 
sippi. Box 1311, Alexandria, La. 





WANT TO BUY jewelry store for cash, 
in small town up to 50,000 population. 
Address “L., 2513,” care Jewelers’ Cir- 
cular-Keystone. 





WANTED, old fashioned gold articles; 


laige Masonic watch charm, third or 
82nd degree; watch chain, 60 Dwt. 
upwards; heavy 18 size watch. Walter 
J. Henry, Adamsburg, Pa. 





WANTED to buy, small jewelry store 
in good town; prefer South or South- ° 


west; plenty repairs; reasonable rent; 
good location. Address, Marshall's, Box 
1119, Anniston, Ala. 





WANTED, watchmakers’ lathes, attach- 


ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Ernest Linick, 29 E. Madison 
St., Chicago, Il. 





WANTED by watchmaker, small jewelry 


store; good location; reasonable rent: 
Florida, Georgia or Southwest, in good 
town, 5000 or more; good repairs and 
sales combination. Address, Marshall’s, 
Box 1119, Anniston, Ala. 





CASH for’ surplus __ stock; 


jewelry, 
watches, movements, diamonds, etc., 
broken or new merchandise; ship what 
you have express collect; check by 
return mail and your shipment held 
for your approval: bank references. B. 
Lowe, Holland Bldg., St. Louis 1, Mo. 





ai 
—_—_— 


I WILL pay $5 each for following books: 


“Old Clocks and Watches and Their 
Makers,” by Britten; “Watch Fac- 
tories of America,” Hazlitt: “Antique 
Watches and How to Establish Their 
Age,” Hazlitt: “Watchmakers’ of 
America,” Hazlitt. A. S. Bjornson, 
Devils Lake, N. D. 





onechiemnienmiieiti 


Watch Work, etc., for 
the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








= 





WATCH repairing for the trade; fast 


and guaranteed’ service; price list 
upon request. Esquire Watch Co., 68 
Nassau St., New York 7, N. Y. 





CAREFUL watch repairing, skilled work- 


manship; good service for out-of-town 
customers. Frederick Lowey, 48 W. 
48th St.. New York City. 





SPECIALIZING 1n repairing of chrono- 


graphs and all kinds of fine watches 
for the trade. I. Altay, 22 W 48th St, 
New York 19, N. Y. 





CLOCKS repaired, all makes, foreign 


and domestic, spring weight and celec- 
tric; prompt service; work aranteed. 
Gem Clock Service, 1344 . Division 
St.. Chieago 22 TI! 








CAREFUL, honest watch repairing tor 


the trade, moderate prices: out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St, New York City. 
Phone Rrvant 9-5085 





RELIABLE watch repairing for the 
trade since 1921; efficient, depend- 
able mail service: Standard Watch - 
Service, 949 Broadway, New York 
16 NY. 


WATCH repairing for the trade; you 
will welcome our guaranteed watch re- 
pairing; perfect workmanship; prompt 
service; trial package welcomed. Step- 
hen Brod, 4040 Benton Bivd., Kansas 
City 4, Mo. 


EXCEPTIONALLY fine watch repairing ; 
established over 30 years; prompt, 
honest a:d courteous service ; excelient 
references; out-of-town customers in- 
vited;,send for price list. Harr Watch 
Repair Co., 545 Fifth Ave., New York 
City. 


FINE watch repairing; we specialize 
in all kinds of complicated watches, 
finishing on dials and crystals; we 
have a staff of eight expert watch 
repairmen; all work guaranteed; 
prompt service, price list on request. 
Simon Amtman, 9 Maiden Lane, 
New York City. Rector 2-7537. 


FIRST class repair shop able to handie 
repair of all types, American or Swiss 
made watches, tor several fine stores 
that are interested in obtaining good 
workmanship, and appreciate it; every 
piece checked on timing machine; 
prompt service city and out of town; 
excellent references available. Arthur 
Blatt, 19 W. 44th St., New York City. 


CLOCKMAKER to the trade, special- 
izing in French, antique and 8-day 
traveling clocks; quality workman- 
ship assured; references furnished. 
Samuel Greenhill, 116 Nassau St., 
New York 7, N. Y. 


WE specialize in repairing all types of 
watches, both American and foreign; 
in cleaning, movements are entirely 
dismantled and thoroughly’ cleaned, 
each piece receiving individual atten- 
tion, thus assuring you of the finest 
job possible: all jobs are guaranteed 
against defective workmanship and 
material: in addition, our jewelry re- 
pair department is ready to help you 
with all jewelry repairs, including spe- 
cial order work of all kinds. H. Win- 
dolph, 1548 Belmont Ave., Chicago 13, 
Til. 























HAVE you a watch repair problem: 
Hundreds of jewelers throughout the 
country have found it quicker and less 
costly to send us their watch repairs; 
our large staff of 45 thoroughly expert- 
enced mechanics assures you of the 
finest quality work and our production 
system will give you rapid service at 
moderate cost: our work is timed on 
Watchmaster Recorder and fullv guar- 
anteed: all watches are fully insured 
and protected by Holmes Protective 
Service: over 200 accounts ship us 
their repair work regularly and our 
files are full of letters praising our 
workmanship and our service: please 
correspond with us before shipment to 
avoid unnecessary delay. Dependable 
Watch Co., 132 ‘Nassau St., New 
York, 7, N. Y. Beekman 3-4427-95. 
Members—Jewelers Board of Trade. 


Special Order Work and 
Repairs for the Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 




















JEWELRY repairing for the trade; fine 
workmanship, prompt ‘service; also 
beads restrung; reasonable prices. 
Blanchard’s Mfg. Jewelers, 434 16th 
St., Denver, Colo. 

HAIRSPRING tweezers hardened, tem- 
pered, sharpened. Valdemar Vir- 
tanen, 47 Park Place, Morristown, 
N. J. 


(Continued on page 408) 
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SPECIAL ORDER WORK AND 
REPAIRS FOR THE TRADE—Cont. 











(Continued from page 407) 





BEADS of all kinds restrung by ex- 
perts for the trade; reasonable prices 
and prompt service; bonded. Rankin's 
Anat House, Box 1384, Beaumont, 

ex, 





ENGRAVING for the trade; 28 years 
in business; three eng.avers; in posi- 
tion to take on several good accounts. 
Wm. Reckard, 714 Sansom St., Phila- 
delphia, Pa. 





DIAMOND setting, hammered work and 
scholastic work for the trade; prompt 
service guaranteed. Atlas Stone Set- 
one Co., 44 Franklin St., Providence, 





H. & I. Jewelry Polishers and Lappers, 
93 Nassau St., New York City; ex- 
pert on gold and platinum jewelry; 
mail us your work to be polished; 
prompt service guaranteed. 


DIAMOND setters of finest reputation 
seek out-of-town accounts; quan- 
tity work in gold and platinum; 
references furnished; for further in- 
— Address “A., 3034,” care 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 


ENGRAVER, particular and trustworthy, 
wants work on jewelry, silverware and 
watches, etc., for crests, monograms, 
letterings, carvings, designing: best of 
references. Bernard A. Thorsell, 30 W. 
Washington St., Chicago 2, Ill. 








BEADS restrung; pearls, novelty knotted, 
or what have you; information fur- 
nished by request; two branches to 
serve you. Grayam and Hayes, P. O. 
Box 673, Youngstown, Ohio, or P. O. 
Box 52, Cuyahoga Falls, Ohio. 


ENGRAVING to the trade; engraving 
of jewelry, trophies, silverware, or- 
namental and ring carving; mail 
orders our specialty. Belmar En- 
graving Co., 707 S. Broadway, Los 
Angeles, Calif, 


em em a rain 
Patents 





Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





PATENT your good ideas; send me your 
simple sketch or model; free con- 
fidential advice-literature ; register your 
trademarks. Z. H. Polachek. registered 
Patent-Attorney-Engineer, 1234 Broad- 
way, New York City. 








Miscellaneous 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 





LEARN WATCH repairing by doing it; 
thorough training under expert instruc- 
tors. For information write Standard 
Watchmakers Institute, 2061 Broad- 
way, New York City. 


WATCHMAKERS: increase your ability 
through the highly recommended books; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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MANUFACTURERS’ NEWS 








Ronson to Expand Production 


On the eve of his sailing to visit the 
Company’s English plants, Alexander 
Harris, president of Ronson Art Metal 
Works, Inc., announced that the com- 
pany is celebrating its 50th anniversary 
in 1946 with a million dollar expansion 
program of its present production facili- 
ties in the United States, Canada and 
England. 

At a reception in his honor at the Ritz- 
Carlton on February 27th, at which the 
Board of Directors presented him with 
his own portrait in oils, Mr. Harris in- 
formed the press that skyrocketing de- 
mands plus a huge backlog of orders for 
Ronson lighters and lighter accessvries 
here and abroad require an immediate 
large scale extension of manufacturing 
facilities. 

“Arrangements have already been 
made for additional floor space at New- 
ark,” said Mr. Harris, “while our facili- 
ties at East Stroudsburg and Toronto 
are being similarly extended. In England, 
our expansion program will include new 
capacity for the production of both Ron- 
son lighters and accessories.” 

Mr. Harris estimated that Ronson’s 
output this year will be 3 to 4 million 
lighters, of which about 500,000 will be 
produced in the English plants. 





Vet Watchmaker 


=< 
=> eS 23 





Gen. H. H. Arnold, former Chief of the 
Army Air Forces, and John H. Ballard, 
President of the Bulova Watch Co., examine 
a watch part made by former Pfc. Ralph 
Padavano, during a visit to the watchmak- 
ing school maintained by the Bulova Foun- 
dation at Woodside, L. |. The Joseph Bulova 
School of Watchmaking is presently teach- 
ing disabled veterans the most modern 
methods in the art of watchmaking. 


Kirk-Rich Dial Co. 
Opens Two New Offices 


Kirk-Rich Dial Corp. announces the 
opening of two new offices, one located 
in the University Building, Denver, Colo- 
rado, and the other at 154% Houston 
St., N. E., Atlanta, Georgia. The Den- 
ver office formerly operated under the 
name of Western Crystal Co., and was 
taken over by the corporation in Janu- 
ary. The Atlanta office opened as of 
April Ist. Both offices will feature a 
complete service of dial refinishing, 
crystal fitting, expansion bracelet repair, 
and cigarette lighter repair. 

Kirk-Rich Dial Corp. now has offices 
and shops in ten of the principal cities. 





i. 


New District Credit Managers 
for Elgin National Watch Co, 


Appointment of two new district credit 
managers for the Elgin National Watch 
Co., has been announced by T. Albert 
Potter, president. 

In charge of credit matters for the 
Western division will be Fred J. Hertel 
who was formerly assistant credit inan- 
ager of Wilson Bros., clothiers, and 
assistant credit manager for Eversharp, 

The new credit manager for the East- 
ern division is Henry S. Tholen, formerly 
with the Ball-Band Co., a subsidiary 
of U. S. Rubber Co. 





New Watch by Waltham 
Measures Sidereal Time 


Marking a new step forward in the 
measurement of mathematically correct 
time the Waltham Watch Company has 
designed and produced a reasonably 
priced, sidereal time watch. The Wal- 
tham Sidereal Time Watch features an 
accurate 22 size specially timed 8 day 
movement with a 24 hour dial and a 
sweep second hand. 

Because of its uniform rotation, one 
revolution of the earth on its axis, mea- 
sured in relation to a fixed star, is the 
standard for measuring time. The time 
taken by the earth in making this one 
rotation is 23 hours, 56 minutes and 4.091 
seconds and is called a sidereal day, 
This is approximately 1/365th shorter 
than our 24 hour mean time day. 

The difference is caused by the fact 
that as the earth revolves on its axis 
it travels around the sun once a year 
in the same direction that it is revolving, 
This makes the sun lose one day in every 
366 days as compared with the fixed 
stars. ' 

Due to its uniformity, astronomical ob- 
servations must be based on sidereal 
time. There is no other way to identify 
or positively locate the celestial bodies 
under observation. 

The Waltham Sidereal Time Watch, 
as its name indicates, shows sidereal 
time, and when used with proper astru- 
nomical charts, tells at what instant 
celestial bodies are crossing the meridian 
since the right ascension of the body is 
the same as sidereal time when it is on 
the meridian. 

This new Waltham is the first reason- 
ably priced watch that measures this 
mathematically accurate time and is con- 
sidered a valuable aid in the study of 
scientific astronomy. 





Export Sales of Reynolds Pens 
Total $500,000 in Two Months 


In its first two months of export 
operations, the Reynolds International 
Pen Company has sold approximately 
$500,000 worth of pens in more than & 
score of countries and has a backlog of 
orders exceeding that figure, says Milton 
Reynolds, chairman of the board, 

He also states that the recently- 


opened Canadian plant at Oshawa, neat 


Toronto, has reached a $25,000 daily vol- 
ume in the first two weeks of operations, 
with enough orders on hand to keep 
the plant busy for several months. 
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HOW TO CASE A WATCH 


(From page 398) 


only be against one of the sides, the top of the case or 
the bottom of the case. The hole may also be entirely 
too small for the stem and crown. This also will pre- 
vent proper closing of the case. 

To enlarge the hole, a fine round needle file is used. 
The stroke of the file should be short but deliberate, 
using a forward twisting motion bearing against the side 
to be filed. This is shown in Fig. 25A. The shape of 
the hole and the clearance for the crown is indicated in 
Fig. 25B. Metal and dust particles must be removed 
from all crevices and corners of the case. This is done 
with a blower and a fine brush. The case should not 
be scratched during any of the foregoing operations. 


THREE PIECE CASES 

Casing watch movements into the three piece cases 
is fairly simple. The case consists of a frame which 
holds the movement, the top, which houses the crystal, 
and the back. The top and back may be fastened to 
the frame by hinges, screwed or snapped on. The move- 
ment is secured to thé frame by case screws. This is 
shown in Fig. 26. The case screws are housed by the 
movement but the heads of these screws are rather wide 
and straddle both the movement and the case edge. 
By tightening these screws, the movement draws itself 
against the top edge of the case frame. 


Fitting a movement to such a case merely consists 
of inserting the movement and cutting the stem and 
crown to the correct length. However, these cases usually 
have pipes extending to fit into a groove in the under- 
side of the crown. This gives added dust-proofing. 
These tubes and their openings must coincide with the 
stem opening in the movement. The hole in the move- 
ment for the stem and the circumference of the tube 
in the case must be concentric. 


WATERPROOF CASES 


Casing these watches call for some extra precautions. 
The case chosen must be of the proper thickness to 
insure freedom of all parts of the movement, such as 
sweep second hands. The opening in the case for the 
stem must be in absolute alignment with the hole in 
the movement for the stem. If this is not so, the stem 
will break with the first few windings of the crown 
after the case back is tightened. All instruction in re- 
gard to the length of the stem and crown must be espe- 
cially observed if the waterproofing features of the 
watch are to remain intact. If the crown is too stiff 
in winding, this may be eased by rubbing a bit of vase- 
line jelly over the neck of the case. The case washer 
or gasket must be placed flat and unwrinkled. The 
case must be fastened securely. ; 

Casing waterproof watches entails all the observations 
of casing regular watches and those of the three piece 
variety. The use of the tension washer is employed to 
keep the movement snug against top frame of case. 
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WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 


BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Peoria, Ill. 
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For years, the majority of users of 
Wateh and clock oils have preferred 
Nye’s. Now, due to world econdi- 
tions, others are turning to Nye for 
assured supply, and are discover- 
ing the unvarying high quality 
that built such 9 loyal following. 
Nye Oil is an American product 
from “‘porpoise jaw to bottle” 


Ask your materials supplier f 
Nye Oil. - 
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"MADE AMERICAN” SINCE 1844 AT 
NEW BEDFORD, MASS. 





FOR APRIL, 1946 
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For Jewelry Polishing or Buffing. 

Type used by the industry for years. 
The Bench Model shown here is for underneath belt drive. 
Has ring oil bronze bearings, deep oil wells, lever control 
for start or stop. Overall length without spindle 14%", with 
spindles 25!4"'". Weight 70 Ibs. net. Comes complete with 
one left and one right hand taper spindie as illustrated. 


Oo 


F.O.B. PROVIDENCE 
Write Dept. P. for further information 








REYNOLDS MACHINERY CO. 


303 EDDY STREET, PROVIDENCE 3, R. |! 
Telephone GAspee 5187 
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WALLACE SILVER DELIVERED BY PARACHUTE 





A parachute load of Wallace Sterling is launched by Col. Lucius O. Rucker, parachute 

expert, using the war-famous non-oscillating "Baseball" parachute to make shipment of a 

total of thirty thousand dollars worth of silver to seventeen cities across the nation. This 

flight of the Wallace Sterling Liner, piloted by former Flying Tigers, marked the first 
regularly scheduled delivery of this kind. 


Early on the morning of March 3, a 
Douglas transport, chartered from Na- 
tional Skyway Freight Corp., by Wallace 
Silversmiths, and re-christened the “Wal- 
lace Sterling Liner” for the occasion, 
loaded up with $30,000 worth of sterling 
silver at the airport at New Haven and 
after dipping its wings in salute over the 
Wallace factory in Wallingford, headed 
for LaGuardia Field, New York, from 
where it made its official start on what 
is believed to be the first routed commer- 
cial delivery of goods by parachute ex- 
press. 

Manned by a crew of colorful former 
“Flying Tigers” and a cargo parachute 
expert with a similarly impressive war- 
time record, the plane flew a route in 
which 17 cities from New York to San 
Francisco were visited, making parachute 
deliveries of sterling silver at each of 
them to a total of some 70 retail dealers. 
As the plane was operated only during 
daylight hours, the trip occupied three 
davs, landing at the Oakland, Calif. Air- 
port on the evening of March 6. 


Besides those already mentioned, cities 
on the route included, in the order 
named, Pittsburgh, Cleveland, Detroit, 
Chicago, St. Louis, Nashville, Atlanta, 
Birmingham, Memphis, Tulsa, Dallas, 
San Diego and Los Angeles. 

W. R. Rich, president of Wallace, 
commented before the start of the flight 
that he hoped it would prove the feasibil- 
ity of such a method of cargo delivery. 
“Tt should demonstrate at least,” he said, 
“that venerable as our organization is we 
are always alert to current trends and 
developments.” Actually, however, he 
added, Wallace’s primary purpose in un- 
dertaking the venture is because it otfers 
an opportunity to dramatize the Com- 
pany’s desire to meet their retailers’ 
postwar demand for goods as speediy 
as possible. “Even the increased pro- 
duction we have gained from recently 
expanded facilities has not entirely solved 
the problem,” he said. “There is stili 
a shortage and we want our customers 
and the public to know that we are do- 
ing everything possible to catch up.” 





Benrus Sponsors Academy of Time 


To give greater impetus to research 
in the science of measuring time, the 
Benrus Watch Co. has created and sp n- 
sored the Academy of Time, which will 
operate on a generous grant from the 
Benrus Watch Co. 

The Academy has for its purpose the 
encouragement of the study of time in 
all its phase in American colleges and 
universities. No limits will be placed 
on individual research, except that it be 
in some way related to the subject of 
time and timing. 

Scholarships and fellowships, support- 
ed by the foundation’s funds, will enable 
researchers to initiate or continue studies 
along the lines they have staked out 
themselves. These awards will be made 
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entirely at the discretion of college of- 
ficials. Independent and original inves- 
tigation will be stressed. 

In sponsoring the Academy, Benrus 
is aiming at the development of new 
concepts in the measurement of time. 
The present approach to timekeeping is 
entirely a mechanical one, based on the 
five-beats-per-second balance wheel. Since 
the accuracy of this method is always 
limited by man’s mechanical efficiency, 
a superior procedure seems well within 
the realm of possibility. 

Benrus hopes that Academy research- 
ers will find a distinctly different ap- 
proach to timing computations, possibly 
based on physical phenomena such as 
the speed of light, the velocity of elcc- 
trons, etc. 





Speidel Promotes Jewelry Store 
For Mother's Day and Father's Day 


The Speidel Corp. of Providence jg 
launching for its “Forty-Niner” watch 
bands what is believed to be the largest 
campaign ever devoted to one jewelr 
item for Mother’s Day and Father's Day. 

Officials of the company are convinced 
that these two occasions offer a remark- 
able opportunity for jewelry store busj- 
ness which has been overlooked by the 
majority of jewelry stores. They point 
to the tremendous traffic and volume 
built up by perfumers, candy manufac- 
turers, florists and cigar makers on items 
which are not long-lived. As opposed 
to this, the jewelry store can really offer 
important gifts that make a marked jm 
pression on the recipient. 

The Speidel campaign on the “Forty- 
Niner” will feature full-color full pages 
in Saturday Evening Post and Life.mag- 
azines as well as two color ads in Es- 
quire, Colliers, Cosmopolitan and Good 
Housekeeping. * To enable retailers to 
tie-in with this advertising, a complete 
series of newspaper mats and full-color 
window cards are being provided with- 
out charge, 

Retailers are expected to benefit not 
only through the sale of expansion watch 
bands but from the many related items 
which they can offer their customers for 
Mother’s Day and Father’s Day. 


Jack Kuris Expands Facilities 


May 1 will mark the official opening of 
the new and expanded headquarters of 
the Jack Kuris organization, manufac- 


JACK KURIS 





turers of fine gold jewelry. ‘The new 
offices and plant at 36 West 47th St, 
New York, will occupy over 10,000 
square feet devoted to the production 
of various types of decorative jewelry, 
watch bands and watch cases. Several 
designers have been added to the crea- 
tive staff. 

The policy of distributing to retailers 
only through recognized wholesalers will 
be continued. 


New Women's Expansion Watch Ban 


A new women’s expansion watch band 
designed to withstand rough wear and 
yet accentuate the feminine wrist has 
been developed by the M. A. Saffran 
Co,, Philadelphia. Deliveries are sched- 
uled for May, and the line will be avail- 
able in pink or yellow gold filled, and 
sterling silver. 
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Rice Brothers Head New Barclay Co. 





Executives of Barclay Company, left to 

right: Robert Rice, Treasurer; Alvin Rice, 

President; Louis C. Mark, Secretary; Sey- 
more Winograd, Vice-President. 


Alvin and Robert Rice, veteran jew- 
elry manufacturers, head the newly 
formed Barclay Co., as president and 
treasurer, respectively. This new name 
in the jewelry field is an outgrowth. of 
the 85 year old Rice-Wciner & Co., which 
was founded in 1911 by Isaac L. Rice, 
father of Alvin and Robert. 

Alvin was associated with Rice-Weiner 
for 20 years as sales and promotion man- 
ager, while Robert acted as director of 
production activities for an equally im- 
pressive length of time. After the death 
of their father in 1940, the brothers ac- 
quired his interest in Rice-Weiner & 
Co. On December 31, 1945, they dis- 
solved their partnership in Rice-Weiner 
Co, and on January 1, 1946, Barclay Co., 
which they head, was formed. 

Secretary of the company is Louis C. 
Mark, who was chief designer for Rice- 
Weiner for 15 years and has also been 
an instructor at the Rhode Island School 
of Design. 

Vice-president is Seymore Winograd, 
who served in an executive capacity with 
Coro, Inc., from 1937 to 1942, leaving 
that company to enter war work with 
Cornell-Dubilier Electric Corp.. shortly 
after the outbreak of World War II. 
He is a graduate of Brown University 
and attended the Harvard Graduate 
School of Business Administration. 

The Barclav Co. will manufacture 
ladies gold filled jewelry which will be 
sold only through wholesale distributors. 

The company will occupy the same 
plant that Rice-Weiner maintained for 
the past 20 years at 150 Chestnut St., 
Providence. An ambitious pvrovram of 
plant and office modernization has just 
been completed. 


Harvel Sponsors Cliff Edwards 


The Cliff Fdwards Show, which is 
broadcast each Sunday from 1:00 to 1:15 
P.M. (E.S.T.) over the national network 
of the American Broadcasting Co. is 
ane sponsored by the Harvel Watch 

0. 

This important radio contract follows 
three and one-half years of continuous 
every week radio advertising by Harvel 
over American Broadcasting Co. and 
Mutual on a national coast-to-coast hook- 
up plus a good deal of spot broadcast- 
ing and time signals throughout the 
country. Harvel will continue to fea- 
ture the theme, “The Watch That ‘Times 
the Stars.” 

A. W. Lewin Co. is the agency placing 
the advertising. 
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Burt Ring Co. Expands Sales Force 


With the return of several servicemen, 
plus the addition of new men, Burt Ring 
Company’s staff of traveling represen- 
tatives will now exceed its prewar 
strength, announces Ben Asch, general 
Sales manager. 

Back in the field after spending three 
years in the South Pacific is “Del” Sny- 
der who will be making his calls in 
upper Michigan, Washington, Oregon and 
Idaho. Jewelers in Utah, Arizona and 
California can look forward to seeing 
Bob Golding, also just released /roin 
service with the army. 

Just added to the sales torce, and 
traveling through Indiana, Illinois and 
southern Wisconsin, is Vic Owens. Other 
representatives are yet to be announced, 
Mr. Asch said, and meanwhile the sales 
manager, himself, will also be in the 
field with the Burt Company’s new 
spring selections. 





Associated Mfrs. Move to New Plant; 
Appoint New Production Manager 


HAROLD ARTHUR 





Associated Manufacturers moved on 
February 28 to a new and larger plant 
at 1 Sabin St., Providence, where they 
will have 8,000 square feet of modern 
factory space. 

Construction has also been started 
upon additional rooms in the same build- 
ing, and when this is completed, the com- 
pany’s executive offices and display 
rooms will also move to 1 Sabin St. 

In charge of the production program 
is Harold M. Arthur, to whose efforts 
is largely due the fact that Associated 
Manufacturers have been forced to move 
to larger quarters. Mr. Arthur is a 
graduate of Brown University where he 
majored in business administration. 


Allison-Kaufman Co. to Advertise 
"Lucky Forever" Diamond Rings 


A national advertising campaign is to 
be released beginning in May by the 
Allison-Kaufman Co., Los Angeles, fea- 
turing their new trade-marked diamond 
and wedding ring line “Lucky Forever.” 

Announcements have already appeared 
in trade publications, and the line was 
shown with great success at the Allied 
Gift Show in Dallas, according to Irving 
Kaufman. Many inquiries and orders 
have already been received indicating 
a high retailer acceptance. 

The advertising campaign will be car- 
ried in a substantial list of widely cir- 
culated national periodicals, and various 
sales promotion aids, including news- 
paper mats, and display boxes and trays 
will be supplied to retailers. In addi- 
tion, Allison-Kaufman plans a liberal 
advertising allowance to distributors. 





W & S Offers Handsome 
Laminated Wood Ring Sizer 





Newest offering for jewelers by Wolf- 
sheim & Sachs, manufacturers of jew- 
elry boxes and displays, 20 West 47th 
Street, New York 19, N. Y., is a beauti- 
fully grained, accurately graduated ring 
sizer. 

Fabricated of laminated hardwood, the 
W & S ring sizer is strengthened under 
extreme pressure to achieve maximum 
hardness. This strengthening process 
minimizes the danger of breaking, dent- 
ing, or chipping, even when the ring 
gauge is dropped, and imparts to the 
sizer a smooth, gleaming lustre. Through 
the hardening process, the W & S ring 
sizer is also protected against warping 
and other defects which might cause er- 
rors in sizing. 

Ridges on two surfaces of the handle 
give the jeweler a firm grip and pre- 
vent slipping and turning when handling. 
The W & S ring sizer is graduated for 
readings from 0 to 14, with clear silver 
markings indented on a flat surface to 
insure easy reading. 


New Catalog Reveals Complete 
Line of Clocks by McClintock 


The new McClintock catalog, now be- 
ing distributed to the trade, brings the 
first graphic picturization of the com- 
plete line of “Clocks by McClintock”— 
a brilliant new line of jewelers clocks 
to be sold through retail jewelers exclu- 
sively. 

All models in the line are shown in 
natural color photography in smart mod- 
ern dramatized settings, reproduced by 
four-color process printing. The catalog 
is planned not only to show the jeweler 
how these clocks will appear, but to be 
used by him in selling to his own cus- 
tomers. 

First shipments to come off the pro- 
duction line (early in March) will be 
confined to 4 alarm models and a smart 
kitchen clock and distribution will be 
made on allotment basis. By the end of 
April, ten additional models will be com- 
ing off the production line, with 30 mod- 
els available in June. The management 
announces full OPA approval on bota 
retail and wholesale prices. 





Zell Compacts to be Advertised 


The Zell Company of 536 Broadway, 
New York City, compact manufacturer, 
founded in 1926 by David H. Zell, is 
launching a national advertising cam- 
paign through Arthur Rosenberg Com- 
pany, Inc. Trade and consumer publi- 
cations will be sed. The account 
executive is William H. Saul. 
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John P. Young Joins Gorham 


Lieut. Comdr. John P. Young, USNR, 
now on terminal leave, has joined The 
Gorham Company, Providence, R. IL, as 
Director of Advertising and Sales Pro- 
motion, announces Edmund C, Mayo, 


JOHN P. YOUNG 





President and General Manager. Called 
to active duty in April 1942, while em- 
ployed by the Gruen Watch Co., as Di- 
rector of Advertising and Sales Promo- 
tion, Mr. Young saw three and a half 
years of service abroad, including duty 
in Arabia, Africa, and the British West 
Indies. 

He entered the advertising business in 
1924 with the Armstrong Cork Company, 
Lancaster, Pa., and was in charge of 
that company’s advertising in 1941 when 
he left to join the Gruen Watcn com- 


pany. 


Hayward Changes Official Title; 
Continues Policies and Personnel 


Walter E. Hayward Co., Attleboro, 
has changed its official title to Walter 
E. Hayward Co., Inc., as of March 4, 
1946. The new corporation will conduct 
this nearly century-old business without 
change of policy and maintain the same 
high standards which have characterized 
“Hayward Quality” jewelry over the 
years. 

Walter G. Moon, associated with 
the company for 31 years, and former 
President, is now Treasurer and Man- 
ager. Frank J. Ryder, Jr., formerly 
Lt. Col. U. S. Army, son of the late 
Frank J. Ryder, Treasurer of Walter 
E. Hayward Co., until his decease in 
September, 1943, is President. William 
P. Lincoln, 40 years with the company, 
and Factory Superintendent, is Vice- 
President in charge of production. 

Aroline E. Lincoln, who has _ been 
with the company for 35 years, is Clerk 
of the new corporation, and Elmer S. 
Smith who has been a sales representa- 
tive for 37 years, will also continue with 
the new company. 








Helbros Announces Its 
Largest Trade Campaign 


As a component part of Helbros 
Watch Company’s advertising activities 
for the year 1946, which includes con- 
sumer copy in newspapers and magazines 
and the use of the entire Mutual network 
of 280 stations, Helbros has announced 
the most ambitious trade campaign in 
its history. 

Trade copy will appear in seven jew- 
elry trade publications, starting with a 
four page ad in each, followed by full 
pages monthly throughout the year. 

William H. Weintraub & Co., Inc., is 
the advertising agency. 
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Ad Campaign for "Keepsake" Rings 
To Be Doubled This Spring 


Backed up with an advertising cam- 
paign of 452 insertions in 15 leading 
national magazines and 100 metropolitan 
newspapers, and equipped with samples 
of this advertising and dealer helps, sales 
representatives for “Keepsake” diamond 
rings set out after a series of meetings 
held during the week of March 4, to 
start their spring trips. 

The meetings were regional ones, held 
March 4-5 in Syracuse, N. Y.; March 
5-7 in Chicago, and March 8-9 in Den- 
ver. At each of them, Robert A. Pond, 
company president, presented the new 
“Keepsake” line for the spring, 1946, 
nearly half of which is composed of new 
styles. All of the rings in the new line 
are available in both white and natural 
gold. 

John B. Flack, who heads Keepsake’s 
advertising agency, presided during the 
presentation of advertising and merchan- 
dising materials at each of the three 
meetings. Also attending meetings in 
all three cities were Robert O. Beadel 
and Albert W. Doolittle, sales and mer- 
chandising executives with Keepsake. 

This spring’s advertising campaign, it 
was announced is more than double last 
year’s and is highlighted by a series of 
full pages in Life and other leading na- 
tional magazines, several of which will 
be in full color. 

Included in the dealer helps are three 
new series of newspaper mats, a selec- 
tion of illustrations and other ad-making 
units for local make-up, a new serics of 
five-minute radio musical transcriptions, 
and a new series of one-minute announce- 
ments. 

In addition, retailers will also be sup- 
plied with new bus cards, 24-sheet 
posters, movie trailers, direct-mail fold- 
ers, and display material. All of these 
are integrated in the “Keepsake Mer- 
chandising System,” which is set forth 
in the “Keepsake Reference Work 
Book.” . 

Attending the Syracuse meeting were 
the sales representatives from the east- 
ern states, including Norman O. Cushing, 
George E. Fahys, J. E. Fitzpatrick, R. 
D. Gould, R. F. Jenks, and H. P. War- 
ner, together with Roland B. Pond, sec- 
retary of the company, and Henry C. 
Beadel, vice-president and treasurer. 

Meeting in Chicago were V. O. Bente, 
Don Chaddick, J. E. Donohue, A. R. 
Greene, Arden A. Longcroft, W. F. 
McCulloh, C. L. Petty and Sid Phillips. 

In Denver, sales representatives in- 
cluded Harry Braunsdorf, W. L. Calkins, 
W. E. Carter, J. F. Douglass, C. Burr 
Williams, Ray Williams, and C. E. Gill. 





Offers New Optical Line 
Designed for Jewelry Trade 


Compass Instrument & Optical Co., 
New York City, announces a line of op- 
tical specialties especially geared to the 
needs of the jewelry trade. Included 
are such hard-to-get items as high qual- 
ity, moisture and dustproof prismatic 
binoculars with coated optics and indi- 
vidual eye piece focusing a complete 
line of directional compasses, and a wide 
variety of sun goggles in all price ranges. 
Literature describing the line in detail 
may be had by addressing Compass In- 
strument & Optical Co., 268 Fourth Ave., 
New York City. 








“Loyal” Billfolds are Guaranteed 


A guarantee bond that is uni 
the merchandising of billfolds ig wn 
offered by the U. S. Luggage and Leste 
er Products Co., on its “Loyal” billfolds. 

Under the terms of this bond, a cony 
of which is enclosed in each billfold, any 
“Loyal” that shows any defects within 
one year from the date of its purchase 
will be either replaced or repaired free 
of charge by the manufacturer. To fyr- 
ther protect its dealers, and to aid them 
in capitalizing on the good will created 
by this arrangement, the guarantee pro- 
vides that the customer must pick up his 
repaired or replaced billfold at the store 
where it was purchased, thus associatin 
the store with this generous policy, an 
at the same time creating store traffic 
= "7 mean = sales. 

. S. Leather and Luggage beliey 

that it is the only me: al of bill. 
folds which offers such a guarantee, 


California Rep. for Polumbaum 


CHESTER BOXLEY 





Chester Boxley, who has returned to 
civilian ranks from service with the U. S. 
Navy, has recently been appointed rep- 
resentative in the State of California, 
for the Richard Polumbaum Company. 
Mr. Boxley, who is well qualified hy 
previous experience to serve the re- 
tail jewelry trade, will concentrate on 
the merchandising and distribution of 
the Palm Royale jewelry line. 





Big Advertising Campaign 
For Elgin American in 1946 


. With full-page four color ads featur- 
ing items from their spring assortment 
scheduled in six large national magazines 
in May, Elgin American, manufacturers 
of compacts, cigarette cases and dresser 
sets will initiate an intensive advertising 
program for 1946. 

“These ads launch the most ambitious 
advertising program ever attempted by 
Elgin American,” says Leo L. Stone, vice 
president, “We're advertising Elgin 
American compacts, cigarette cases and 
dresser sets as ‘The Perfect Gifts’ and 
we’re showing our dealers how they can 
profit by promoting Elgin American gift 
merchandise throughout the year. A re- 
cent survey conducted by Elmo Roper 
on behalf of the jewelry industry clearly 
indicates that jewelry is the most de- 
sired gift and that gift buying is year 
’round business. Our national advertis- 
ing is directed towards making it easier 
for our dealers to capitalize on this 
every-day gift buying. 

“A complete mat and glossy print ser- 
vice, radio scripts, display cards, window 
display suggestions, and merchandise 
presentation will be made available to 
dealers to give them help in promoting 
Elgin American merchandise.” 
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Three Veterans Re-join Longines; 
Three Others Added to Staff 


Back -with the Longines-Wittnaner 
Watch Co., after their discharges from 
the armed forces are two of the com- 
any’s sales representatives and its dis- 

anager. 

a Spree are James Worrall who 
will handle the line in the Southeastern 
states, and Fred E. Goulet who will be 
a member of the New York sales staff, 
serving part of that city and a section 
of New Jersey. Display manager is Roy 
D. Pruden who returns to that respon- 
sibility after four years in the Army. 

New additions to the staff include 
Harry Sutlin, who has been appointed 
Asst. Sales Manager; Samuel H. Paskow, 
who will cover a part of New Jersey as 
sales representative; and S. Edward 
Mittler, formerly captain in the U. S. 
Navy, who will also serve on the sales 


force. 


Merz Opens Boston Office 


F. O. Merz & Co., manufacturers of 
the nationally advertised “Fomerz” per- 
sonal leather goods, announce the ap- 
pointment of Hazel Cormier Willis As- 
sociates as exclusive New England rep- 
resentatives, with showrooms in the 
Parker House, Boston. 

Hazel Cormier Willis has been it2a- 
tified with the leather goods industry 
for many years and is particularly well- 
known in the New England territory. 
Her reputation as an authority and sty- 
list of personal leather goods has been 
established for a number of years and 
the Merz organization takes pride in this 
acquisition to their New England re}re- 
sentation. 

By the appointment of a New England 
representative with permanent show- 
rooms in Boston, dealers in this area 
will now be assured of a constant sup- 
ply of Merz products, the compaay 
states. 


Oneida Ltd. Makes Net of $418,380 
In Year Ended Jan. 31 


Oneida Ltd.’s audited report for the 
fiscal year ended January 31, 1946, shows 
net income of $418,380 after depreciation, 
taxes, bonus to employées, foreign ex- 
change, and other reserve adjustments. 
This compares with net income of 3684,- 
762 for the preceding year. Net earn- 
ings for the common stock after payment 
of preferred dividends amounted to $1.41 
per share. 

$145,054 of reconversion expenses were 
charged against the reserve for contin- 
gencies, after which there remains in 
the reserve $604,946. 

Current assets, including $1,082,456 
cash, amounted to $6,531,941 and cur- 
rent liabilities were $1,128,251. 





Ulrichs Return from Army Service 


_Ulrich Associates, 82 West 46th St., 
New York City, announce that Mitchell 
and Aaron Ulrich have returned to the 
firm after more than three years in the 
armed forces. Mitchell Ulrich was at- 
tached to the Medical Corps of the 77th 
Infantry Division, while Aaron Ulrich 
was a Radar Technician with the Signal 
Corps. 

Plans for expanding the Ulrich firm, 
under their guidance, are now under way. 
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For "Plus Sales" with Earrings 


With the great current popularity of 
earrings, dealers find that customer com- 
plaints about fitting occupy a noticeable 
quota of sales clerk time. If the shop- 
per is not upset because she has lost an 
earring which the dealer cannot replace, 
she is seeking relief from the tight pinch 
of the fasteners. 

To meet this problem, a new product 
called “EarrinGrips” has been developed 
by Dorsay Products, 1819 Broadway, 
New York. “EarrinGrips” are small 
cushions which are bought in a boxed 
set, ready for the customer to put on 
all the earrings in her collection. The 
cushions are designed to fit on any style 
or size of clip or screw type earring- 
backs to replace the clamping effect with 
a soft cushioned contact which softens 
the pinch of metal pressure, and at the 
same time acts to prevent the earring 
from slipping off. 

The grips have been welcomed by ear- 
ring manufacturers, according to Dorsay 
Products, who also state that the item 
has found a wide market as a companion 
piece to earring sales. 

Immediate shipment is offered. 


Parker Watch Goes Fair Trade 


“We have always believed in the prin- 
ciple of fair trade and we are now 
executing formal agreements with our 
dealers, under the Fair Trade Act” an- 
nounces A. I. Parker, of the Parker 
Watch Co. “We are members of the 
American Fair Trade Council, and we 
support their splendid efforts in educat- 
img the public to the advantages of re- 
sale price maintenance.” 

“We are one of the old-line com- 
panies,” he continues. “We were in this 
business long before the first Worid 
War and we are in to stay long after 
World War II. Present chaotic condi- 
tions and practices are bound to dis- 
appear. We want to be one of the tirst 
firms to show the way back again to 
profitable peace time retail operations.” 

Mr. Parker feels certain that other 
well established brands will take the 
same action, adding that his firm wel- 
comed clean competition. The schedule 
of prices on Parker watches has been 
lowered, he states, and the comnany 
wants its dealers to enjoy their legiti- 
mate profits while they build their good- 
will at fair prices by featuring Fair 
Trade merchandise. 


New Light-weight Thorens Lighter 


A new model in its line of cigarette 
lighters, which has been named _ the 
“Vedette” is being offered by Thorens, 
the Swiss-made brand which is distribut- 
ed in the United States by Rexon, Inc., 
295 Fifth Ave., New York City. 

The new model which is described as 
slender and graceful, weighs only 1.8 
ounces, which is considerably less than 
the average. The lighter weight and 
lesser bulk of the “Vedette” will make 
it welcome, the manufacturer believes, 
to those who must carry a good many 
objects in their handbags or pockets, 

Because of its precise craftsmanship, 
the makers say, the Thorens “Vedette” 
assures years of “light-ability.” Ease 
of operation is a feature, it being neces- 
sary only to slide a button to obtain 
a light. 





Grana Watch Co. Named Sole 
Distributors for Kurth Freres 


Emil von Burg, President of Grana 
Watch Co., 521 Fifth Ave., New York, 
announces the appointment of his cvum- 
pany as sole distributor of the watches 
and movements made by Kurth Freres of 
Grenchen, Switzerland. 

The line embraces two groups—the 
Grana, a top quality brand for the 
“exclusive” market, and the Certina, a 
high grade watch in the medium price 
bracket. 

The Certina line will be nationally 
advertised in several of the large cir- 
culation general magazines, 





Oland Now Head of "Gemcraft" 


Alexander Oland, founder of The 
Oland Jewelry Co., at 87 Nassau St., 
New York City, has withdrawn from that 
firm in order to head “Gemcraft Jewel- 
ers” at 65 Nassau St., manufacturers of 
men’s ruby-diamond mountings. 





"Lady Alice” Simulated Pearls 
To Be Sold Through Wholesalers 


Lady Alice simulated pearls, an- 
nounces Isidore Jaffe, owner of the Lady 
Alice Pearl Co., 55 West 47th St., New 
York, will hereafter be sold exclusively 
through wholesalers. Plans are now be- 
ing readied for a campaign of national 
advertising which will be launched short- 
ly in several of the leading magazines. 
Moss Associates, New York, has been 
appointed advertising agency to handle 
the account. 





"Stan-Fel" Plans Intensive Promotion ° 


An intensive advertising and promo- 
tion campaign to acquaint dealers in the 
United States and Canada with the 
approximately 500 items in the costume 
jewelry line of the Stan-Fel Jewelry 
Co. of Detroit, Los Angeles and New 
York, got under way this month, 

The campaign will be backed by con- 
sumer ads and publicity and will include 
counter and window display aids for the 
retailer, with a promotional tie-up cen- 
tering on these displays. 

Present stocks are adequate to meet 
the sales expected to follow the campaiga, 
says Stanley B. Conheim, Stanfel’s presi- 
dent. 

Having been a retailer himself, Mr. 
Conheim feels that he knows what the 
public wants, and has seen to it that 
Stan-Fel designers have kept abreast 
of the times by designing jewelry to suit 
current demands. Plans are now under 
way to add men’s chains, appliances, 
karat gold jewelry and other items to 
the lines now being presented. 

The Stan-Fel Co. occupies the entire 
82nd floor of the David Stott Bldg. and 
also maintains offices in Los Angeles. 





Marvella Names Advertising Agents 


Marvella Pearls, Inc., and Weinrich 
Bros., Co., New York City, have ap- 
pointed McCann-Erickson, Inc., New 
York, advertising agents for consumer 
advertising of Marvella simulated pearls. 
Appointment is also announced of Irwin 
Viadimir & Co., Inc., to handle the ex- 
port and trade advertising of the line. 
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Mad 0 Clcalecion. 


WILL IT GET RESULTS? 


AccorpiNné To A high official of the National Housing 
Agency an order is about to be issued banning all store 
and factory construction, even where work has already 
started, unless the job is well advanced toward com- 
pletion. 

The purpose, of course, is to force building materials 
and building trades labor into the construction of the 
low to medium priced housing which is now so critically 
short. 

The object is a laudable one. Even the store owner 
who is eager to remodel or to build a new establishment, 
would, we are sure, be willing to postpone his project 
for a while if by doing so he would be helping to relieve 
the present desperate housing shortage. 

But will the order accomplish its end? Our store de- 
sign consultant, who is a designer and builder of many 
years’ practical experience, is of the opinion that it will 
not. And he has what seem to be sound and logical rea- 
sons for his belief. 

The materials which go into the remodeling of a store, 
he explains, are entirely different from those that are 
used in residential construction. Houses and apartment 
buildings, he points out, don’t use the heavy plate glass 
that is used in store windows, nor the marble or metal 
or structural glass panels that compose the store front. 
They don’t use the same kinds of lighting fixtures, nor 
the same kinds of wood that are found in store interiors. 

Vice versa, stores don’t use the clapboards, and shin- 
gles, and flooring, and sash and doors, and window glass, 
and plumbing fixtures, and so on, that go into residential 
construction. 

Nor are the two groups of labor that handle the two 
classes interchangeable. No house carpenter ever works 
on building store fronts, nor does the cabinet maker who 
builds your wall cases and display fixtures, or the struc- 
tural glass or metal worker who constructs the store 
front, find any employment in low cost residential work. 

If that is the case, how then will the stoppage of store 
construction help the housing program? Perhaps if mer- 
chants and builders will explain these facts to the Na- 
tional Housing Agency it might be helpful. 


SHOULD BE CONFIDENTIAL 


JUDGING BY THE letters that come across our desk, one 
of the pet gripes of retailers in their relations with sup- 
pliers is the practice indulged in by some of the latter in 
sending out lists of net prices on post cards or other 
open mail where they are likely to be seen by people en- 
tirely outside of the jewelry trade. 

Retailers very properly feel that their net costs and 
their gross margins are none of the public’s business, 
especially as most people have no conception whatever 
of the cost of running a store, and think that gross mar- 
gin and net profit are the same thing. 
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To disclose net prices to such people gives them a 
totally wrong idea of the profits in the retail jewelry 


business, and is unfair to the retail merchant. Te num. _ 


ber of offenders is relatively few, but those few can do a 
great deal of harm through their—let’s call it thought- 
lessness. 

One of our retailer friends has a method of coping 
with this situation that he believes will end it if retailers 
in general will do the same. This jeweler, whenever he 
receives such a list, writes across the face of it in red, 
“We do not appreciate your open mail price quotations,” 
and sends it back without an order. : 

We’re inclined to agree that a batch of such responses 
should quickly mend the way of any seller who offends 
in this manner, and we’re happy to cooperate by passing 
the suggestion along to our readers with a recommenda- 
tion for its general adoption. 


FOR MOTHER AND FATHER? 


Wuat are you pone about Mother’s Day and 
Father’s Day, this year? Here are two gift occasions 
that could and should be major events for the jeweler, 
but in which as matters stand today, jewelry plays a 
decidedly inconspicuous part. 

That this should be so, is incongruous, to say the least. 
The very essence of those days is to pay honor in a 
fitting way to the fathers and mothers of America—to 
mark those days in a manner that will be memorable. 

So, what happens? Mother gets a handkerchief or a 
box of candy or a bouquet, and the old man is handed a 
pair: of socks or a 98-cent necktie. Handkerchiefs and 
candy and neckties are all very well in their way, but 
we'd hardly class them as the kind of gifts to make a 
day memorable and outstanding. 

Nothing else can do that as a gift of jewelry can. 


Yet, according to the survey that was made by Elmo a 
Roper last year for the Jewelry Industry Publicity — 


Board, only 11 per cent of all Mother’s Day gifts were 
bought in jewelry stores, and the number of Father's 
Day items purchased from jewelers was so small that 
the percentage wasn’t even computed. 

Jewelers themselves are largely to blame for this be- 
cause few of them have done any real promotion on either 
event, but have let the business go by default. 

This year let’s try to get across the idea that to do 
fitting honor to Mother or Dad only a gift of jewelry is 


worthy. 


Editor 
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